PENETRATING! 

i 

POWERFUL! 


PRODUCTIVE! 


Nothing  sells  Chicago 
like  full  page,  four  color 
Tribune  advertising! 

WANT  PROOF?  SEE  PAGE  59 


'provides 

COLOR  OF 
YOUR 


Chosen  by  leading  newspaper  plants  on  a  basis  of  proven 
performance,  the  WOOD  Metropolitan  4-Color  Unit  pro¬ 
vides  the  ultimate  in  fine  quality  POP  Color  printing. 


Greater  Flexibility 


Individual  Couples  reversible  as  desired 


Adaptable  for  use  with  standard 
black  and  white  units 


Also  prints  black;  press  need  nol^tay  idle 
when  no  color  is  running 


Color  and  black  cylinders  controlled  by 
single  gear  which  minimizes  back-lash, 
assures  better  register 


Four  individual  color  fountains  for  each  print¬ 
ing  couple;  removable  for  easy  washup  and 
color  changes 


FILM  FEED:  Makes  possible  ink  film  on  ANY  ink  motion, 
on  ANY  newspaper  press. 


ECONOMY:  Will  operate  on  small  amounts  of  ink; 
reduces  ink  waste. 


DRIVE:  No  gear  drive  attachment  necessary — each  foun¬ 
tain  driven  by  fricton  from  the  most  convenient  rubber  roller. 

CLEANING:  Pour  out  excess  ink;  immerse  ENTIRE  foun¬ 
tain  in  solvent  bath;  remove,  and  wipe  clean. 

ATTACHMENT  TO  PRINTING  UNIT:  Fountain  may  be  attached 
to  ANY  bracket  by  merely  tightening  two  locking  screws.  Adjustment  of  fountain 
relative  to  bracket  permits  firm  setting  against  the  rubber  roller. 

REVERSIBILITY:  Color  Printing  necessitates  reversing  of  cylinders  in 
many  instances— by  a  simple  gear  operation,  the  WOOD  PORTABLE  COLOR  INK 
FOUNTAIN  is  ready  for  use. 

CONSTRUCTION:  Rigid  design,  yet  light  in  weight,  through  the  use  of 
aluminum  wherever  possible.  Precision  built  for  accuracy  and  long  life. 


WOOD  NEWSPAPER  MACHINERY  CORPORATION 

PLAINFIELD,  NEW  JERSEY  •  Executive  &  Sales  Office:  501  Fifth  Avenue,  New  York  17,  N.Y. 


Heart-warming  FERDINAND 
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February  25,  1957 


The  Comic  Page  Editor 
N.  Y.  HERALD  TRIBUNE 
230  West  41st  Street 
New  York ,  N.  Y. 

Dear  Sir: 

I  am  certainly  not  an  habitual  "Dear  Editor" 
writer,  nor  an  avid  comic  section  devotee,  either,  but 
I  have  been  intending  to  write  this  note  for  some  time, 
to  express  my  appreciation  for  the  keen  enjoyment  I 
derive  daily  from  your  "silent"  comic  strip,  "Ferd’nand." 

1  simply  cannot  begin  my  day  without  the  liH  of  spirit 
I  get  from  this  little  guy's  adventures. 

Engaged  as  I  am  in  a  business  where  we  pride 
ourselves  on  our  ability  tc  mass-communicate  ideas 
visually,  I  never  cease  to  be  amazed  at  the  consummate 
skill  and  ingenuity  of  "Mik"  in  conveying  so  much  in  a 
few  wordless  panels.  The  absence  of  words  is  almost 
equaled  by  this  artist's  economy  of  line  in  delineating 
the  expressions  that  make  his  pantomimes  so  effective. 

With  refreshing  good  humor  and  incisive  perception,  the 
situations  he  contrives  reflect  a  parade  of  all  the  small 
human  happenings  --  the  pleasures,  the  annoyances,  the 
trials  and  tribulations  so  common  to  all  of  us. 

I  have  followed  "Ferd'nand"  for  quite  some  years 
now,  and  have  initiated  my  family  and  many  friends  to 
the  "FFFF"  —  the  Fraternity  of  Faithful  Ferd'nand  Fans, 

The  "Ferd'nand"  cartoon  has  fully  Justified  my  recommenda¬ 
tions.  While  one  might  expect  a  cartoonist's  resourceful¬ 
ness  to  diminish  after  all  these  years,  "Mik's"  consistently 
high  batting  average  has  been  maintained,  and  I  truly  be¬ 
lieve  actually  stepped  up.  Apparently,  instead  of  drying 
up,  he  improves  with  age,  for  his  situations  are  now  better 
than  ever. 

My  sincere  thanks  for  the  daily  chuckle  your 
"Ferd'nand"  strip  gives  me, 

vtvf  truly, 

(5Cec. — 

GMCleland:ghb 

ABC  •  ANPA  •  PPA  •  APA  ‘ABP  •  NBP  •  NOAB 


pantomime 

perfection 

that  captivates 
loyal  readers! 

Wb-tickifng 
reflections  in 
life’s  mirror 
where  Ferd’nand 
Olay  be  you  or 
you  or  you. 

Start  the 
day  with 

fERD’NANO 
and  start 
the  day 
with  a 
smile! 

Send  for 
proofs  today. 


D  F  E  A  T  U  B  E 


220  EAST  i)2ND  STREET 
NEW  YORK  17.  N.  Y. 
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HTNS 


Spotlights 
DON  OVA 

Star  reporters  the  world  over  make 
the  New  York  Herald  Tribune  News 
Service  the  perfect  second  service 
for  more  and  more  papers— a 
30%  increase  in  clients  in  1956! 

'lAr  Robert  J.  Donovan,  top  White  House 

correspondent  and  author  of  the  best-selling  "The 
Eisenhower  Story,"  is  a  20-year  HTNS  veteran. 

His  brilliant  reporting  odds  further  luster 
to  a  Washington  staff  which  includes 

Marguerite  Higgins,  Pulitzer-winner,  and 

★  Don  Whitehead,  "The  FBI  Story." 

The  world-wide  staff  of  HTNS  includes  these 
experts  on  the  domestic  scene— 

Roving  America:  United  Nations: 

Robert  S.  Bird  'lAr  Arch  Parsons,  Jr. 

Financial  staff  of  over  50  headed  by 

Donald  Rogers  ^  Norman  Stabler 

Sports  staff,  probably  the  finest 
in  the  country,  includes 

'jAr  Bob  Cooke  Jesse  Abramson 

']Ar  Tommy  Holmes  A'  Harold  Rosenthal 

Aviation  and  Military:'^  Ansel  E.  Tolbert 

Science:  A  Earl  Ubell 

Theater:  A  Walter  Kerr 

Fashion:  A  Eugenia  Sheppard 

(ALSO  Art,  Books,  Dance,  Movies,  Music, 
Photography,  Records  .  .  .  frequent 
special  series  by  HTNS  staff  writers!) 


(-H  TNS^ 

THE^PP^MEMTAR^  MEWS  SERVICE 

New  York  Herald  Tribune,  New  York  36,  N.  Y. 

PEnnsylvonio  6-4000 


EDITOR  &  PUBLISHER  CALENDAR 

April  1-3 — Newspaper  Personnel  Relations  Association,  ninth  annul 
conference:  Broadmoor  Hotel,  Colorado  Springs,  Colo. 

April  1-12 — American  Press  Institute,  general  reporters  seminar,  Coluin- 
bia  University,  New  York. 

April  2-6— International  Society  of  Aviation  Writers,  Roosevelt  Heti 
Washington,  D.  C. 

April  4-6— South  Dakota  Press  Association,  annual  convention,  Marvin. 
Hughlitt  Hotel.  Huron,  S.  Dak. 

April  3-4 — Pennsylvania  Society  of  Newspaper  Editors,  Editors'  Wort, 
shop,  Nittany  Lion  Inn,  Penn  State. 

April  5  -6--Hoosier  State  Press  Association,  annual  convention,  Marc- 
Hotel,  Indianapolis,  Ind. 

April  7-9  — Interstate  Circulation  Managers  Association,  40th  Spring 
meeting,  Lord  Baltimore  Hotel,  Baltimore,  Md. 

April  7-11 — National  Association  of  Radio  and  Television  Broadcostan 
Association,  annual  convention,  Conrad  Hilton  Hotel,  Chicago. 

April  11-13  — Photo-Journalism  short  course,  William  Allen  White  Schea> 
of  Journalism,  Lawrence,  Kan. 

April  12 — Iowa  Associated  Press  Radio  and  Television  News  Assoclatic", 
meeting,  Savery  Hotel,  Des  Moines. 

April  12 — United  Press  Editors  of  Iowa,  meeting,  Des  Moines.  Iowa. 

April  13-14 — The  Associated  Press  Society  of  Ohio,  meeting.  Fort  Hayut 
Hotel,  Columbus,  Ohio. 

April  13-1  4— -Missouri  Associated  Press  Wire  Editors  Association,  Spring 
meeting,  Sedalia. 

April  13-1  4 — Oklahoma  Press  Association  Spring  News  Clinic,  Blltmon 
Hotel,  Oklahoma  City,  Okla. 

April  13-14— Florida  Society  of  Editors  annual  meeting,  Tallahassee. 

April  14 — New  Mexico  Associated  Press  Managing  Editors  Spring  meet¬ 
ing,  Albuquerque. 

April  14-16— Northern  States  Circulation  Managers'  Association,  Spn'ag 
meeting,  Nicollet  Hotel,  Minneapolis,  Minn. 

April  17-20 — National  Federation  of  Press  Women,  annual  convention 
San  Antonio,  Tex. 

April  20 — Oregon  Newspaper  Publishers  Association  Admanaqen 
Spring  meeting,  Heathman  hotel,  Portland. 

April  20-21 — American  Council  on  Education  for  Journalism,  Waldorl- 
Astoria  Hotel,  New  York  City. 

April  22 — ^The  Associated  Press,  annual  meeting.  New  York  City. 

April  22-25— American  Newspaper  Publishers  Association,  71st  annus 
convention,  Waldorf-Astoria  Hotel,  New  York. 

April  25-27 — Nebraska  Press  Association,  State  convention.  Lined' 
Hotel,  Lincoln,  Nebr. 

April  25-27 — Press  Photography,  Southern  short  course.  University  d 
North  Carolina,  Chapel  Hill,  N.  C. 

April  25-27 — American  Association  of  Advertising  Agencies,  annuli 
meeting,  Greenbrier,  White  Sulphur  Springs,  W.  Va. 

April  26-27 — South  Texas  Press  Association,  30th  annual  convention 
Gunter  Hotel,  San  Antonio,  Tex. 

April  27 — Indiana  Republican  Editorial  Association,  annual  Spring  meat 
ing,  Severin  Hotel,  Indianapolis. 

April  27 — United  Press  Illinois  Editors  meeting,  Chicago,  III. 

April  27-28 — Alabama  Associated  Press  state  meeting,  Reich  Hotd 
Gadsden,  Ala. 

April  27-28 — The  Associated  Press  of  North  Dakota,  Spring  meeting 
Minot. 

April  28-May  4— J  ournalism  Week,  School  of  Journalism.  University  d 
Missouri,  Columbia. 

April  28-30 — Ohio  Circulation  Managers  Association,  Spring  meeting 
Van  Cleve  Hotel,  Dayton,  Ohio. 

April  29  — Canadian  Press,  Spring  meeting.  Executive  Committee 
Toronto. 

April  30 — Canadian  Press,  Spring  meeting  of  Board,  Royal  York  Note' 
Toronto. 

May  I— Canadian  Press,  annual  meeting.  Royal  York  Hotel,  Toronto. 

May  I — Marquette  University  Third  Advertising  Conference,  Brods 
Memorial  House,  Milwaukee,  Wis. 

May  2-4—  Institute  of  Newspaper  Controllers  and  Finance  Officen. 
western  regional  conference,  Olympic  Hotel,  Seattle,  Wash. 

May  4 — Ohio  United  Press  Editors,  lunch  and  Spring  meeting,  Fort 
Hayes  Hotel,  Columbus,  Ohio. 

h4ay  5— The  Associated  Press  of  Georgia,  annual  meeting.  Bon  h 
Hotel,  Augusta. 

May  5-6— Iowa  Short  Course  on  Newspaper  Circulation,  School  d 
Journalism,  Iowa  City,  Iowa. 

May  6— Overseas  Press  Club  of  America,  18th  annual  Awards  dim'*' 
Waldorf-Astoria  Hotel,  New  York  City. 
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published  every  Saturday  with  an  additional  issue — T^e  IntemationsI  Year  w 
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ness  ofTicea  at  Suite  1700,  Times  Tower,  1476  Broadway,  New  York  86. 
(Printed  by  Scott  Printinjr  Co.,  Jersey  City,  N.  J.)  Second  class  mail  prirJjJjM 
authorized  at  New  York,  N.  Y.  under  the  act  of  March  8,  1879.  with 
patented  and  Reiriatered  and  Contents  Copyriirhted  1967  by  the  Editor 
lisher  Co.,  Inc.  Annuai  subscription  $6.60  in  United  States  and  possess"* 
and  in  Canada.  All  other  countries  $10.00. 
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U.P.  COLOR 
NEWSPICTURES 
BY  WIRE 
IN  A 
HALF 
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Using  Eastman’s  new  Kodak  Ektacolor  Type  S  film 
and  a  new  paper  for  the  first  time  January  21,  U.P. 
broke  all  records  with  a  picture  of  the  inauguration. 

Color  separations  were  made  in  two  hours, 
from  camera  to  print. 

Transmission  took  12  minutes. 

Result:  U.P.  clients  again  were  hours  ahead. 


TTnite 

‘^>rc 

M  U.P.  pici 
TELL  TH: 


U.P.  PICTURES 
TELL  THE  STORY 
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AKRON 

METROPOLITAN 

AREA 

(Summit  County) 


II1O.P.  COLOR 


Does  a 
Bigger 
Job  in 

AKRON 

Biggest  One 
Newspaper  City 
in  the  Nation 


joor*^® 


a\ 


>nW  O"® 

versth'S  ,, 
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Hin® 


Mil''®" 


MEDIA  COVERAGE  OF  AKRON  METRO  AREA 


Add  the  smashing  impact  of  color  to  give  your 
products  stand-out  attention  and  action  in  the 
thriving  Akron  market.  Black  and  one  or 
two  colors  and  full  color  are  all  available  daily 
and  Sunday  in  the  Beacon  Journal  which 
ALONE  provides  complete  coverage  of  the  Akron 
Metropolitan  and  Trading  Areas  without  waste. 


AKRON  BEACON  JOURNAL 


Ohio's  Most  Complete  Newspaper 

STORY,  BROOKS  t  FINLEY,  Representatives 
JOHN  S.  KNIGHT,  Publisher 


I^au  t^rwin  J  C^oii 


()  ★  ★  ★ 

umn 


Media 

Circulation 

%  Coverage  ' 

AKRON  BEACON  JOURNAL  daily 

132,934 

96.5% 

AKRON  BEACON  JOURNAL  Sunday 

126,165 

91.6% 

Cleveland  Plain  Dealer  daily 

13,760 

10% 

Cleveland  Plain  Dealer  Sunday 

8,342 

6% 

Cleveland  Press  daily 

1,366 

1%  ' 

Cleveland  News  daily 

548 

less  than  1% 

j  C  OLOR.  theme  of  this  issue,  appears  to  be  a  coming  “com- 
!  modity”  in  both  advertising  and  news  pages  of  newspapers. 

I  Increased  speed  and  improved  reproduction  are  promised  soon 
!  in  technology  and  techniques  so  it  will  be  practical  to  publish 
j  today's  spot  news  picture  today  in  full  color  with  fidelity  and 
accuracy.  A  world  of  color  demands  newspapers  of  color. 

— An  old  and  valued  friend.  James  Beasley  Sinipsdr, 
formerly  with  the  Ft.  Smith  (Ark.)  Southwest  American.  Nn 
York  Mirror,  AP  and  INS,  and  now  a  public  relations  counsel 
associated  with  an  advertising  agency,  is  compiler  of  “Best 
Quotes  of  ’54,  ’55,  ’56”  (Thomas  Y.  Crowell  Co.)  published 
March  29,  “a  selection  of  the  best  sayings  and  remarks  of 
people,  distinguished  and  unknown,  famous  and  obscure,  who 
have  been  inspired  by  events  from  all  over  the  world.”  The 
Quotes  are  identified,  classified,  indexed,  with  foreword  by 
H.  V.  Kaltenborn. 

Sample  Quotes  from  E  &  P:  “From  the  American  news¬ 
paper  you’d  think  America  was  psopulated  solely  by  naked 
women  and  cinema  stars.” — Lady  Nancy  Astor.  “No  iron  can 
stab  the  heart  with  such  force  as  a  period  put  just  at  the  right 
place.” — Joe  Morgan,  UP,  quoting  the  late  Russian  author. 
Isaac  Babel. 

I’m  proud  to  note  my  name  in  the  preface  of  “Best  Quotes.” 

,  which  will  be  extremely  useful  in  newspaper  offices,  and  I'm 
I  happy  to  see  I  was  right  in  every  respect  on  July  8,  19.54,  when 
I  wrote  Jim  this  letter: 

‘^Your  idea  for  a  book  listing  in  appropriate  classification 
the  pithy  and  pertinent  quotations  of  the  year  by  prominent 
.  personalities  has  real  merit,  in  my  opinion. 

“It  seems  to  me  that  a  work  of  this  kind  would  be  at  once 
interesting  and  informative.  Writers  and  speakers  and  all  thoM 
engaged  in  the  communications  field  would  find  it  of  invaluable 
aid.  In  addition  it  ought  to  sell  to  the  whole  literate  population. 

“NBC’s  ‘Who  Said  That?’  for  which  you  were  editorial  con¬ 
sultant  four  years,  enlivened  the  air  waves.  The  printed  page 
deserves  the  same  enlightennient-enlivement.’’ 

— Intervening  in  the  recent  copyreader-reporter  debate 
,  here,  Don  Byrne,  director  of  public  relations.  Aviation  New^ 

:  Pictures.  New  York  International  .Airport,  writes:  “I  realize  that 
only  a  complete  fool  would  step  between  a  copyreader  and 
I  reporter  engaged  in  discussing  their  respective  value  to  the  news 
industry,  but  then  I  am  a  press  agent  and  therefore  very  well 
qualified  for  the  step.  In  my  wanderings  as  a  reporter  with  the 
AP  I  came  across  the  attached  and  offer  it  for  what  it  is  worth 
:  to  both  copyreaders  and  reporters.  Bloody,  but  unbowed,  I 
now  step  back.”  What  the  bloody  Byrne  attached  was  a  copy 
of  Lincoln’s  Gettysburg  Address,  “corrected  and  improved 
after  the  manner  of  certain  editors,  rewritemen  and  instructors 
in  the  gentle  art  of  journalism,  who  live  (and  die)  by  the  blue 
pencil.”  The  immortal  copy  has  nine  additions  and  changes 
written  on  the  margins  in  approved  copydesk  style.  Incidentally’' 
George  II.  Spargo,  Schenectady  (N.Y.)  Union-Star  copy  editor, 
sought  the  role  of  managing  editor  in  the  Civic  Players  pro¬ 
duction  of  “The  Front  Page” — but  drew  the  role  of  the  escaped 
i  convict. 

I  — From  Neil  Morgan'^  “Orosslown’’  column  in  the  San 

Diego  Evening  Tribune:  “Tliere’ll  be  deep  concentration  in  the 
newiiroom  of  a  San  Diego  evening  newspaper  which  for  this  of- 
casion,  shall  he  nameless.  The  imprint  of  a  rubber  stamp  readin* 
‘Vl'ork  Fopy — Please  Read  and  Return’  has  been  placed  on  inwf 
items:  (1)  f'ounty  Street  Guide,  (2)  City  Directory,  (.3)  ^orW 
Almanac,  (4)  Telephone  Directory,  (5)  Unabridged  Diclionar’ 
.  .  .  Bill  Arballoo  came  across  a  group  of  newspaperboys  fro® 
i  Escondido  as  they  ended  a  tour  of  the  Union-Tribune  publisniag 
plant.  What,  he  inquired,  had  impressed  them  most?  Our  nr* 
$3,000,000  pressf's  got  a  couple  of  votes.  The  battery  of  Teletyp* 
machines  had  a  pair  of  partisans.  All  the  other  votes  went  to  • 
red-haired  elevator  operator.’’ 
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FUll  [QlOB  nUniLHBlE 
for  1B0%  [Dueroge  of 
Bmeriio's  Bo.  1 
Test  fllorket 


The  SYRACUSE  NEWSPAPERS  are  read,  daily  and  Sunday, 
in  100%  of  the  homes  of  metropolitan  Syracuse 
—  the  nation's  best  test  city  according  to  a  nine- 
year  audit  of  testing  operations  by  Sellers  Re¬ 
search  Inc. 


THESE  NEWSPAPERS  also  deliver  a  great  big  plus — effec¬ 
tive  circulation  in  14  surrounding  counties! 

IN  THIS  TRULY  IMPORTANT  MARKET,  with  a  population 
just  short  of  1,400,000  and  annual  spending 
power  of  $2  billion,  you  just  can't  buy  another 
combination  of  media  that  will  do  a  comparable 
job  at  a  comparable  cost, 

R.O.P.  Full  Color — Daily  arid  Sunday 


Represenfed  Nationally  by 
MOLONEY,  REGAN  &  SCHMITT 


the  SYRACUSE 


4* 

•n 


% 

N  B 


America's  No.  1 
Test  Market 


rWSPAPERS 


HEKtlDlOURNtl  S  HERllDlMERICtH 

Evening  Sunday 


THE  POST-STANDARD 
Morning  &  Sunday 


CIRCUIATION:  Combined  Daily  233, ISO  Sunday  Herald-American  221,744  Sunday  Post-Standard  105,24S 
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ROP  Color  Star  Is  Rising 

¥N  this  issue  Editor  &  Publisher  presents  the  most  comprehensive 
statistical  survey  of  newspaper  run-of-paper  c'olor  and  its  recent 
phenomenal  growth  that  has  ever  been  attempted. 

Color  has  captured  the  imagination  of  newspaper  e.xecutiNes  on 
both  the  editorial  and  advertising  side.  Almost  half  of  the  dailv  news¬ 
papers  in  the  country  now  accept  color  advertising  and  most  of 
these  utilize  editorial  color  in  some  of  their  daily  and  Sunday  sec¬ 
tions.  About  25yc  of  the  papers  offer  two  colors  and  black  and  20^< 
will  handle  “full”  color. 

.\n  advertiser  can  place  a  one  color  ad  to  cover  72%  of  the  total 
daily  newspaper  circulation.  He  can  cover  50%  of  the  total  circula¬ 
tion  with  a  two-color  and  black  ad,  or  about  47'%  of  the  circulation 
with  a  three-color  and  black  ad. 

As  more  and  more  newspapers  adapt  their  eipiipmcnt,  or  bu\’ 
new  equipment,  to  print  ROP  color,  more  and  more  advertisers  art- 
taking  advantage  of  the  added  reader  interest  and  sales  impact  of 
this  technique.  In  only  202  newspapers  offering  color  which  are 
measured  by  Media  Records,  total  ROP  linage  for  1956  was  over  109 
million.  The  grand  total  for  the  U.S.  and  Canada  might  easily  be 
twice  that  amount.  There  are  at  least  six  papers  which  carried  more 
than  a  million  lines  of  ROP  color  in  1956  not  included  in  the  Media 
Records  total. 

Readers  w'ill  find  all  this  information  in  detail  in  this  issue:  A 
picture  of  the  rapid  growth  of  color;  listings  of  the  top  retail  and 
general  ROP  advertisers  plus  a  detailed  accounting  of  the  latter; 
color  linage  reports  for  1956  from  almost  all  dailies  offering  color 
and  a  10-year  picture  of  the  “first  25”  papers  in  ROP  volume;  a 
listing  of  all  ROP  papers,  their  premium  rates  and  requirements;  a 
cross-section  survey  of  present  uses  of  color  in  the  news  columns; 
numerous  success  stories  about  advertisers  who  use  color. 

E  &  P  is  indebted  to  the  Lake  Shore  Electrotype  Division  of  the 
Electrographic  Corporation  for  making  available  for  this  issue  its 
listing  of  ROP  color  availability.  Unfortunatelv,  some  newspapers 
did  not  respond  to  questionnaires  from  Lake  Shore  with  up-to-date 
information  on  requirements  so  that  we  were  confronted  with  the 
problem  of  whether  to  insert  year-old  information  which  might  be 
misleading  or  leaving  some  sections  blank.  E  &  P  chose  the  latter 
course  in  the  interest  of  accuracy. 

We  are  also  grateful  to  Media  Records  lor  compiling  the  mass 
of  linage  information  herein  showing  newspaper  ROP  volume  and 
the  amount  placed  by  advertisers.  The  Bureau  of  .\dvertising  is  also 
to  be  thanked  for  making  available  its  state-by-state  analvsis  of  cost 
and  daily  circulation  of  the  papers  accepting  ROP  color  advertising. 

E  &  P  has  made  no  attempt  to  cover  tlie  mechanical  phases  of 
ROP  color  reproduction  in  this  issue.  It  is  our  feeling  that  the  two- 
ilay  Color  Conference  in  Chicago  last  September  sponsored  by  the 
.\merican  Association  of  Newspaper  Representatives  c-overed  that 
angle  rather  c-ompletcly  and  verbatim  transcripts  are  available.  .\lso, 
another  Color  Conference  this  coming  September  will  go  more 
deeply  into  the  same  subject. 

This  issue  is  designed  to  provide  detailed  information  on  the 
growth  and  success  of  this  relatively  new  newspaper  sales  technique 
to  busy  newspaper  and  advertising  executives  which  they  have  not 
been  able  to  obtain  elsewhere  in  one  package.  ROP  color  has  only 
scratched  the  surface  of  a  vast  potential  in  our  opinion,  and  we  hope 
that  this  may  serve  to  further  stimulate  its  growth. 
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letters 

PRONOUNS 

Let  me  jump  into  this  "we”  and  "I” 
argument  with  Roy  Coppcnid.  The  follow¬ 
ing  points  seem  involved: 

(a)  A  one-man  newspaper  or  a  one-man 
editorial  page  is  usually  the  expression  of 
the  one-man  opinion,  and  the  “I”  might 
ses-m  to  be  appropriate. 

(h)  I  know  an  absentee  editor  who 
sends  his  papers  front-page,  “must,”  signetl 
editorials  and  uses  the  “I”  and  that  seems 
appropriate  because  he  is  otherwise  little 
identified  with  his  papers. 

(c)  Os’ernse  of  the  “I”  is  considenxl 
immodest  if  not  too  downright  repetitious, 
and  is  often  avoided  even  in  autobiogra¬ 
phies. 

(d)  .\  high  proportion  of  «*<litorials  are 
written  by  a  staff  of  editors,  and  the  "I” 
would  be  inappropriate  there— unless  the 
separately  written  editorials  are  signed,  and 
that  is  an  unusual  practice. 

(e)  It  is  true  that  when  one  man  uses 
the  “we”  he  is  likely  to  be  thought  acting 
like  Queen  Victoria  and  the  world  knows 
that  we  cuss  out  editorial  opinion  enough 
to  put  up  with  that.  It  is  as  artificial  and 
affected  as  the  newspaper  that  says  “Mr. 
Stengel”  and  “Mr.  DiMaggio”  in  its  edi¬ 
torials,  when  all  readers  know  them  as 
“Casey  Stengel”  and  “Jo  DiMaggio.” 

(f)  When,  as  in  most  cases,  the  edi¬ 
torial  represents  the  opinion  of  the  paper, 
not  of  the  individual  writer,  or  even  in  the 
public’s  eve  of  the  editorial  writing  staff, 
the  plural  “we”  would  seem  to  b«>  proper. 
It  might  indeed  give  weight— certainly  far 
more  weight  than  an  “I”  used  on  such  a 
paper. 

(g)  Unfortunately,  tradition  is  hard  to 
down  and  antiquated  affectation  is  chargc'd 
if  a  perfectly  reasonable  “we”  is  used;  and 
so  to  avoid  artificial  formality  the  news¬ 
paper  usually  avoids  the  “we”  in  these 
days  and  descends  to  the  stiffness  of  third 
person  or  abstract  statements. 

I  think  it  would  be  nice  to  use  the  “we” 
realistically  on  any  except  a  one-man  paper. 
But  it  cannot  be  done  without  educating 
your  readers,  without  perhaps  running  a 
standing  statement  in  agate  which  will  say: 
“We  use  the  sometimes  discredited  edito¬ 
rial  “we”  not  in  that  sense  at  all.  We  use 
it  because  these  editorials  express  “our” 
opinions  down  in  this  newspaper  shop.” 

Elbridge  Colby 
George  Washington  University 
Washington,  D.C. 


Gets  U.  S.  Grant  to  Aid  Sewer-Build- 
'^E—Bellefonfaine  (Ohio)  Examiner. 


American  Music,  Gum  Blamed  for 
Immortality.— Bh/c/ieW  (W.Va.)  Telc- 
snph. 


Officer  Asks  Pastors  to  Aid  Violence 
^m.~Bhmingham  (Ala.)  Post-Herald. 
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NOT  FUNNY 

I  was  interested  in  Philip  Love’s  letter 
(March  16)  on  “What’s  Wrong  With  The 
Funnies’?”  I  have  worked  with  several 
comic  strip  artists  and  also  authored  a 
book  (Comics  and  Their  Creators)  and 
many  magazine  articles  on  the  subject.  I 
also  feel  that  for  the  most  part  ‘The  Fun¬ 
nies”  no  longer  are  funny. 

Martin  Sheridan 

.Admiral  Corp., 

Chicago,  III. 

30,  1957 


BOARD  OF  REVIE\^ 

The  news  item  ( March  23,  Page  -34 ) 
about  a  co-ealltHl  censorship  board  in  Quin¬ 
cy  is  a  horrible  distortion  of  fact.  Quincy 
has  a  review  board  without  power  to  ban 
anvlhing  although  your  storv  says  the  board 
could  ban  news  storii's,  pfiotos,  advertise¬ 
ments,  etc. 

The  board  may  only  call  attention  of  the 
chief  of  police  to  publications  considered 
offensive  for  juvenile  reading.  The  chief 
of  police  may  reipiest  that  the  publication 
be  removed  from  Siile.  He  has  no  other 
power  nor  has  the  Ixiard,  except  as  pro¬ 
vided  by  state  law  which  gives  the  Attor¬ 
ney  General  alone  the  power  to  prosecute 
in  cases  of  outright  pornography. 

I  consider  the  story  you  ran  a  slur  on 
this  newspaptT.  M'e  have  been  alert  to 
attack  on  freedom  of  information  and  have 
fought  the  battle  locally  for  many  years. 
We  would  not  tolerate  a  local  ordinance 
that  threatened  freedom  of  information.  And 
as  chairman  of  the  Massachusetts  News¬ 
paper  Information  Service  for  the  past  14 
years,  I  have  been  a  leader  in  the  fight 
against  state  laws  on  censorship. 

John  R.  Herbert 

Editor, 

Quincy  (Mass.)  Patriot  Ledger. 

(The  story  was  based  upon  a  state¬ 
ment  made  by  the  resigning  chairman 
of  the  boarrl.— ED. ) 

JUVENILE  NAMES 

The  Georgia  legislature  amended  the 
juvenile  courts  law  (which  prohibits  publi¬ 
cation  of  offenders’  names  unless  expressly 
released  by  the  judge  of  that  court)  to 
read : 

“It  shall  be  mandatory  upon  the  judge 
of  the  juvenile  court  to  release  the  name 
of  anv  child  who  is  under  the  jurisdiction 
of  the  court  for  a  second  or  subseipient 
time.  No  person,  firm  or  corporation  shall 
be  guilty  of  any  offense  for  making  public 
the  name  or  picture  of  any  such  child.” 

We  feel  this  is  a  substantial  move  in 
the  right  direction. 

Bert  Stkoby 

Editor, 

Macon  (Ga.)  Telegraph. 

EDITORIAL  ANTHOLOGY 

I  hope  you  like  this  suggestion:  Namely, 
that  an  anthology  be  gotten  out  yearly, 
composed  of  the  best  editorials  throughout 
the  country  from  lioth  the  local  and  re¬ 
gional  newspapers  as  well  as  those  with 
national  circulation. 

In  travelling  I  make  a  point  of  reading 
the  local  papers,  especially  the  editorial 
page.  In  these  one  finds  much  mature 
wisdom,  humor  and  good  sense:  the  very 
qualities  that  went  into  the  essays  of  18th 
and  early  19th  century  belles-lettres.  These 
deserve  more  than  the  ephemeral  life  of 
the  daily  paper,  and  such  a  compilation 
would  do  something  to  prolong  it. 

Rlth  Thomas 

62  Ayrault  Street, 

Newport,  R.  I. 
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It’s  natural,  when  you  learn  that  Elie  Abel 
is  The  New  York  Times  correspondent  in  the 
Communist  Balkans,  that  you  remark, 

“Must  be  exciting.”  Abel  will  agree.  “But,” 
he  says,  “it’s  even  more  frustrating.” 

Never  more  so  than  last  October.  Abel  wa.s  at 
his  post  in  Belgrade.  The  Hungarians  started 
their  fight  for  freedom  in  Budapest.  Times 
correspondent  John  MacCormac  was  right  in 
the  middle  of  the  story.  But  communication 
with  the  West  was  promptly  cut  off. 

.A.bel,  following  the  story  by  Budapest  radio, 
just  as  promptly  telephoned  it  to  New  York. 
Within  hours  he  was  in  Vienna.  It  was  as 
close  to  the  story  as  a  Western  correspondent 
could  get.  For  the  next  few  weeks  he  covered 
one  of  the  biggest  stories  of  the  year—  it 
pushed  the  U.  S.  presidential  election  into 
.secondary  interest  — without  ever  seeing  it. 

Abel’s  resourcefulne.ss  was  part  of  a  plan. 
Weeks  earlier,  covering  the  Tito-Khrushchev 
meetings  at  Brioni  and  Yalta,  he  had  caught 
a  whiff  of  Soviet  trouble  with  its  satellites. 

So,  even  earlier,  had  Sydney  Gruson,  Times 
correspondent  in  Warsaw.  Their  alertness 
paid  off.  The  Times  was  ahead  of  everyone 
else  with  the  Polish  and  Hungarian 
uprisings  in  all  their  blood-tingling  detail. 

Elie  Abel  has  been  a  re.sourceful  member  of 
The  New  York  Times  team  for  half  his  15 
years  as  a  newspaper  man.  A  native  of 
Montreal,  he  was  educated  at  McGill  and  at 
Columbia.  Before  joining  The  Times  in  1941). 
he  had  been  a  reporter,  rewrite  man,  editor 
and  correspondent  —  for  the  Windsor  (Ont.) 
Daily  Star,  the  Los  Angeles  Times,  the 
Montreal  Gazette,  and  in  Central  Europe  for 
the  North  American  Newspaper  Alliance. 

On  The  Times,  he  spent  two  years  on  the 
foreign  desk;  two  years  in  Detroit  covering 
labor  and  industry;  three  years  in 
Washington  covering  the  Pentagon,  the 
Atomic  Energy  Commission,  the  State 
Department.  He  went  to  Belgrade  in  19.56. 

Elie  Abel  is  one  of  hundreds  of  able  reporters, 
editors  and  correspondents  on  The  Times 
team  all  over  the  world.  Working  together, 
they  produce  each  day  a  newspaper  that  is 
vigorous,  alive,  fascinating  to  read.  They 
put  more  into  it.  Readers  get  more  out  of  it. 
So  do  advertisers. 

Slje  Ncto  iSork  Simej3 

■  ALL  the  news  THAT’S  fIT  TO  PRINT" 


Ready.  Willing  and  Abel 
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E&P  Presents:  ROP  Color 
As  a  Newspaper  Achievement 


Progress  in  This  Special  Field 
Of  Ad  and  Editorial  Ser>  ice  Shown 

By  Robert  B.  McIntyre 

Where  the  rainbow  of  ROP  newspaper  color  rests  is  a 
pot  of  gold  gleaned  from  successful  advertising  programs, 
resulting  in  outstanding  sales  for  advertisers,  and  premium- 
rate  linage  for  newspapers. 

Verification  of  this  statement  will  be  found  in  this  140- 
page  issue  of  EDITOR  &  PUBLISHER  which  contains  im¬ 
portant  data  on  color  linage,  color  advertisers,  color  success 
stories  ...  a  package  of  information  of  particular  value  to 
advertisers  and  their  agencies.  — — 
Although  Bureau  of  Adver-  TOTAL  ROP  COLOR  LINAGE 
tuing,  ANPA,  records  peg  the  (For  202  papers  as  measured  by 
kirth  of  ROP  newspaper  color  Media  Records,  Inc.) 

It  Jan.  5,  1891,  actual  growth  Linage 


Although  Bureau  of  Adver-  T( 
tiling,  ANPA,  records  peg  the  (F 
kirth  of  ROP  newspaper  color 
It  Jan.  5,  1891,  actual  growth 
remained  relatively  static  until 
post  World  War  II  years. 

The  rapid  approach  of  full- 
scale  color  television  competi- 
tion  has  perhaps  contributed 
more  than  any  other  single  fac-  1955 
tor  to  accelerate  development  of  1956 
ROP  color  —  newspapers’  glow- 


>1  .  46,817,024 

52  .  49,257,765 

53  60,781,949 

54  69,602,906 

55  90,171,262 

56  .  109,318,171 

These  figures,  which  are  ex- 


mg  covenant  to  advertisers  and  „f  linage  carried  in  five 

agencies.  newspapers  not  measured  by 

But  other  important  factors.  Media  Records,  show  at  a 
tw,  have  been  at  woi’k.  Na-  jrlance  the  rapid  rise  in  color 
tiOTal  advertisers,  for  one,  have  advertising.  The  linage  for  lO.Sfi 
wen  using  more  color  as  the  ^as  21%  greater  than  that  in 
opening  wedge  in  their  adver-  »55_ 
tiling  campaigns.  Retailers,  for 

ttother,  have  been  dipping  a  ^nd  at  the  time  represented  an 
ing  oe  into  the  ROP  color  increase  of  more  than  4,000,000 
ts  and,  with  the  aid  of  co-op  li^es  over  195.1  when  Media 
s.  ave  been  using  more  Records  measured  381  newspa- 
d  more  spot  and  full  color  in 

ir  local  newspapers.  j-  r,  j  *  i 

In  1954,  Media  Records  took  a 
Bright  Picture  look  at  the  50  leading  news- 

Brightest  picture  of  ROP  papers  running  color;  found 
or’s  growth  in  recent  years  they  carried  a  combined  total  of 
keen  painted  by  Media  Rec-  35,655,147  lines  that  year  corn¬ 
s’  Inc.,  and  Lake  Shore  pared  with  31,542,778  lines  in 
‘trotype  Co.  In  1954,  accord-  1953  and  26,126,588  lines  of 
to  Media  Records,  total  color  in  1952. 

OP  color  linage  was  69,602,906  Two  years  ago,  I^ake  Shore 
•gainst  60,781,949  in  1953,  a  Electrotype  reported  that  up  to 
^  of  15%.  Of  this  total,  June,  1955,  656  newspapers  in 
t245,.U2  lines  of  ROP  color  the  U.S.  and  Canada  were  of- 
re  used  by  national  adver-  fering  ROP  color.  At  the  time, 
fs  in  key  product  and  serv-  this  total  broke  down  to  look 
Mtegories.  These  totals  something  like  this:  239  papers 
c  based  on  ROP  color  linage  were  offering  three  colors  and 
ured  by  Media  Records  for  black,  or  full  color;  93  were 
newspapers  in  120  cities  offering  two  colors  and  black; 
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324  were  offering  one  color  and 
black.  This  compared  with  611 
newspapers  in  1954,  and  591  in 
19.53. 

Last  December,  Lake  Shore 
reported  that  two-thirds  of  all 
Canadian  dailies  were  offering 
ROP  color,  with  full  color  avail¬ 
able  in  15  papers,  and  one  color 
and  black  offered  by  72  of 
Canada’s  108  dailies. 

In  this  issue  of  E&P  appears 
Lake  Shore’s  most  recent  list¬ 
ing  of  newspapers  offering  ROP 
color.  While  totals  aren't  shown, 
the  tabulation  is  invaluable  in 
that  it  gives  complete  details 
on  rates  and  data. 

Only  this  week,  the  Bureau 
of  Advertising,  ANPA,  prepared 
a  chart  for  E&P  showing  analy¬ 
sis  of  cost  and  daily  circulation 
of  all  daily  newspapers  accept¬ 
ing  ROP  color.  Among  other 
things,  this  chart  shows  that 
a  total  of  819  newspapers  cur¬ 
rently  offer  page  units  of  one 
color  and  black;  443  offer  two 
colors  and  black;  and  358  news¬ 
papers  pffer  three  colors  and 
black,  or  full  color. 

This  pme  chart  also  shows, 
in  terms  of  newspapers  accept¬ 
ing  minimum  units  of  1,000 
lines,  that  790  papers  offer  one 
color  and  black;  372  offer  two 
colors  and  black;  and  263  offer 
three  colors  and  black.  The 
difference  between  the  819  pa¬ 
pers  accepting  page  units  and 
the  790  papers  accepting  a 
minimum  of  1,000-line  color  ads 
indicates  that  there  are  2!i 
newspapers  which  require  a 
minimum  color  insertion  of  be¬ 
tween  1,500  lines  and  full  pages. 

Color  Up  ln0% 

Another  startling  indication 
of  the  growth  of  color  in  news¬ 
papers  is  found  in  a  chart  in 
this  issue  which  compares  ROP 
color  vs.  black  and  white  adver¬ 
tising  for  the  years  1951-1956. 
Taking  1951  as  the  base  year, 
this  chart  shows  that  ROP 
color  has  increased  150%  while 
black  and  white  linage  has 
gained  about  24%. 

Still  further  proof  of  the 
growth  of  color  in  newspapers 
is  found  in  a  perusal  of  ROP 
color  total  advertising  in  the 
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first  25  newspapers.  These 
figures  show  that  in  1946.  the 
first  post  VVoild  War  II  year, 
the  Houaton  (Tex.)  Post  lead 
in  color  with  598,949  lines.  By 
1950  the  Milwaukee  (Wis.) 
Journal  had  captured  the  lead 
with  1,082,540  lines  of  color. 
The  Journal  has  kept  the  lead 
ever  since;  registering  totals  of 
1,690,120  lines  in  19.54;  2,178.961 
in  1955;  and  2,586,814  lines  of 
color  in  1956. 

Other  newspapers  among  the 
first  25  have  jockeyed  for  po¬ 
sition  over  the  same  years,  with 
all  of  them  racking  up  impres¬ 
sive  gains  in  ROP  color  linage. 

Teamwork 

Behind  this  phenomenal 
growth  of  ROP  color  linage  is 
a  spirit  of  closely-knit  team¬ 
work  among  advertisers,  agen¬ 
cies,  suppliers  and  newspapers 
toward  researching  newspaper 
color  in  a  never-ending  quest 
for  better  reproduction,  simplifi¬ 
cation  of  the  handling  of  paper 
work,  and  for  improving  sales 
results. 

Being  completely  objective 
about  it,  ROP  color  isn’t  with¬ 
out  its  “bugs,”  but  even  on  this 
score  advertisers  and  agencies 
are  tending  to  take  the  positive 
viewpoint  because  of  the  proven 
sales-pulling  power  of  ROP 
color — “bugs”  notwithstanding. 

Aware  of  these  temporary 
shortcomings,  newspapers  are 
eager  to  work  with  and  for  ad¬ 
vertisers  and  agencies  in  an  ef¬ 
fort  to  reduce  the  bulk  f)f  tech¬ 
nical  problems  facing  all  parties. 

As  might  be  expected,  the 
growth  of  ROP  color  has  been 
paralleled  by  an  endless  parade 
of  success  stories  from  national, 
regional  and  local  advertisers. 
For,  like  love  and  marriage,  you 
can’t  have  one  without  the  othei'. 

Throughout  this  special  issue 
of  E&P  you  will  find  these  suc¬ 
cess  stories  documented  by  the 
advertising  directors  and  agen¬ 
cies  of  the  nation’s  top  com¬ 
panies. 

The  story  unfolds  on  page  17. 


A 


Nickel  in  the  Morning, 
Dime  in  the  Evening 


New  York  City’s  evening  pa¬ 
pers  were  priced  at  10c  a  copy 
while  morning  papers  sold  at 
5c  a  copy  this  week. 

The  tabloid  Post  followed 
the  World-Telegram  Sun 

and  J uurnal- American  in  doub¬ 
ling  its  price  from  a  nickel  to 
a  dime. 

The  morning  tabloids,  News 
and  Mirror,  added  a  penny  to 
their  city  price,  up  from  4c  to 
5c,  while  holding  to  5c  outside 
the  city.  These  two  papers 
raised  from  3c  to  4c  in  June 
1052. 

2  Stands  Pat 

The  Times  and  Herald  Trib¬ 
une  made  no  change,  continuing 
at  5c. 

All  the  papers  that  have 
raised  their  prices  said  it  would 
take  about  four  weeks  to  deter¬ 
mine  what  effect  the  increase 
would  have  on  circulation. 

The  Sunday  field  remains  un¬ 
affected,  with  the  exception  of 
an  increase  by  the  Sunday 
Times  effective  March  3  from 
25c  to  35c  in  the  100-200  mile 
zone,  which  followed  a  similar 
jump  beyond  the  200-mile  zone, 
Jan.  13.  Last  week  Editor  & 
Publisher  incorrectly  stated 
that  the  Herald  Tribune  had 
increased  Sunday  prices.  The 
Sunday  H-T  remains  at  25c. 

Fifth  of  a  Cent  for  Dealers 

Wholesale  price  of  the  News 
and  Mirror  is  now  $3.80  a  hun¬ 
dred,  half  the  wholesale  charge 
for  the  evening  dailies.  The 
morning  tabloids  formerly 
charged  wholesalers  $3  a  hun¬ 
dred.  Instead  of  a  penny  a  copy, 
dealers  now  make  1.2c.  while 
the  papers  get  an  increase  of 
four-fifths  of  a  cent  a  copy. 

Recently  the  Mirror  made  a 
spot  check  of  new.sstands  and 
found  that  ony  a  “small”  per¬ 
cent  of  the  public  left  the  pen¬ 
ny  when  putting  down  a  nickel 
for  the  4c  paper,  according  to 
Adam  Shanks,  acting  circulation 
manager.  William  Welkowitz, 
News’  manager  of  circulation, 
said  it  was  only  in  the  mid¬ 
town  section  that  buyers  neg¬ 
lected  to  wait  for  their  penny- 
change. 

Five  columns  and  a  comic 
strip  were  added  by  the  Mirror 
and  its  general  manager,  Wil¬ 
liam  N.  Thomson,  said  “We 
don’t  believe  the  increase  in 
price  will  have  any  effect  on 
our  total  circulation”.  For  the 
three  months  ended  Dec.  31  1956 
(ABC)  the  Mirror’s  five-day 
average  was  888,911.  Of  this 


total  583,129  was  in  the  city. 
Saturday  for  the  same  period 
was  827,830,  and  Sunday,  1,477,- 
416. 

Mr.  Welkowitz  also  was  con¬ 
fident  the  News  circulation 
would  not  suffer.  The  News 
(ABC)  for  the  six  months  end¬ 
ing  Sept.  30  1956  was  1,349,506, 
city  zone,  out  of  a  total  of  2,- 
156,137. 

Mr.  Welkowitz  said  the  News 
is  sold  on  approximately  10,000 
stands  in  the  city.  Mr.  Shanks 
said  the  Mirror  could  be  bought 
on  approximately  8,500  stands. 
Both  papers  have  been  experi¬ 
menting  with  a  small  number 
of  automatic  vending  machines, 
through  which  the  price  was  5c. 

Mrs.  Dorothy  Schiff,  Post 
publisher,  called  the  newsprint 
boost  “a  terrific  blow.” 

“You  know  that  most  inde¬ 
pendent  liberal  newspa])ers  have 
had  short  lives”,  her  note  to 
readers  said,  “In  New  York  in 
our  time  we  have  seen  three 
fold  up  and  die.  (The  Post  ABC 
for  the  period  ending  Se))t.  30, 
1956,  was  408,150,  of  which 
379,050  was  in  the  city  zone.) 

“Only  the  New  York  Post  has 
sui-vived.  De.spite  .skyrocketing 
costs  we  managed  to  stay  in 
business  without  a  price  in¬ 
crease  to  the  reader  since  1943.” 

Mrs.  Schiff  promised  “ex¬ 
panded  news  coverage”  and 
added  features  on  the  woman's 
page  and  sports  section.  Begin¬ 
ning  Tuesday  this  week  column¬ 
ists  and  other  features  were 
presented  in  an  8-page  section. 

With  the  opening  of  the  New 
York  racing  season  coming  up 
April  1,  the  Morning  Telegraph 
advanced  its  price  from  35c  to 
50c  a  copy. 

• 

Reason  to  Be  Told 
If  Meeliiip  Closed 

Wichita,  Kas. 

The  Wichita  Eag'e  has  won 
the  latest  round  in  its  battle 
with  the  Board  of  Education  to 
open  all  committee  sessions  to 
the  public  and  press. 

The  board  adopted  a  resolu¬ 
tion  to  the  effect  that  committee 
meetings  would  be  open  except 
when  the  chairman  or  a  major¬ 
ity  of  the  committee  declared 
the  subject  to  be  discussed  to 
be  of  a  “confidential”  nature. 

The  board  went  further,  de¬ 
claring  that  whenever  a  session 
was  closed  it  would  be  for  a 
specific  reason  and  would  be 
stated  in  advance. 


AP  Gets  Break 
On  City  Hall  Fire 

Chicago 

The  spectacular  $250,000  City 
Hall  fire  here  March  21  started 
out  to  be  an  “exclusive”  for  the 
Chicago  bureau  of  the  Associ¬ 
ated  Press,  with  offices  across 
the  street  from  the  City  Hall. 

Edw'ard  Kitch,  AP  photogra¬ 
pher,  had  left  the  bureau  with 
his  camera  to  cover  a  dog  show, 
when  the  windows  of  the  City- 
Hall  blew  out  from  the  intense 
heat.  He  looked  up  and  saw 
flames  pouring  from  the  City 
Hall.  He  made  a  picture  of  the 
blaze  before  firemen  arrived. 

Tom  Branagan,  AP  night  city 
editor,  saw  the  blaze  and  wrote 
the  first  bulletin.  He  assigned 
two  reporters,  Glen  Wolf  and 
Bernard  Bavzer,  to  cover  the 
fire.  The  pair  entered  the  blaz¬ 
ing  building  and  helped  locate 
the  jury  members  who  were 
trapped  on  the  11th  floor.  Mr. 
Branagan  handled  rewrite  on 
the  fire  throughout  the  evening. 


Brislin  Tapped 
For  Allwell  Award 

Tom  R.  Brislin,  International 
News  Service  executive,  was 
named  this  week  as  winner  of 
the  first  Louis 
^Iwell  ^  Memo^ 

Brislin  and  its  em¬ 

ployes.” 

The  award  honors  the  me¬ 

mory  of  Louis  Allwell,  who  died 
of  cancer  on  March  29,  1956 
after  more  than  30  years  of 
service  with  INS,  mostly  as 
superintendent  of  domestic  bu¬ 
reaus  and  sales  manager.  The 
award  is  open  to  all  INS  em¬ 
ployes  within  the  United  States. 
It  consists  of  a  citation  and  an 
in.scription  of  the  winner’s  name 
on  a  permanent  plaque  at  New 
York  headquarters. 

Mr.  Brislin  was  the  unani¬ 
mous  selection  of  a  board  of 
judges  composed  of  bureau 
managers  William  K.  Hutchin¬ 
son,  Washington;  Ray  Baum¬ 
gardner,  Dallas;  Harvey  Kadish, 
Denver;  John  D.  Hanley,  San 
Francisco;  Gene  Roguski,  Chi¬ 
cago,  and  Robert  Denley,  At¬ 
lanta. 

A  veteran  of  19  years  with 
INS,  Mr.  Brislin  is  superintend¬ 
ent  of  domestic  bureaus  and  as¬ 
sistant  sales  manager. 


S.  F.  Papers’ 
Sales  Jump 
On  Quake 

San  Franciso' 
Newspapers  gained  in  statuR 
and  prestige  by  comprehensiv; 
coverage  of  a  San  Francisr. 
earthquake  that  tested  disaste 
preparations  here  March  22-2; 

Plants  escaped  damage  ai2 
the  heavily-printed  editions  wet 
sold  out.  The  demand  for  news¬ 
papers  was  the  greatest  ii 
years. 

Confronted  with  telephone: 
requests  for  newspapers  to  sens 
to  friends  and  relatives  else¬ 
where,  the  San  Fi  ancisco  Ei- 
aminer  re-ran  its  Saturdij 
edition  to  meet  the  deman: 
Mailed  copies  are  offered  at  26 
cents  each,  or  seven  for  SI 
“It  was  shown  that  when 
there  is  an  event  of  great  in¬ 
terest  to  the  public,  radio  ind 
television  cannot  supply  wha! 
the  people  want,”  declared  F. 
E.  Howard,  circulation  director. 
San  Francisco  Call-Bulletin. 

Papers  Sold  Out 
The  afternoon  newspaper 
jaroblem  was  met  on  the  Sn 
Francisco  News  “by  just  keep¬ 
ing  going,  as  fast  as  we  could 
and  using  as  many  men  as » 
could,”  explained  Harry  Press, 
city  editor.  “We  sold  out  il 
over  town.” 

Frank  Gross,  Chronicle  me¬ 
chanical  superintendent,  wt 
happy  over  the  timing  of  the 
quake.  Just  an  hour  before  “the 
big  one”  workmen  had  com¬ 
pleted  bolting  the  new  folder  ti 
the  substructure  of  the  ne* 
press. 

Because  metal  squirted  fnm 
the  ))ots  on  one  temblor,  M’ 
Gross  directed  under-noriM- 
metal  loads  for  the  linecastix 
machines.  This  procedure  co«- 
tinned  over  the  w-eekend. 

One  Chronicle  repoi-ter  m- 
ceived  80  cents  when  he  usedi 
pay  phone,  while  another  ^ 
a  $1.20  jackpot,  Larry  » 
Manus,  night  city  editor,  i*- 
ported.  ., 

Harry  Bergman’s  main  1-' 
quake  report  was  supplenie®^ 
by  reports  from  old  timers. » 
Bergman  recently  had  wri^‘ 
quake  series  which  included  » 
tei-views  with  survivors  of 
disaster  of  31  years  ago. 

Associated  Press  got  a  ch^ 
le  when  Boston  asked  if  r? 

Seals  baseball  game  . 

played.  AP  here  messaged 
“San  Francisco  quakes  _ 
ther  before  temblors  nor 
Sox.” 
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‘One-Party  Press’  Found 
In  Survey  By  University 


National  Editorial  Association 
Hears  Senator  Attack  Secrecy 

By  Kay  Erwin 

A  survey  of  21  daily  newspapers  of  seven  cities  indi¬ 
cates  the  United  States  has  a  one-party  press  with  “the 
monolithic  appearance  of  a  system  dedicated  to  a  single 
philosoph)-  of  government,”  reported  Dr.  ^ 
john  Tebbel,  chairman  of  the  Department 
of  Journalism  of  New  York  University. 

Dr.  Tebbel,  whose  final  report  on  a 
survev  he  is  conducting  will  not  be  com¬ 
pleted  until  ne.xt  Fall,  gave  bis  tentative 
findings  at  the  Spring  meeting  of  the  Na¬ 
tional  Editorial  .Association  in  New  York 
March  22.  Tebbel 

Another  speaker,  Senator  y  urdc,ue,”  contTnuIdlDr.'  Tebbd. 
S.  Mike  Monroney  (D.-Okla.),  modern  newspaper  would  as 
an  ex-newspaperman,  strongly  insulting  mother- 

attacked  the  growing  tendency  ^  anything  derog- 

towards  secrecy  by  the  Federal  ^  Washington, 

Government  in  the  conduct  of  President  in  his 

the  people’s  business.  venomously 

7  Cities  attacked  by  the  press  that  when 

The  NYU  study,  conducted  1®^^  Philadelphia  for  the 
with  a  $5,000  grant  from  the  '^st  time,  he  canceled  all  his 
Shinner  Foundation  of  Michi-  newspaper  subcriptions. 
gan,  covers  the  handling  of  Credit  Side 

political  news  during  last  year’s  On  the  credit  side,  some 
campaign  by  the  daily  newspa-  tentative  conclusions  of  the 
pers  of  New  York,  Providence,  political  campaign  coverage 
Chicago,  Memphis,  Houston,  survey  listed  were: 

Kansas  City  and  Los  Angeles.  ‘‘j_  There  was  little  evidence 
The  21  papers  have  a  total  cir-  of  iji^g  in  the  writing  of  news, 
dilation  of  nearly  25,000,000.  not  even  in  those  papers  which 
All  but  one  supported  Mr.  were  most  partisan  on  their 
Eisenhower.  editorial  pages.  Nearly  all  of 

“Only  the  most  myopic  par-  the  prejudicial  writing,  what 
tisan  would  deny  that  for  the  there  was  of  it,  occurred  in  local 
list  20  years  the  press  has  been  coverage  rather  than  in  the  re- 
overwhelmingly  Republican,”  as-  ports  of  correspondents  travel- 
serted  Dr.  Tebbel.  “Until  1952  ing  with  the  candidates, 
this  was  a  negative  phenome-  “2.  There  was  a  special  ef- 
non,  because  the  press  was  not  fort  on  the  part  of  some  news- 
50  much  ardently  pro-Republican  papers  to  present  an  impartial 
M  it  was  anti-Democratic.  Since  report  of  the  campaign  as  it 
the  advent  of  Mr.  Eisenhower,  developed.  A  few  papers,  noted 
however,  we  have  witnessed  the  for  their  zealous  Republicanism 
development  of  an  unparalleled  in  the  past,  appeared  to  lean 
situation.  over  backward  in  an  effort  to 

“Since  he  first  became  a  hie  fair, 
randidate,  the  President  has  “3-  Coverage  of  the  cam- 

commanded  an  advocacy  from  pa>gu  was,  in  general,  reason- 
the  press  which  approaches  the  ably  complete  in  most  papers, 
saturation  point  during  cam-  although  in  some  it  was  subor- 
Paigns,”  he  added.  “Between  dinated  and  compressed  in  favor 
campaigns,  he  has  enjoyed  a  oT  local  crime  news.” 
drtually  unquestioning  support  Debit  Side 

a  kind  unknown  to  any  other  Turning  to  the  darker  side. 
Chief  Executive.  Dr.  Tebbel  said: 

As  an  earnest  student  of  “1.  There  was  considerable 

•  merican  journalistic  history,  evidence  of  bias  in  picture 
wn  assure  you  that  the  one-  coverage  on  many  papers. 
P*  y  press  we  have  today  is  Taking  into  account  the  fact 
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that  Mr.  Eisenhower  was  by  far 
the  more  photogenic  of  the  two 
candidates,  and  that  as  Presi¬ 
dent  there  were  more  legitimate 
opportunities  to  display  his  pic¬ 
ture,  nevertheless  there  was  a 
marked  tendency  to  use  more, 
bigger  and  better  Eisenhower 
pictures.  The  President  was 
shown  consistently  in  dignified 
postures  and  situations  which 
underlined  both  his  popularity 
and  the  stature  of  his  office. 
Mr.  Stevenson,  on  the  other 
hand,  was  shown  just  as  con¬ 
sistently  in  the  silly,  undignified 
campaign  stunt  pictures  which 
nearly  all  Presidential  candi¬ 
dates  must  endure. 

“2.  While  there  was  an  ob¬ 
vious  attempt  on  some  days,  in 
some  newspapers,  to  give  equal 
news  display  to  both  candidates, 
the  general  tendency  was  to 
give  Mr.  Eisenhower  better 
position  and  more  favorable 
headlines.  The  President  ap¬ 
peared  on  many  front  pages  far 
more  often  than  was  justified 
by  the  news.  The  device  of  the 
press  conference,  which  Mr. 
Eisenhower  used  adroitly  as  a 
campaign  weapon,  was  abetted 
by  some  newspapers  through 
the  common  practice  of  splitting 
up  the  conference  into  special 
topic  stories. 

“3.  The  violation  of  the  news 
columns  by  editorial  comment, 
disguised  and  otherwise,  was 
not  as  frequent  in  this  cam¬ 
paign  as  it  has  been  in  past 
years,  presumably  because  the 
lack  of  personal  animosity  to¬ 
ward  either  candidate  curbed 
the  impulse  to  partisan  excesses. 
However,  there  remains  what 
I  consider  an  unfortunate  tend¬ 
ency  on  the  part  of  some  news¬ 
papers  to  di.splay  in  the  news 
columns  political  stories  by  staff 
writers  which  are  really  highly 
partisan  editorials  and  columns. 

“4.  Finally,  I  should  like  to 
say  that  the  quality  of  report¬ 
ing  and  writing  seemed  high 
to  me  on  the  best  newspapers, 
particularly  considering  the 
pressures  and  conditions  under 
which  so  much  campaign  copy 
is  written.  But  much  of  the 
news  copy  was  sloppy,  slangy, 
plain  bad  writing,  repetitive  and 
cliche-ridden,  far  more  super¬ 
ficial  than  newswriting  needs 
to  be.” 

Danger  Cited 

Dr.  Tebbel  said  there  is  no 
reason  to  believe  the  press 
would  have  changed  the  out¬ 


come  of  the  election  if  it  had 
played  the  news  differently. 
However,  he  felt  there  is  danger 
the  press  might  lose  so  much 
of  its  vitality  that  it  would  no 
longer  possess  the  diversity  and 
sharp  difference  of  opinion 
which  are  essential  to  a  free 
press  in  a  democracy. 

“No  matter  which  party  oc¬ 
cupies  the  White  House,  it 
ought  to  have' the  benefit  of  a 
free,  vigorous,  responsible  press 
which  will  not  hesitate  to 
criticize,”  declared  Dr.  Tebbel. 
“At  a  time  when  the  right  of 
people  to  know  is  being  more 
seriously  abridged  by  govern¬ 
ment  than  at  any  period  in  this 
century,  the  attitude  of  the 
press  is  protective,  for  the  most 
part. 

“One  can  only  imagine  what 
outraged  howls  would  arise 
from  our  newspapers  if  a 
Democratic  regime  were  re¬ 
sponsible  for  the  blandly  ar¬ 
rogant  attacks  on  the  rights  and 
dignity  of  the  press  which  are 
standard  operating  procedure 
in  Washington  today,”  he  con¬ 
tinued.  “Both  party  and  public 
are  deprived  of  a  healthy  and 
vigorous  public  forum  in  which 
the  issues  of  government  can 
be  debated. 

“It  is  not,  I  submit,  a  ques¬ 
tion  of  party  politics,  this  prob¬ 
lem  of  the  one-party  press,”  he 
concluded.  “It  is  a  question  of 
resisting  the  dead  weight  of 
conformity,  of  developing  a  di¬ 
versity  of  opinion  which  dares 
to  be  critical  even  of  the  party 
whose  beliefs  a  paper  supports 
and  whose  supremacy  it  has 
fought  for.” 

Dr.  Tebbel  said  the  deep  divi¬ 
sions  within  the  two  parties  are 
beginning  to  be  reflected  in  the 
newspapers  and  he  said  he  saw 
some  “cracks  in  the  solid  wall 
of  the  one-party  press.” 

Senator  Hits  Secrecy 

In  discussing  secrecy  in  the 
Federal  Government,  Senator 
Monroney  declared: 

“Congress  does  not  have  a 
perfect  score  on  conducting  all 
meetings  in  view  of  the  public 
and  the  press.  I  have  often 
criticized  the  excessive  number 
of  closed  committee  hearings  on 
the  Hill. 

“It  is  a  herculean  task,  but 
I  feel  the  pressures  from  the 
press  and  Congress  are  break¬ 
ing  down  the  love  of  secrecy 
that  seems  to  appeal  to  so  many 
governmental  officials. 

Senator  Monroney  attacked 
“government  b>’  leak”  and  news 
by  press  release  handouts. 

“.Are  we  falling  victim  to  the 
‘papa  fix’  complex  that  raw 
news  is  too  strong  for  the 
American  public?”  he  asked. 
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Composing  Room  Cost 
Formulas  Worked  Out 


AN1*A  Project  tem”  of  equations  for  produc- 

‘•\Ve  can  now  airive  at  cost  analysis  has  been 

meaningful  figures  on  produc-  created. 

tivity  in  the  composing  room,”  In  mathematical  terms  on  a 
said  Dr.  Robert  H.  Roy,  dean  blackboard,  Dr.  Roy  compared 
of  the  School  of  Engineering  at  Newspaper  A  with  Newspaper 
Johns  Hopkins  University.  He  B  by  these  formulas: 
heads  up  the  cost  ascertainment  A — Log  T  (time  for  pioduc- 

project  referred  to  the  Univer-  ing  ad)  equals  0.520  plus  0.48(5 
sity  by  the  ANP.\  Research  Log  U  plus  0.40  Log  C. 
Institute  about  a  year  ago.  B — Log  T  equals  0.616  plus 

For  the  first  time.  Dr.  Roy  0.557  Log  U  plus  0.228  Log  C. 
commented,  the  newspaper  busi¬ 
ness  has  concerned  itself  with  Papers  Use  More  (  uts 

operations  research,  making  A  theme  running  through 
“hardware”  research  secondary,  discussions  at  the  conference 
Mathematical  formulas  have  was  one  of  cost-saving  through 
been  devised,  from  exact  studies  the  means  of  extensive  use  of 
in  six  newspaper  shops,  to  cuts  in  editorial  space.  Papers 
determine  unit  costs  and  pro-  using  plastic  engravings  re- 
vide  the  basis  for  efficiency  ported  the  greatest  trend  in 
comparisons  inside  the  plant  this  direction, 
and  between  newspapers.  Harold  R.  Burges,  production 

Dr.  Roy  illustrated  how  the  manager,  reported  that  about 
formulas  were  worked  out  and  107c  of  the  total  content  of  the 
applied  in  two  specific  cases,  Chester  (Pa.)  Times  was  pic- 
showing  that  Newspaper  .\  wa.-  ture  material.  The  i)aper  printed 
10%  less  efficient  than  News-  more  than  9,000  pictures 
paper  B  in  the  production  of  (g.OOO  local)  last  year,  double¬ 
advertising.  In  all  studies,  he  plating  with  plastics.  The  Fair- 
said,  the  matter  of  store  cor-  ehild  machines  produced  .”,79,()0( 
rections  was  the  “bete-noire"  square  inches  of  cuts, 
of  the  business.  The  analysis  -That  in  itself,”  said  Mr 
pointed  also  to  the  expense  Burges,  “heliied  us  to  reduce 
factor  in  numerous  free  serv-  man-hours  per  page.” 
ices,  such  as  unlimited  number 
of  proofs,  engravings,  etc. 

space  in  the  Huntingtori 
May  Shape  Policy  (W.  Va.)  Herald  Dispatch-Ad 

A  general  policy  of  charging  vertiser,  is  filled  with  cuts,  Wil 
for  store  corrections  and  other  l‘am  Baumgardner  reported  ii 
services  may  ultimately  evolve  connection  with  an  explanatioi 
from  the  mathematicians’  re-  a  “simpler  and  cheaper”  usi 
•search,  Dr.  Roy  said.  The  final  rapid-etch  machine 

report  will  contain  many  charts,  bath  composition  will 

tables  for  calculating  units  of  reduced  amount  of  nitric  aca 
time  on  type  production,  and  in  a  saving  of  $5.76  oi 

model  time  cards  for  keeping  a  three-bath  run. 
records.  (Editor’s  Note:  Some  of  th 

Data  from  all  of  the  newspa-  technical  papers  from  the  con 
pers  studied  led  to  a  common  ference  will  be  published  in  th 
pattern  that  could  be  readily  Plant-Equipment  Section  o 
charted.  Dr.  Roy  showed.  He  E  &  P’s  April  13  issue.) 


Peters  Heads  Public-Own« 
Service  Office  Dailv  Folds 


PORTS.MOUTH,  . 

The  Portsmouth  Times  wb 
printed  its  first  issue  Maj 
1956,  ceased  publication  d 
its  Sunday,  March  24,  editio; 

The  Times  said  it  was  f:  • 
out  of  business  by  “the  weis 
of  financial  burdens  . . .  brosa 
about  by  insufficient  advert’  : 
and  circulation.” 

The  daily  newspaper, 
lished  by  Portsmouth  Ne'" 
Inc.,  began  (lublica 


pers, 

after  $300,000  was  raised  ii 
public  stock  subscription 


Snyder  Cracks  Down 
On  Magazine  Favorites 

1.1  FE  Magazine  and  all  other  periodicals  have  lost 
tlieir  favored  status  at  the  Pentagon  under  new  orders  of 
the  day  promulgated  by  Murray  Snyder,  Assistant  Secretary 
of  Defense  for  Public  Affairs. 

Equal  treatment  for  all  news  ,  ,  - - 7 - TT 

media  was  pledged  by  Mr.  ferred  treatment  from  Air 
Snyder  this  week  in  a  letter  to  F°rce  PIOs,  according  to  other 
Wniiam  L.  Beale  Jr.,  chief  of  Photographers  covering  the 
the  Washington  Bureau  of  the  The  magazine  was  al- 

\ssociated  Press.  The  communi-  exclusive  use  of  special 

cation  from  the  new  Defense  Air  Base  scaffolding  to  get  ex¬ 
official  (formerly  assistant  "l^sive  close-up  pictures  of  the 
Press  Secretary  at  the  White  Fhght  General  m  his  cockpU. 

House)  was  part  of  an  ex-  ^ir  Base  personnel  helped  the 
change  which  was  to  be  included 

in  the  AP  Log  this  weekend.  ^ 

,  „  ,  the  scaffold  spoiled  pictures 

Statement  by  Lyerly  from  the  ground  of  the  lead 

Investigation  by  AP  and  the  which  other  photogra- 

.\ssociated  Press  Managing  Edi-  pjjgrs  desired  to  take. 

Finally,  pictures  taken  by  the 
B-52  crewmen  during  the  flight 
were  not  mentioned  to  other 
.  media  when  the  story  was  re- 
world  flight  in  January  This  Coast.  In- 

mforniation  was  contained  in  a  ^hese  pictures,  obviously 

statement  made  by  Frank  E^r-  government  property  and  sub-  .j +1,  w  »  •  ♦  i,  — . . 

ly,  manapng  editor  of  the  ject  to  fair  distribution  to  all  ‘  u^sed  the  public  s  right  to  know  j-gigases  are  helpful,  but  if  ma- 
Momes  (la.)  Register  and  Tnb-  _ i-  _ _  "'>th  members  of  the  American  u„ 


HONORED — Governor  Foster  Furcolo,  left,  swears  in  Ernest  Hoftyier, 
assistant  publisher  of  the  Boston  Record-American-Sunday  Advertiser, 
as  a  trustee  of  the  University  of  Massachusetts,  Amherst. 


tors  Association  showed  that 
the  Air  Force  favored  “a  week¬ 
ly  magazine”  in  handling  pic¬ 
tures  of  the  B-52  round-the- 


City  Officers 
Query  Editors 
About  News 

Chicago 

Three  newspaper  editors  dis- 


with  the  kind  of  people  the 
press  cannot  ignore. 

Let  Editors  Decide 
James  Mitchell,  National 
Science  Foundation,  asked  if 
editors  considered  the  press  re¬ 
lease  as  a  legitimate  function 
and  whether  or  not  there  are 
occasions  when  such  release  can 
be  held  back  on  a  legitimate 
basis.  Mr.  Robichaud  said  press 


(la.)  Register 
uiie  and  president  of  APME. 

Mr.  Beale  sent  Mr.  Eyerly’s 
full  statement  to  Mr.  Snyder. 

“Daily  newspapers  through¬ 
out  the  United  States  were  in¬ 
censed,”  Mr.  Beale  wrote,  “with 
the  Air  Force  handling  of  pic¬ 
tures  of  the  world  flight  .  .  . 
While  the  Air  Force  is  the  most 
recent  offender,  the  issue  Mr. 


media,  were  flown  east,  re 
viewed  in  New  York  by  Air 
Force  Lt.  Col.  William  McGinty 
on  Saturday,  Jan.  19,  and  then 
released  exclusively  to  the  ma¬ 
gazine. 

I'nsatisfactory  Explanation 

AP  pried  the  pictures  out  of 
the  Air  Force  on  Tuesday,  Jan. 


Society  for  Public  Administra¬ 
tion  here  March  22. 

On  the  panel  were:  Basil  L. 
Walters,  executive  editor  of 
Knight  Newspapers:  Edward 
Lindsay,  editor  of  Lindsay- 


terial  has  to  be  held  back,  as  a 
practical  matter,  it  would  be 
better  to  let  the  editors  be  the 
judge  as  to  holding  back  infor¬ 
mation. 

David  K.  McGuire,  Jr.,  former 
newspaperman  and  now  chief 


22,  after  seeing  them  printed  in  tbe  Chicago  Sun-Times. 


Schaub  Newspapers  of  Illinois,  administrative  officer  for  New 
and  Gerard  A.  Robichaud,  as-  Orleans,  told  how  his  depart- 
sistant  editorial  page  editor  of  ^^^t  often  uses  the  letters-to- 


-  „  .  the-editor  column  to  answer 

Eyerly  raises  embraces  tbe  the  magazine’s  make-ready  copy  Ask  Questions  charges  made  in  that  column 

Army  and  Navy  as  well,  and  in  New  York.  The  magazine  it-  Alfred  Willoughby,  executive  and  to  give  the  public  the  city’s 

traces  hack  over  many  years.”  self,  with  the  pictures,  was  de-  director.  National'  Municipal  side  of  the  story. 

Mr  Snyder  noted  in  his  re-  livered  to  newspaper  offices  on  League,  asked  if  editors  thought  Carl  H.  Chatters,  comptroller 

ply  that  the  B-o2,  Albacore  and  the  West  Coast,  where  the  public  relations  men  in  govern-  for  the  city  of  Chicago,  com- 

II  p  R  nripo  wprp  an  n  p.  i  i  i._  _  ^.,ii  make  ncws  avail-  plained  about  reporters  trying 


Thule  stories  were  handled  be-  original  story  broke,  a  full  day 
fore  his  assignment  to  the  Pen-  before  the  pictures  became 
tagon.  He  added:  available  for  newspaper  pub- 

The  New  Procedure  lication  via  the  AP. 

"May  I  say  at  the  outset  that  “Air  Force  explanations  at 
whenever  a  story  of  national  March  Field  and  the  Pentagon, 


able,  or  conceal  it.  so  hard  to  find  out  what  is 

Mr.  Robichaud,  speaking  ffoing  to  happen  before  it  takes 

from  Washington  experience,  place.  “We  are  constantly  being 
said  that  many  government  PR  prodded  by  reporters,”  he  said, 
men  try  to  do  a  good  job  at  “Is  this  liecause  of  newspaper 

interest  develops,  henceforth  mainly  pleading  misunderstand-  tbe  start,  but  they  soon  find  competition,  or  are  the  papers 

the  procedure  will  be  to  release  ings  and  confusion,  have  been  they  are  hired  to  conceal  facts,  trying  to  influence  the  direc- 

it  to  all  media  on  an  equal,  completely  unsatisfactory,”  Mr.  rather  than  to  inform  the  public,  tion  of  events?” 


across-the-board  basis.  I  will  Eyerly  stated.  “This  incident  is 
not  tolerate  the  playing  of  not  an  isolated  one.  Such  favor- 
favorites.  On  the  other  hand,  itism  has  become  a  recurring 
I  will  not  discourage  individual  Pentagon  pattern.” 


Stephen  J.  Matthews,  city  Mr.  Walters  answered,  stating 
manager  for  San  Antonio,  Tex.,  it  is  the  function  of  the  press 
asked  if  newsmen  didn’t  feel  to  present  as  much  information 
that  public  administrators  some-  as  possible,  so  the  public  can 
initiative.  He  gave  two  other  examples  times  are  better  qualified  to  influence  the  direction  of  events. 

“I  have  made  this  policy  clear  of  picture  handling  of  the  know  what  the  public  should  “Newspapers  can  do  a  good^^job 

to  Department  of  Defense  and  Navy’s  experimental  submarine,  know  than  the  press,  particular-  of  promoting  public  debate,  ’  he 

service  information  chiefs.”  the  Albacore,  in  1955,  and  tbe  ly  in  one-paper  cities.  said. 

Mr.  Eyerly  reported  that  the  Army  Engineers’  base  at  Thule  Mr.  Lindsay  said  that  most  • 

AP  investigation  of  the  B-52  in  1952.  monopoly  papers  try  to  present  Bliril!' 

night  e.stablished  that:  “So  ingrained  has  this  favor-  both  the  majority  and  minority  ‘  ‘  -  v  I 

Several  days  before  the  flight  itism  to  magazines  become  that  views  on  major  public  issues,  Pomiton  .akl,  ..... 

started,  an  Air  Force  PIO  or-  Pentagon  release  of  many  im-  but  that  if  such  an  avenue  is  Fire  of  unknown  origin  de- 
dered  a  color  picture  made  of  portant  picture  stories  is  timed  not  open  through  the  press,  of-  stroyed  the  plant  of  the  Bulletin 
the  take-off  and  sent  directly  to  coincide  with  the  publication  ficials  can  hold  public  meetings.  Printing  Company  here  March 
to  the  magazine.  dates  of  the  major  news  and  invite  in  radio  and  television  25.  Six  Northern  New  Jersey 

Mhen  the  B-52s  landed,  the  picture  weeklies,”  Mr.  Eyerly  to  cover  public  discussions;  and  weeklies  and  an  Army  publica- 
oiagazine  crew  received  pre-  asserted.  organize  citizen  committees  tion  were  printed  by  the  firm. 

editor  ac  PUBLISHER  for  March  30,  1957 
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Credit  for  War  Statue 
Given  to  Joe  Rosenthal 


Ity  James  L.  Collings 


Washington 

The  man  whose  picture  in¬ 
spired  a  war  memorial,  the 
“father”  of  press  photography, 
outstanding  contributors  to 
photojournalism  and  prizewin¬ 
ning  photographers  were  hon¬ 
ored  here  this  week  by  the  Na¬ 
tional  Press  Photographers  As¬ 
sociation  at  its  12th  annual 
convention. 

It  was  a  bright,  heartwarm¬ 
ing  day,  this  March  25,  for 
Joseph  J.  Rosenthal  in  spite  of 
leaden  skies  and  chill  winds.  It 
was  the  day,  at  Arlington  Na¬ 
tional  Cemetery,  when  Joe  was 
recognized  two  years  later  than 
he  should  have  been. 

The  gray-haired  San  Fran¬ 
cisco  Chronicle  photographer 
who  impressed  everyone  with 
his  modesty  is  the  gentleman 
who  made  the  picture  of  the 
Marines  raising  Old  Glory  atop 
Mt.  Suribachi,  Iwo  Jima,  during 
World  War  II.  The  photo  was 
made  in  1945  when  he  was  with 
the  Associated  Press,  and  it  won 
the  Pulitzer  Prize  for  that  year. 


erations,”  Mr.  Witman  said, 
“rest  molders  of  American  his¬ 
tory.  Among  them  lies  a  man 
who  is  an  everlasting  inspira¬ 
tion  to  news  cameramen  the 
world  over,  a  man  whose  memo¬ 
rable  photographs  so  vividly 
document  much  of  the  War 
Between  the  States. 

“In  making  his  priceless 
photographic  history  of  the 
Civil  War,  Mathew  Brady  did 
so  at  the  risk  of  his  life  and 
his  own  financial  expense.  He 
lost  his  fortune  and  eventually 
died  penniless.” 


The  Inspiration 

The  huge  Marine  War  Me¬ 
morial,  by  Felix  De  Weldon, 
who  based  his  work  on  Joe’s 
picture,  was  unveiled  several 
years  ago,  without  official  credit 
to  the  photographer.  Through 
the  efforts  of  NPPA,  this  sec¬ 
ond  ceremony  was  largely  de¬ 
voted  to  prai.se  of  Joe. 

Secretai-y  of  Defense  Charles 
E.  Wilson  unveiled  a  plaque, 
the  inscription  of  which  states 
that  the  memorial  was  “in¬ 
spired  by  the  immortal  photo¬ 
graph  taken  by  Joseph  J. 
Rosenthal  on  February  23, 
1945.” 

Mr.  De  Weldon  said  to  Joe  in 
an  aside:  “If  it  hadn’t  been  for 
your  inspiration,  I  never  could 
have  done  it.” 

Later,  to  a  reporter,  Joe  said: 
“This  was  more  exciting  than 
winning  the  Pulitzer.” 

In  an  equally  colorful  event, 
NPPA  members  paid  tribute  to 
this  country’s  first  presidential 
and  war  photographer,  Mathew 
B.  Brady,  the  man  who  put  the 
Civil  War  on  film. 

The  ceremony  took  place  at 
the  Congressional  Cemetery, 
where  Association  President 
Arthur  L.  Witman,  flanked  by 
an  Air  Force  drum-and-bugle 
corps  and  color  guard,  put  a 
floral  wreath  on  Brady’s  grave. 

“In  this  hallowed  ground,  a 
shrine  to  this  and  future  gen- 


Cowles  Given  Highest  Honor 

These  people  were  cited  by 
NPPA  at  the  Awards  dinner: 

Gardner  Cowles,  publisher  of 
Look  and  president  of  the  Dee 
Moines  (Iowa)  Register  and 
Tribune,  the  Joseph  A.  Sprague 
Memorial  Award  (the  associa¬ 
tion’s  highest  honor) ,  “in  recog¬ 
nition  of  his  outstanding  con¬ 
tributions  to  the  cause  of  photo¬ 
journalism.” 

Paul  Threlfall,  photo  director, 
KAKE-TV,  Wichita,  a  past 
president  of  the  association, 
also  received  the  Sprague 
Award,  “in  grateful  recognition 
of  his  dedication  to  the  ideals 
and  to  the  task  of  advancing 
our  society.” 

Morris  Berman  of  the  Pitts¬ 
burgh  (Pa.)  Sun-Telegraph,  co- 
chairman  of  the  convention,  the 
Joseph  Costa  Award. 

Buck  Forbes  of  the  Los  An¬ 
geles  Examiner  and  Monroe  B. 
Stroecker  of  the  Detroit  News, 
honorary  fellowships. 

William  C.  Allen,  AP,  Wash¬ 
ington,  and  Elmer  Richardson, 
Milwaukee  Sentinel,  awards  of 
merit. 

Citations  went  to  United 
Press  New'spictures;  Sam  H. 
Day,  managing  editor.  New 
York  Joitmal- American;  J.  B. 
Woodson  Jr.,  Du  Pont  Public 
Relations  Dept.;  Kirk  Braun, 
Portland,  Ore.,  Sylvania  Elec¬ 
tric  Products;  Gerald  Clarke, 
Chicago  Tribune;  William  H. 
McHose,  Barber  &  Baar  As¬ 
sociates,  public  relations  counsel 
for  NPPA;  Robert  McCandless, 
Champaign  -  Urbana  (Ill.) 
Courier;  Don  M.  Paul,  Sylvania 
Electric  Products;  Fred  H. 
Powers,  Rochester  (N.Y.) 
Democrat  &  Chronicle;  and 
John  Rammel,  Decatur  (Ill.) 
Herald  &  Review. 

In  the  14th  annual  News  Pic¬ 
tures  of  the  Year  contest 
sponsored  by  NPPA  and  En¬ 


cyclopaedia  Britunuica;  George 
A.  Smallsreed  Jr.,  Columbus 
(Ohio)  Dispatch,  was  named 
Newspaper  Photographer  of 
the  Year. 

A.  Aubrey  Bodine,  Baltimore 
Sunpapers,  was  named  News¬ 
paper  Magazine  Photographer 
of  the  Year. 

Top  winners  in  newspaper 
categories  included: 

Picture  Story — Harry  Trask, 
Boston  (Mass.)  Traveler. 

Feature — Bob  Williams,  Mem¬ 
phis  (Tenn.)  Commercial  Ap¬ 
peal. 

Spot  News — James  Wampler, 
Wichita  (Kas.)  Eagle. 

General  News  —  Ira  Rosen¬ 
berg,  New  York  Hera'd  Tribune. 

Personalities  —  Bob  Moreland, 
St.  Petersburg  (Fla.)  Times. 

Sports  —  Charles  Hoff,  New 
York  Daily  News. 

ROP  Color  —  Tony  Spina, 
Detroit  Free  Press. 

The  Miami  (Fla.)  Herald 
won  the  newspaper  prize  for 
its  photography. 

In  addition  the  Charles  Rose- 
crans  Award  went  to  Bern'e 
Aumuller  of  the  New  York 
Daily  Mirror  and  the  Norris 
Harkness  Award  to  Pierre 
Boulat  of  Look. 


Office  Created 
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At  Pentagon 
To  Declassify 


Boston  Post  Lists 
$8  Million  Liabilities 

Boston 

Schedules  have  been  filed  in 
bankruptcy  court  listing  the 
Post  Publishing  Company’s  lia¬ 
bilities  as  $8,190,596,  and  its 
assets  at  $1,508,003.  A  petition 
was  filed  by  receivers  to  sell 
real  and  personal  property, 
and  a  hearing  is  set  for  April  3 
before  Edwin  F.  Hannon,  ref¬ 
eree  in  bankruptcy. 

Listed  were  1,600  creditors, 
the  majority  wage  claimants. 
The  biggest  creditor  was  the 
Trans-Penn  Transit  Corp.,  of 
Bradford,  Pa.,  with  a  $2,470,736 
claim.  John  Fox,  former  pub¬ 
lisher  of  the  defunct  newspa¬ 
per,  was  listed  as  a  $1,552,430 
creditor.  Biggest  assets  were 
$900,000  in  real  estate. 


3  Held  Entitled 
To  SI, 000  Bequests 


Raleigh,  N.  C. 

North  Carolina’s  Supreme 
Court  decreed  March  27  that 
three  part-time  mail  room  em¬ 
ployes  of  the  Charlotte  Observer 
should  share  in  the  estate  of 
Curtis  B.  Johnson,  former  pub¬ 
lisher. 

Frank  Shoup,  D.  Watson 
Smith  and  C.  W.  Wallace  had 
sought  to  come  under  terms  of 
the  will,  which  left  $1,000  each 
to  “all  employes  who  have  been 
with  the  paper  20  years  or 


I 

li 


Washington 

Defense  Secretary  Charles  E 
Wilson  announced  March  28  he 
was  setting  up  a  new  offi« 
with  a  director  who  will  be 
responsible  for  monitoring  »r. 

“active  declassification  pro¬ 
gram,” 

Up  to  now  the  Pentagon  k- 
taken  the  position  that  decks 
sification  of  great  volumes  of 
non-security  information  wouk 
be  an  almost  impossible  task 
The  new  director,  Mr.  Wilsor 
said,  will  establish  declassifia 
tion  policy. 

The  Secretary,  obviously  at- 
ting  on  recommendations  bj 
Murray  Snyder,  the  White 
House-sent  assistant  secretary 
for  public  affairs,  also  agre« 
that  when  certain  informatioc 
is  denied  to  the  press  some 
general  reason  should  be  giver 
as  to  why  it  is  classified. 

Mr,  Wilson  also  backed  awi; 
from  the  Coolidge  Committee 
suggestion  that  newsmen  be 
compelled  to  disclose  thek 
sources  to  a  grand  jury  hi- 
quiiing  into  “leaks”  of  securi¬ 
ty  information. 

The  Pentagon  chief  pointec 
out  in  a  formal  statement 
that  this  was  a  matter  entirely 
within  the  province  of  the  D*- 
partment  of  Justice  and  the 
Grand  Jury  itself. 

At  the  same  time,  Mr.  Wil¬ 
son  issued  a  series  of  order? 
calculated  to  discover  and  cor¬ 
rect  “leaks”  within  the  mili¬ 
tary  establishment.  He  said  he 
was  satisfied  that  the  press  it¬ 
self  was  aware  of  the  need  for 
vigilance  against  release  of 
vital  information.  His  order? 
also  were  aimed  at  stoppiof 
procedures  within  the  Peo^' 
gon  which  have  resulted  it 
charges  of  “management  of  the  ■  niqi 


Teamsters  Charge 
Story  ‘Overplayed’ 

Omaha,  Neb 
A  teamsters  organization  hs? 
condemned  the  “thousands  of 
inches  of  unfavorable  publicity 
recently  in  the  press  on  the 
Congressional  investigation  of 
teamster  union  affairs. 

The  statement,  published  it 
the  Farmer-Labor  Press-M^' 
west  Teamster,  charged  daily 
newspapers,  including  the  pa¬ 
pers  published  in  the  greater 
Omaha  area,  of  “overplayinf 
the  issues  of  the  inquiry. 
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News  Shadows  on  Trip 
In  ‘Dark  Continent’ 


By  ^  illiain  Theis 

International  News  Service  Correspondent 


Washington 
Accra  could  have  been  Akron 
and  Kampala  familiar  Kansas 
City  for  the  26  American  re¬ 
porters  who  covered  Vice  Presi¬ 
dent  Nixon’s  African  good  will 
tour — with  some  major  “hard¬ 
ship”  exceptions. 

For  veteran  political  cam¬ 
paign  reporters,  this  19,000-mile 
whirlwind  swing  across  the 
once-named  “dark  continent” 
bore  striking  resemblance  to  Mr. 
Nixon’s  1956  reelection  cam¬ 
paign. 

The  Vice  President  acted  like 
a  “candidate”  —  running  for 
friendship  and  good  will  for  the 
U.  S.  —  and  u.sed  familiar  tech¬ 
niques  to  win  it.  He  jumped 
from  his  car  several  times  in 
•“ach  motorcade  to  “greet  the 
pwple”  along  the  route — shak¬ 
ing  hands,  jtatting  shoulders  of 
adults  and  heads  of  children, 
and  chatting  small  talk  when¬ 
e'er  possible. 

Scramble  for  Position 
Everywhere  he  was  sur¬ 
rounded  by  reporters  and  pho¬ 
tographers.  And  almost  every¬ 
where  the  newsmen  had  to  fight 
to  hold  their  position  in  the 
Motorcade.  Instead  of  throwing 
shoulder  blocks  against  county 
politicians,  they  bucked  diplo¬ 
mats  and  local  police  whose 
language  they  could  not  speak. 
Many  times  the  scramble  for 

1  Editor  sc  publisher 


coverage  position  was  compli¬ 
cated  by  protocol-conscious  U.S. 
diplomats  who  lacked  Mr. 
Nixon’s  understanding  of  news 
importance. 

For  a  good  part  of  the  three- 
week  trip,  one  such  official  made 
a  harassing  game  of  trying  to 
get  his  car  ahead  of  the  press 
association  vehicle  officially  as¬ 
signed  to  a  place  close  behind 
Mr.  Nixon  for  news  protection 
purpose.s. 

In  all  the  African  countries 
visited  —  and  in  Rome  —  local 
government  press  officers  and 
U.  S.  information  personnel 
plainly  tried  hard  to  help  the 
visiting  reporters,  photogra¬ 
phers  and  radio  commentators. 
If  all  their  brochures,  maps  and 
“poop  sheets”  had  been  saved 
at  each  stop,  the  press  plane — 
a  MATS  C-118  (DC6-B)  — 
might  never  have  gotten  off 
the  ground  for  the  flight  home. 
Souvenirs  and  pith  helmets 
might  have  had  to  go! 

Help  on  Language 

The  language  barrier  was 
eased  by  several  billingual  col¬ 
leagues:  notably  in  North  Afri¬ 
can  French-speaking  areas  by 
the  New  York  Times*  Tom 
Brady  and  ABC’s  Ed  Morgan. 
In  Tunis,  Brady  wound  up  being 
official  interpreter  at  a  news 
conference  with  Prime  Minister 
Bourguiba. 
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One  real  coverage  problem 
involved  the  separation  of  re¬ 
porters  from  Mr.  Nixon  during 
long  flights.  Efforts  to  get  at 
least  one  “pool”  reporter  aboard 
his  DC6-B  for  protection  rea¬ 
sons  failed. 

When  the  Nixon  plane  had 
engine  failure  and  returned  to 
Khartoum  during  a  scheduled 
flight  to  Tobruk,  the  press 
plane,  flying  ahead,  learned  of 
the  trouble  by  radio  and  was 
“ordered”  to  fly  on  to  Tripoli. 

Mr.  Nixon  landed  that  night 
in  Tripoli  after  a  reportorial 
separation  of  1440  miles  and 
about  12  hours. 

Communications  was  a  con¬ 
tinuing  headache,  but  could 
have  been  much  worse.  At  most 
points,  advance  arrangements 
had  been  made  for  “collect”  fil¬ 
ing  privileges.  But  on  occasion 
reporters  spent  more  time 
getting  stories  cleared  through 
local  cable  offices  than  they  did 
writing  them. 

Heat  took  its  toll  of  energy 
in  Ghana,  Liberia,  Morocco  and 
elsewhere.  In  Ethiopia,  the  7700 
foot  altitude  showed  the  re¬ 
portorial  pace  to  a  near  crawl. 

State  Dinners  Closed 

And  as  Mr.  Nixon  and  this 
reporter  found  in  the  Far  East 
in  1953,  there  was  no  way  to 
escape  completely  from  the 
stomach  and  intestinal  unrest 
produced  by  varying  degrees  of 
“unsafe”  drinking  water  and 
native  foods. 

Unlike  the  1953  trip — a  10- 
week  affair — most  of  the  official 
state  dinners  were  closed  to  re¬ 
porters  on  the  African  tour. 
In  1953,  with  just  three  press 
association  reporters  accom¬ 
panying  Nixon,  it  was  physical¬ 
ly  possible  to  include  the  “trav¬ 


eling  press”  in  virtually  all  of¬ 
ficial  functions.  The  difference 
in  arrangements  meant  the  loss 
of  at  least  some  good  “color” 
stories  and  opportunities  to  in¬ 
terview  high  -  ranking  officials 
and  the  Vice  President. 

The  Vice  President  and  Mrs. 
Nixon  flew  one  leg  of  the  trip — 
from  Rome  to  Tunis — in  the 
press  plane.  This  was  arranged 
to  provide  a  chance  for  a  near¬ 
final  news  conference. 

Press  gripes  about  the  ap- 
j)arent  lack  of  air  force  plan¬ 
ning  for  the  trip  were  general. 
Major  Don  Hughes,  newly  as¬ 
signed  air  force  aide  to  Mr. 
Nixon,  flew  in  the  press  plane 
and  absorbed  more  than  his 
.share  of  press  criticism  in¬ 
tended  for  the  Pentagon. 

Bill  Henry,  radio-TV  com¬ 
mentator,  served  as  Mr.  Nixon’s 
personal  press  adviser  and 
briefed  newsmen  on  many  of 
the  closed-door  events  from 
which  they  were  barred.  Julius 
Walker,  State  Department  press 
information  officer,  had  the 
rough  task  of  trying  to  coordi¬ 
nate  and  relay  all  spot  infor¬ 
mation  to  the  various  reporters 
— performing  ably  considering 
it  was  his  first  such  assignment. 

Actually,  the  press  relations 
man  who  always  seemed  to  be 
at  work  was  a  fellow  named 
Nixon. 

• 

Retires  to  Research 

Chester,  Pa. 

Theodore  Maisch,  a  Cheater 
Times  reporter  since  1942,  has 
retired  to  devote  his  time  to  re¬ 
search  into  original  sources  of 
ancient  world  trade  history. 
Before  joining  the  Times  staff, 
he  wrote  ad  copy  for  N.  W. 
Ayer  &  Son. 


PEN-POINTING  THE  NEWS 


NEXT  CONTESTANT  .  .  . 

Conrad,  Denver  Post 


GOOD  TIME  TO  STRIKE 

Justus,  Minneapolis  Star 


FOR  HIS  THOUGHTS 

Kennedy,  Arkansas  Democrat 
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Color  On  News 
Sell  Many  U.  S. 


Pages  Helps 
Newspapers 


Editorial  Use  of  Color 
►roves  and  Increases 


every  week.  There  is  a  three  tr 
five  column  color  food  pictan 
each  week  and  the  remainder 
of  the  paper  uses  four  or  fire  | 
color  pictures  each  week. 

“In  addition,  we  use  spo; 
color  on  page  one  each  Sanda  l 
and  in  editorial  promotio" 
boxes,”  said  G.  W.  (Bilh 
Churchill,  Tennessean  mana? 
ing  editor.  “We  also  run  Bk- 
die  in  red  and  black  on  the  | 
comic  page  at  least  twice  j  | 
week.  Use  of  color,  of  course, 
varies  throughout  the  yea: 


continued.  “The  competition 
now  among  the  pressmen  on 
the  different  units  is  the  sort 
of  thing  that  serves  best  to  im¬ 
prove  quality.” 

Post  and  Times  Herald  pho- 


picture  of  a  Saturday  aftemo'- 
game  in  the  Sunday  paper. 

“During  the  Winter  outdoc 
color  drops  off  but  with  tie 
coming  of  Spring  our  color  use 
picks  up  materially,”  he  added 
The  Tennessean  is  using  a: 
industrial  layout  once  a  month 
“Use  of  color  on  the  fror 
page  depends  entirely  upon  tie 
nature  of  the  picture  and  tie 


getic  they  become.  The  tech- 

Improves  and  Increases  nique  is  still  new  enough  and 

*  fascinating  enough  to  elicit  a 

Color  pictures  or  printing  splash  and  sell  many  of  the  groat  deal  of  enthusiasm  from 
front  and  other  news  pages  of  many  of  the  nation’s  news-  the  production  department — the  » 

papers— like  a  rainbow  arching  the  skies  from  Atlantic  to  engraving  and  press  Dyeing  the  football  setsot 

Pacific.  ’^‘^‘Last  week  we  were  tickled  ® 

Editors  using  editorial  color  for  picture  or  headline  re-  when  one  of  the  pressmen  came  oV *^threc^  time?  durf 

production  almost  invariably  reported  that  color  increases  upstairs  proudly  brandishing  a  s^°so?we*uL  a"(me-shot"Mtii 

street  sales,  stimulates  reader  interest.  ropy  of  the  paper  in  front  of 

color  is  0,0s.  effecUvely  used  flrey  agreed,  in  large, 
bold  pictures  m  connection  with  tashion,  tood,  home  in-  ^y  press’,”  the  managing  editor 
tcrior,  sports  or  comics  sections  or  features. 

Although  some  newspapers 

are  able  to  offer  spot  color  news  usage,”  explained  .4 1  f  r  e  d 
pictures  within  four  or  more  Friendly,  managing  editor.  “It 
hours,  many  feel  that  color  is  usually  spot  color  in  the 
under  present  conditions  has  to  sense  that  it  ties  in  in  some  way 

be  confined  for  the  most  part  with  the  news,  although  it  is  tographers  regularly  carry  a  picture  anu  m 

to  features  which  permit  ad-  of  a  feature  nature— a  flower  holers  on  the  chance  of  news.”  obsene. 

vance  planning.  Technical  de-  show,  an  anniversary,  a  new  01  nnding  a  suitable  shot.  A  Churchill.  “Color  oicture 

velopments  offering  faster  pro-  acquisition  of  an  art  gallery,  a  color  conference  is  held  once  a 
cessing  and  better  reproduction  Community  Chest  Drive.  week  at  which  the  night  man- 

are  needed,  many  editors  feel,  “We  have,  however,  had  good  editor,  city  editor,  wo- 

before  spot  news  pictures  can  success  with  several  ‘crash  "'cn’s  editor  and  photographers 

be  used  effectively  on  a  regular  jobs’,”  added  Mr.  Friendly,  who  future  production, 

basis.  citeil  as  examples  the  Inaugural  ®y  processing  women’s 

Editorial  employment  of  the  parade,  opening  of  the  racing  feature  shots  a  few  weok.s  in  .  ,  .  .  «• . 

appeal  and  attraction  of  color  season,  a  football  game.  “In  advance,  decks  are  cleared  for  *1 _ _ ... 

to  brighten  and  highlight  front  these  cases  we  have  been  able  a  “crash  job”  when  one  occurs, 
pages,  editorial  pages,  section  to  take  a  picture  in  the  early  The  paper  last  month  began 
fronts  or  inside  news  pages  has  afternoon  and  publish  it  by  10  using  color  when  the  position  of 
grown  steadily  over  a  period  of  or  11  that  evening.  Incidentally,  permits  for  the  comic 

20  years.  we  use  a  three-color  rather  than  i=trip  Blondie. 

Newspapers  in  the  North  and  a  four-color  process.”  Nashville  Tennessean 

South,  in  the  Midwest  and  Mr.  Friendly  is  convinced, 

Southwest  and  in  the  Far  West  from  circulation  department  re-  .yasnvute  { Venn.)  Tev- 

offer  striking  success  stories  in  ports,  that  color  sells  news-  ”f««con  published  its  first  color  ,  .  ^  .1 

the  editorial  use  of  color.  papers.  He  is  convinced,  too.  Picture  May  13,  19o0.  Use  has  three-color  method  and  its  w- 

t  from  readers’  mail  that  they  increased  steadily.  The  dark-  tors  and  production  men  agW’ 

Washington  Post  editorial  color.  processed  in  the  last  two  it  is  the  most  satisfactory 

Down  in  the  nation’s  capital  “The  most  effective  way  to  Y^nrs  832  pieces  of  color  copy —  method  for  newspaper  reprodot- 
city,  the  Washington  (D.  C.)  present  editorial  color  can  be  inosGy  transparencies,  but  in-  tion. 


picture 

with  news  angles — that’s  wk 
we  need  for  page  one  and  th«: 
are  hard  to  come  by.  To  pro¬ 
duce  this  kind  of  picture  re 
quires  thinking  ahead  and  th: 
is  what  news  services  and  net- 


Post  and  Times  Herald  has  been  described  in  one  word 
using  editorial  color  since  1951 
and  in  the  ensuing  years  aver¬ 
aged  such  color  use  about  one 
day  a  week.  In  recent  months, 
however,  color  has  been  used 
much  more  frequently. 


large,”  eluding  one-shot  camera  nega- 


he  said.  “Good  newspapering  AP  W  irephoto  color  trans 

dictates  that  color  should  be  missions  and  flat  copy 


HOP  color  applies  to  the 
Tentiessean  Magazine  as  well 
as  to  the  daily  and  Sunday 
Tennesseans  and  more  than 


Bi 


got  to  anticipate  the  news  me 
have  pictures  ready  for  k 
breaks. 

“The  news  magazines  set  s; 
such  situations  all  the  time  - 
why  shouldn’t  the  news  service 
and  the  nation’s  newspapers” 
asked  Mr.  Churchill. 

The  Tennessean  uses  th 


Ai 


The  newspaper’s  promotior 
circulation  and  advertising  di¬ 
rectors  are  enthusiastic  ow’ 
the  benefits  of  editorial  color- 
Coleman  A.  Harwell,  Tenne 
scan  editor,  made  this  coir 
ment: 

“Color  should  be  used  drs 


tied  to  a  subject  currently  in 
the  news.  There  is  little  point 
in  color  just  for  the  sake  of 

. . . . _ color.  Just  as  some  stories  aie  _ 

A  large  color  picture  of  food  told  best  in  words  or  charts  or  color  pictures  used 

is  used  Thursday  on  the  front  maps  or  black  and  white  photo-  magazine  and  newspaper  are  t*  u  u  Kooutif 

page  of  the  combined  food  and  graphs,  so  other  stories  cry  to  made  by  staff  photographers.  V’  ®  nor 

women’s  section.  W’ith  fair  be  told  with  color  pictures.”  separations,  masks  and  .  *  „,.nniitior.. 

regularity,  the  paper  has  a  The  Post  and  Times  Herald  bromides  are  made  in  the  Ten-  ^^y  ®  pomp  of  a  c  _ 

piece  of  color  on  Sunday,  usu-  uses  color  covers  on  its  two  nessean’s  color  darkroom.  Vir-  ®  c  arms  o  a  - 

ally  front  page  but  occasionally  Sunday  magazines.  Show  and  tually  all  plates  are  made  by  or  he  smashing  e  ec 
on  the  front  page  of  the  City  TV  Week,  and  at  least  one  the  newspaper’s  engravers,  po-  boat  breaking  througn 
Life  or  second  section.  Some  piece  of  color  inside.  sitioned  and  registered  in  the  water,  t  should  ®  ®  •  l. 

weeks  the  Post  runs  another  “We  have  real  enthusiasm  composing  room,  cast  by  the  you  want  to  see  in  co  0  • 

piece  of  color— front,  split  page  for  editorial  color  and  we  have  stereotypers  and  printed  by  the  clothes,  people,  animals,  am 

or  sports — on  Thursday  or  Fri-  newly  conceived  plans  for  step-  printers.  ^  ®  ni>*die 

day.  ping  up  its  usage,”  declared  Mr.  The  magazine  uses  about  five  >*g^t,  chocolate  cake,  P 

“Usually  we  like  to  put  color  Friendly.  “The  more  color  we  color  pictures  a  week,  includ-  cream, 

on  the  front  page,  and  in  the  use  the  more  the  photographers  ing  the  cover.  A  society  section  f  ,1?***^  t.-fui" 

last  page  we’ve  averaged  once  beef  about  overwork,  but  in  re-  feature  page  with  about  three  be  big,  bold  and  eau  • 

or  twice  a  month  for  such  ality  the  more  excited  and  ener-  color  pictures  is  run  nearly  (Continued  on  page  106) 
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Newspaper  ROP  Color  Section 


-pi  •  I  I  color  is  now  increasing  rapid- 

Bureau  Fitches  Color 
\s  Adjunct  To  B&WAd 

J  in  1954.  And  in  1955,  27,277,0(M). 

lU  l{olM*rt  B.  McIntyre  “As  of  today,  out  of  1744 

newspapers  published  daily  in 

A  slide  presentation  aimed  at  “Following  the  enforced  the  U.  S.,  819  papers,  with  a 
pmmoting  the  use  of  ROP  color  moratorium  due  to  World  War  total  circulation  of  more  than 
as  an  adjunct  to  black  and  II,  the  ROP  color  dam  broke,’’  41,000,000  accept  ROP  color  ad- 
white  newspaper  advertising  is  the  presentation  notes,  “literally  vertising  in  full-pages.  ROP 
currently  being  shown  to  adver-  spilling  colored  inks  onto  the  poior  ajs  of  a  thousand  lines  or 
tisers  and  their  agencies  by  the  pages  of  hundreds  of  the  na-  n,oj.e  are  accepted  by  790  news- 
Bureau  of  Advertising,  AN  PA.  tion’s  dailies.”  papers,  with  a  combined  circu- 

Entitled,  “ROP  Color  in  The  Bureau  next  points  out  lation  of  over  .36,000,000. 

America  .  .  .  Yesterday,  Today,  that  a  lecent  cross  section  of  “Not  all  of  these  papers  can. 
Tomorrow,”  the  basic  purpose  newspaper  people  were  a.sked  to  as  yet,  accept  full-color  ads,  but 
of  the  presentation  “is  to  in-  tell  what  they  considered  the  where' full  color  is  not  available 
form,  rather  than  promote,  on  outstanding  technological  ,,very  effort  is  made  to  fit  the 
the  major  facts  about  run-of-  achievements  in  the  newspaper  advertiser’s  demands  to  what 
paper  color.  business  in  the  past  25  years:  printing  equipment  can  pro- 


Uy  Itobert  B.  McIntyre 


paper  color.' 


The  presentation  points  out  Elditors,  advertising  managers 


that  to  achieve  its  basic  pur-  and  circulation  managers  jj.  possible  today  to  reach 

pose,  “we  have  included  the  ranked  ROP  color  first  and  ^earlv  three-quarters  of  the 
negatives  as  well  as  the  posi-  wire  photo  second.  Publishers  total  dailv  new.^paper  circula- 
tives  of  ROP  color,”  and  em-  ranked  ROP  color  second  and  tion  with  ads  of,  at  least,  black 


phasizes  that  all  slides  of  news-  wire  photo  first, 
paper  ads  used  were  made  di-  Throughout  its  color  pitch  the 
lectly  from  newsprint.  “No  Bureau  makes  reference  to  the 
proofs  on  coated  stock,  no  re-  many  uses  to  which  ROP  color 
touching,  no  monkey  business  is  being  put  by  newspapers: 
of  any  kind.”  food  pages;  home  furnishings; 

Background  recreation  pages;  special  sec- 

tions,  photo  coverage. 

_  The  Bureau  pegs  the  birth  of  “Advertisers’  use  of  ROP 


wire  pnoio  iirsi.  „„g 

Throughout  its  color  pitch  the 
Bureau  makes  reference  to  the  Readership 

many  uses  to  which  ROP  color  Delving  into  the  subject  of 
is  being  put  by  newspapers:  how  many  more  readers  will 
food  pages;  home  furnishings;  note  and  read  an  ad  simply  be¬ 


cause  color  has  been  added,  the 
Bureau  savs  it  wishes  it  could 


UOP  color  as  Jan.  5,  1891  when  - 

the  Milwaukee  (Wis.)  Journal  250 
ran  a  red,  white  and  blue  ban¬ 
ner  across  its  front  page  to  cele¬ 
brate  the  inauguration  of  a 
new  governor.  By  1897,  ac¬ 
cording  to  Bureau  records, 
color  had  spread  to  the  Mew  225 
)  «rk  Record,  the  Mew  York 
Herald,  the  Chicago  Tribune 
and  the  Mew  York  JoumaJ. 

Soon  color  was  being  used 
'videly  in  editorial  features  such 
as  the  comics.  “Advertisers.  200 
too,  were  quick  to  take  advan¬ 
tage  of  this  new  development,” 
the  Bureau  says.  The  earliest 
example  we’ve  been  able  to  un¬ 
cover  is  this  Electric  Company 
of  Milwaukee  ad  which  ran  in  175 
the  Journal  in  1927. 

“It  was  not,  however,  the 
first.”  “We  know  that  as  early 
as  190.3,  Mandel  Brothers — one 
nf  State  Street’s  largest  stores 
—ran  a  black  and  red  ad  in  the  150 
I'hicago  Tribune.” 

Other  pioneer  ROP  color  ad¬ 
vertisers  cited  by  the  Bureau 
include  Bendix  Brake  Co.,  which 
in  1929  placed  one  of  the  first 
full-page  color  ads  in  black  and 
nne  color;  The  Kelvinator  Co. 

"’hich  ran  one  of  the  first  black 
and  two-color  ads  in  1932;  and 
National  Biscuit  Co.  which  lead 
the  way  with  four  colors  in 
19.36,  followed  by  Dodge  in 


“Advertisers’  use  of  ROP  guarantee  that  the  addition  of 


ROP  COLOR  vs.  BLACK  &  WHITE 
ADVERTISING  INDEX,  1951-1956 

All  Media  Records  Newspapers 


ROP  BLACK  A 
COLOR  WHITE 

1951  100.0  100.0 

1952  105.2  103.4 

1953  129.8  108.3 

1954  148.7  110.0 

1955  192.6  118.8 

1956  233.5  124.5 

Index  Numbers 


black 


color  will  increase  readership. 

“Color  is  not  a  cure-all.  In 
fact,  we  believe  an  ineffective 
or  ill-planned  ad  can  be  made 
worse,  with  the  addition  of 
color.  On  the  other  hand,  based 
on  your  experience  with  color 
in  other  media,  you  know  that 
when  used  with  intelligence  and 
puipose,  color  will  win  high 
readership,  and  lesults,  too.” 

The  presentation  cites  several 
color  ads  along  with  how  they 
fared  in  Starch  Readership 
studies  and  follows  up  with 
actual  success  stories  credited 
to  color,  “stories  ba.sed  on  ad¬ 
vertisers’  testimonials  rather 
than  tests;  on  sales  rather  than 
Starch.” 

Two  ‘Other  Factors’ 

The  Bureau  continues:  “We 
are  not  at  a!l  convinced  that, 
in  many  cases,  the  success  of 
color  advertisers  is  not  due,  at 
least  in  part,  to  two  other  fac¬ 
tors:  1)  That  ROP  color  adver¬ 
tising  is  sometimes  given 
greaU*!'  attention  by  creative 
people  than  is  given  to  the  cre¬ 
ation  of  black-and-white  news¬ 
paper  advertising;  2)  That  the 
advertiser  is  re<iuired,  in  the 
majority  of  newsjLapers,  to  use 
a  minimum  unit  of  1000  lines 
when  he  might  ordinarily  use 
a  substantially  smaller  space 
unit  in  his  black-and-white  ad¬ 
vertising.” 

In  pointing  out  these  two 
factors,  the  Bureau  says  it  is 
not  detracting  from  the  impact 
of  ROP  Color.  “Certainly, 
you’ll  agree  that  a  basically 
sound  ad  can  only  be  improved 
by  the  effective  use  of  color.” 

Individual  Experiments 

On  the  less  technical  side,  the 
presentation  discusses  ROP 
color  experiments  being  con¬ 
ducted  by  individual  newspa¬ 
pers;  cites  the  Miami  (Fla.) 
Da  ill/  Mewn  for  originating  ver¬ 
tical  color  units  on  the  daily 
black-and-white  comics  pages; 
and  the  Minneapolis  (Minn.) 
Star  for  printing  the  first  color 
newspaper  “Camerama”  photo¬ 
graph  which  spanned  a  double¬ 
spread. 

“Proi)onents  of  ROP  color 
claim  that  greater  package 
identification  results  from  in¬ 
creased  impact  due  to  color,” 
the  Bureau  notes.  “We  have  no 
truly  scientific  evidence  this  is 
true,  but  certainly  these  cigaret 
examples  would  lead  one  to  be¬ 
lieve  that  cigaret  makei's  think 
so.  These  ads  are  evidence  of  a 
present-day  development  that 
has  currently  placed  the  cigaret 
I  {Continued  on  page  20) 
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ROP  COLOR  TOTAL  ADVERTISINO  OF  THE  FIRST  TWENTY  FIVE  NEWSPAPERS 
Measared  By  Media  Records,  Inc. 


1956 

Lints 


1955 

Lints 


1.  Milwauktt  Jaurnal — E  &  S  .  - 

♦Birmingham  News-Post  Herald — E  i  S  . 

2.  Los  Angeles  Times — M  &  S  . 

J.  Chicago  Tribune — M  &  S  - 

4.  Atlanta  Journal  &  Constitution — E  &  S 

i  Nashtille  Tennessean— M  &  S  . — . 

5.  St.  Louis  Post-Dispatch — E  4  S  - 

7.  San  Jose  News  &  Mercury  News — E  &  S 
g  Long  Beach  Independent-Press  Telegram 


t  s  s  -  — . . 

9.  Houston  Chronicle— E  &  S 

10.  New  Orleans  Times-Picayune  &  States — 

M  (  S  .  -  _ 

•Midland  Reporter-Telegram — E  &  S 

11.  Cincinnati  Enquirer— M  &  S  — 

♦Winnepeg  Tribune — E  . . 

♦Eugene  Register-Guard— E  &  S 

12.  Dallas  News— M  &  S  - . . 

13.  Fresno  Bet— E  &  S  . . . 

14.  Dallas  Times-Herald— E  &  S  .  —  - . 

15.  Miami  Herald— M  &  S 

♦Baton  Rouge  Advocate-State  Times — 
M  &  S  . .  . . - . . 

16.  St.  Paul  Pioneer  Press  4  Dispatch— 

E  4  S  . - . 

17.  St.  Petersburg  Times — M  4  S  . . 

18.  Fort  Worth  Star-Telegram— E  4  S  . 

19.  Denver  Post— E  4  S  . 

20.  Omaha  World  Herald— E  4  S  . . 

*^n  Bernardino  Sun-Telegram— M  4  S.. 

21.  Washington  Post  4  Times-Herald— M  4  S 

22.  Long  Beach  Independent — M  . . 

23.  Columbus  Dispatch— E  4  S  ....- . 

24.  Cincinnati  Post — E  . . 

25.  Los  Angeles  Examiner — M  4  S  . . 


2.586.814 

1,655,631 

1,641,175 

1,571,960 

1,530,911 

1,487,500 

1,415.679 

1,322,939 

1,308,061 

1,277,062 


1,221,556 

1.193,478 

1.171,270 

1.163,792 

1,148.431 

1.126.544 

1.119.007 

1,097.925 

1.093.960 

1.091.461 

1.087.063 

1.083.185 

1.061.793 

1.055.374 

1.048.091 

1.040.446 

1.031.896 

1.028.207 

1.023.623 

994,425 


1.  Milwaukee  Journal — E  4  S  ....  2,178.961 

♦Birmingham  News-Pest  Herald — E  4  S  .  1,435,074 

2.  Los  Angeles  Times— M  4  S  .  . 1.426,405 

3.  Chicago  Tribune— M  4  S  . 1,347,034 

4.  Nashville  Tennessean— M  4  S  .  1,318,518 

5.  New  Orleans  Times-Picayune  4  States — 

M  4  S  .  . . . . .  1.254.060 

6.  St.  Louis  Post-Dispatch— E  4  S  .  1.226,295 

♦Eugene  Register-Guard— E  4  S  .  1.211.616 

7.  Dallas  News— M  4  S  _ 1.198,694 

8.  Seattle  Times— E  4  S  . - . —  1,141.543 

9.  Atlanta  Journal  4  Constitution— E  4  S  1,113,602 

10.  Denver  Post— E  4  S  . 1.099.787 

11.  Dallas  Times-Herald— E  4  S  . —  1.D90.2S4 

12.  Houston  Chronicle— E  4  S  . 1,070.364 

U.  Omaha  World  Herald— E  4  S  . .  1.015.921 

14.  Fort  Worth  Star-Telegranv— E  4  S  .  993,442 

15.  St.  Petersburg  Times— M  4  S  .  966  822 

16.  San  Jose  News  4  Mercury  News— E  4  S  922.687 

17.  Fresno  Bee— E  4  S  . 917.694 

18.  Long  Beach  Independent  Press-Telegram 

— M  4  S  . . - .  909.193 

19  Los  Angeles  Examiner — M  4  S  . -..  904.381 

20.  Washington  Post  4  Times-Herald— M  4  S  895.330 

21.  Cincinnati  Enquirer— M  4  S  .  878,255 

22.  Minneapolis  Star  Tribuno— E  4  S _  862.065 

23.  St.  Paul  Pioneer  Press  4  Dispatch — 

E  4  S  —  . - . . .  857.841 

24.  San  Diego  Union— M  4  S  .  846.502 

25.  Nashville  Banner— E  .  841.377 


♦  Figures  supplied  by  publishers.  Not  measured  by 
Media  Records. 


1954 


1.  Milwaukee  Journal — E  4  S  . . . 

2.  Chicago  Tribune — M  4  S  . . - 

3.  New  Orleans  Times-Picayune  4  States — 

M  4  S  . . . . 

♦Birmingham  News-Post  Herald— E  4  S 

4.  Dallas  Hews— M  4  S  . . . 

5.  Fort  Worth  Star-Telegram — E  4  S  — 

6.  Los  Angeles  Times — M  4  S  . — . 

7.  Nashville  Tennessean— M  4  S  — . 

8.  Atlanta  Journal  4  ConstitutioiK-E  4  S 

9.  Dallas  Times-Herald — E  4  S  . . 

ID.  Seattle  Times — E  4  S  . 

11.  St.  Louis  Post-Dispatch— E  4  S 

12.  Denver  Post — E  4  S  . . — . 

♦Eugene  Register-Guard — E  4  S 

13.  Houston  Chronicle — E  4  S  . — 

♦Baton  Rouge  Advocate— State  Times— 

M  4  S  . . 

14.  Cincinnati  Post— E  . . — . 

15.  Omaha  World  Herald— E  4  S  - 

16.  Los  Angeles  Examiner — M  4  S 

17.  Dayton  News — E  4  S  . 

18.  Cleveland  Press— E  . — . 

19.  Mi  .mi  Herald — M  4  S  . . . 

20.  Nashville  Banner — E  . . . — _ 

21.  Toledo  Blade— E  4  S  . . 

22.  Cincinnati  Times-Star— E  . 

23.  Salt  Lake  City  Tribune— M  4  S 

24.  San  Jose  News  4  Mercury  News— E  4  S 

25.  Indianapolis  Star — M  4  S  . 


Lines 

l,690.12t 

1,278,304 

1,118,697 

1.084.510 

1.081.129 

1,022.087 

973.952 

965.076 

931.176 

918.946 

899,345 

845.538 

832.927 

789,432 

781,791 

766,493 

740.836 

714.888 

700,487 

696.557 

687.685 

681.680 

674.195 

673.173 

665.709 

662.276 

645.894 

638.619 


*  Figures  supplied  by  publishers.  Not  measured  by 
Media  Records. 


*  Figures  supplied  by  publishers.  Not  measured  by 
Media  Records. 

Reps  Schedule 
4-Color  Drive; 

Eye  Discounts 

An  Independent  Newspaper 
Representative  Committee  has 
been  formed  by  executives  of 
20  newspaper  representative 
firms  and  plans  to  raise  a 
$100,000  fund  to  promote  four- 
color  newspaper  advertising  as 
a  “new  and  truly  national 
medium.” 


1950 

Lines 


1.  Milwaukee  Journal — E  4  S  ....  1.082.540 

2.  New  Orleans  Times-Picayune  4  States— 

M  ^  S  . .  844.433 

3.  Chicago  Tribune— ii  4  S  ....~  .  816.540 

4.  Dallas  News— M  4  S  . 766.863 

5.  Birmingham  News — E  4  5  .  . .  701.142 

6.  Dallas  Times  Herald— E  4  S  .  . .  683  712 

7.  Oakland  Tribune— E  4  5  . .  657,344 

8.  Tulsa  World— M  4  5  609,346 

9.  Los  Angeles  Examiner— M  4  S  .  .  598  ?11 

10.  New  Orleans  Item— E  4  5  .  558.352 

11.  Los  Angeles  Times— M  4  S  .  539.384 

12.  Sacramento  Bee — E  .  507.073 

U.  Houston  Chronicle— E  4  S  .  493.919 

14.  San  Francisco  Chronicle— M  4  S  .  477.072 

15.  Cincinnati  Post— E  .  463.643 

16.  St.  Louis  Post  Dispatch— E  4  S  .  462.619 

17.  San  Diego  Union— M  4  S  . 453.775 

18.  Cincinnati  Times  Star — E  . 427.695 

19.  Tulsa  Tribune— E  . ™ . . .  403.606 

20.  San  Diego  Tribune— E  . .  .  397.277 

21.  Salt  Uke  City  Tribune— M  4  S  ....  396.154 

22.  Fort  Worth  Star  Telegram— E  4  S  389  888 

23.  Fresno  Bee— E  4  S  . 388.668 

24.  Memphis  Commercial-Appeal— M  4  S  ....  383.983 

25.  Nashville  Tennessean — M  4  S  . .  376.016 


1946 

Lines 


1.  Houston  Post— M  4  S  . -  598.949 

2.  Indianapolis  Times — E  . — .  480.838 

3.  Milwaukee  Journal — E  4  S  . .  346.867 

4.  Birmingham  News  4  Age-Herald— E  4  5  330.648 

5.  Pittsburgh  Press— E  4  S  . . 299.440 

6.  Memphis  Commercial  Appeal — M  4  S....  248,546 

7.  New  Orleans  Times-Picayune  4  States— 

M  4  S  .  . —  235,088 

8.  New  Orleans  Item — E  ....  .  226  383 

9.  Duluth  News  Tribune— M  4  5  .  219.423 

10.  Sacramento  Bee — E  . . 215.463 

11.  Seattle  Times— E  4  S  . . - .  211,827 

12.  San  Diego  Union— M  4  S  . 191.914 

13.  Fresno  Bee— E  4  S  .  185.033 

14.  Houston  Press— E  . . 181.178 

15.  San  Diego  Tribune-Sun— E  .  170.129 

16.  Birmingham  Post — E  .  166,408 

17.  Birmingham  Age-Herald — M  . 165.232 

18.  Salt  Labe  City  Tribune— M  4  S  .  158.036 

19.  Columbus  Citizen — E  4  S  . 152.688 

20.  Washington  News — E  . . - .  147,304 

21.  San  Francisco  News — E  .  144.867 

22.  Cincinnati  Post — E  . 141.778 

23.  Wichita  Beacon— E  4  S  . 140.226 

24.  Duluth  Herald— E  ....  138.263 

25.  Cincinnati  Times  Star — E  . . 137.866 


total  of  80  newspapers 
published  in  cities  of  250,000 
and  up  population  are  being 
asked  to  kick-in  the  cost  of  a 
four-color  pag;e  ad. 

According  to  a  spokesman 
for  the  group,  who  emphasized 
that  all  names  of  participants 
must  remain  anonymous  until 
the  project  gets  off  the  ground, 
the  newspapers  involved  are 
reaching  agreement  on  “sizable” 
frequency  discounts  for  four- 
color  pages.  He  added  that  the 
representative  group  has  en¬ 
gaged  a  research  firm  to  make 
a  readership  survey  series  on 
split-run  four-color  and  black 
and  white  pages.  More  than  40 
ads  in  five  or  six  markets  are 
being  considered. 

“The  rapid  expansion  of  four- 
color  newspaper  advertising 
facilities  in  recent  years  just 
hasn’t  caught  up  with  the 


advertising  fraternity,”  the 
spokesman  told  Editor  & 
Pi’BLiSHER  this  week.  “Though 
newspaper  color  advertising  is 
tremendously  well  received 
piecemeal  in  areas  where  it  is 
available,  the  committee  realizes 
that  when  it  comes  to  major 
appropriations  for  a  national 
effort  in  this  medium,  we  are 
faced  with  the  problem  of 
proving  up  added  color  premium 
costs.” 

He  said  the  group’s  intention, 
through  confident  and  recog¬ 
nized  research  methods,  is  to 
come  up  with  some  definitive 
answers  in  the  area  of  reader- 
ship  benefits  for  four-color  ad¬ 
vertising. 

Promotion  plans  at  this  time 
are  confined  almost  exclusively 
to  the  New  York  area. 


“Though  New  York  agencies 
and  advertisers  account  for  a 
great  majority  of  advertising 
dollars,”  he  said,  “they  have 
been  to  date  responsible  for  a 
rather  ridiculously  small  share 
of  four-color  newspaper  ad¬ 
vertising.  'The  committee  be¬ 
lieves  that  the  thousands  of 
people  in  New  York  who  share 
in  media  selection  and  creative 
advertising  decisions  just 
haven’t  had  the  opportunity  to 
observe  and  gauge  the  tremen¬ 
dous  impact  available  from 
this  ‘new  national  medium.’ 

“In  New  York  these  people 
just  don’t  come  face-to-face 
with  four-color  newspaper  ad¬ 
vertising  and  the  committee  be¬ 
lieves  we  should  demonstrate 
the  d3mamic  possibilities  and 
practicality  of  four-color  news¬ 


paper  advertising  that  is  avail¬ 
able  everywhere  except  New 
York  and  its  backyard,”  he 
said. 

Boston  Globe  Aids 
Trade  Conference 

Boston 

The  Boston  Globe  is  cooperat¬ 
ing  with  Harvard  Business 
School  Associates  in  planning  an 
executives’  conference  on  Latin- 
American  business  development 
Sept.  9-11.  Sessions  will  take 
place  at  the  Harvard  Graduate 
School  of  Business  Administra¬ 
tion. 

On  Sunday,  Sept.  8,  the  Globe 
will  publish  a  comprehensive 
Conference  edition  with  articles 
relating  to  Latin-American 
trade. 
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Bureau  Pitches 

(Continued  from  page  17) 


people  among  the  leaders  in 
ROP  color  linage.” 

Classified  Color 
In  passing,  the  Bureau  points 
out  that  in  quite  a  few  cities,  it 
is  possible  to  purchase  color  on 
the  classified  page.  “Whether 
this  will  spread,”  the  Bureau 
says,  “we  cannot  predict.” 

Summary 

In  summarizing  its  color  pre¬ 
sentation,  the  Bureau  takes  in 
the  negatives  as  well  as  the 
positives.  Starting  with  the 
negatives : 

1)  Color  takes  more  skill  to 
prepare  than  black  and  white. 

2)  ROP  color  demands  a  pre¬ 
mium  rate.  “According  to  Foote, 
Cone  &  Belding’s  recent  study, 
the  average  four-color  premium 
in  newspapers  is  34%.  This  does 
not  seem  out  of  line  in  view 
of  the  fact  that  this  same  study 
sets  the  average  four-color  pre¬ 
mium  in  magazines  at  39%.” 

3)  Color  requires  earlier 
closing  dates. 

4)  Although  the  cause  of 
color  is  being  greatly  advanced 
by  a  joint  committee  of  ANPA 
and  the  4-A’s,  production  ex¬ 
cellence  cannot,  as  yet,  always 
be  guaranteed  in  all  newspa¬ 
pers. 

5)  ROP  color  is  still  not 
available  in  all  markets.  “How¬ 
ever,  this  picture  is  changing 
rapidly,”  the  Bureau  explains. 
“Practically  all  present  orders 
on  the  books  press  manufac- 
turei's  call  for  delivery  of  equip¬ 
ment  with  reversible  cylinders 
and  multi-color  units.” 

The  Positives 

Advantages  credited  to  color 
by  the  Bureau  are: 

1)  High  readership;  2)  Im¬ 
pact;  3)  Long-lasting  impres¬ 
sions;  4)  Aids  in  gaining  distri¬ 
bution;  5)  Aids  in  securing  bet¬ 
ter  display  and  retail  sales  co¬ 
operation;  and  6)  Enthuses 
manufacturers’  salesmen. 

“One  of  the  things  that  makes 
color  such  an  exciting  addition 
is  the  fact  that  ROP  color  is 
not  an  isolated  or  independent 
tool — but  rather  a  third  dimen¬ 
sion  added  to  the  two  dimen¬ 
sions  that  now  make  all  news¬ 
paper  advertising  so  effective,” 
the  Bureau  presentation  con¬ 
cludes.  “One,  the  unparalleled 
coverage  newspapers  offer  in 
given  market;  Two,  the  in¬ 
creasing  dependence  of  the 
public  on  their  daily  newspa¬ 
per.” 


COLOR  CLASSICS^ 


No.  1 


‘Color  Gives  Competitive 
Advantage  in  Readership’ 

— Len  JuenftUnf',  Genl  Sales.  Adv.  Mgr. 
Cook  Chemical  Co..  Kansas  City,  Mo. 

Product:  Real-Kill  Bug  Killer 
Total  Newspaper  Budget:  $350,000. 

Total  Spent  in  ROP  Color:  $100,000. 


Because  of  the  excitement  and  im¬ 
pact  which  only  color  can  give,  we 
have  long  been  firm  believers  in  the 
use  of  ROP  newspaper  color. 

Color  adds  the  necessary  ingredient 
to  give  importance  to  our  Real-Kill 
campaigns. 


Total  Newspaper  linage  has  been 
increasing  annually.  This  means 
every  ad  has  more  competition  from 
other  ads  than  ever  before. 

The  use  of  ROP  color  gives  the 
advertiser  a  competitive  advantage 
in  consumer  readership. 


VITAL  STATISTICS:  Real-Kill  color  ads  range  between  1,000  and  1,500  lines. 
Last  year  company  u.sed  total  of  1.52,600  lines  of  ROP  color  in  33  newspapers 

— R.  B.  McI. 


200  Projects 
For  Research 
Are  Screened 

Chicago 

A  subcommittee  of  the  ANPA 
Research  Institute’s  Projects 
Committee  met  recently  at  the 
Institute’s  laboratory  in  Easton, 
Pa.,  to  screen  more  than  200 
projects. 

The  subcommittee  gave  a 
“new  look”  at  all  projects,  and 
have  grouped  those  which 
should  be  continued  along  with 
new  ones  to  be  undertaken  into 
four  divisions  on  a  priority 
basis. 

For  Board  Approval 

“These  recommendations  will 
now  go  to  the  entire  Projects 
Committee,  and  to  the  Board  of 
Directors  of  the  Institute  for 
final  approval,”  Franklin  D. 
Schurz,  South  Bend  (Ind.) 
Tribune  publisher  and  Institute 
president,  said. 

“Much  of  the  work  of  the 
laboratory  is  on  a  cooperative 
basis  with  equipment  manufac¬ 
turers,  wherever  possible,”  he 
explained.  “Efforts  will  be  made 
to  speed  up  the  development  of 
new  e(|uipment  which  will  in¬ 
crease  the  efficiency  and  reduce 
the  expenses  in  the  mechanical 
departments  of  newspapers.” 

The  board  has  approved  a 
higher  budget  for  the  Easton 
lab  and  plans  to  re-evaluate  all 
current  projects,  cutting  out  the 


‘dead  wood,”  according  to  Mr. 
Schurz. 

Members  of  the  committee 
which  met  at  Easton  with  Roy 
W.  Prince,  technical  research 
director  of  the  Institute,  in¬ 
cluded  Dr.  Burnett  M.  Thall, 
Toronto  (Ont.)  Star  research 
director;  Joseph  E.  McMullen, 
Milwaukee  (Wis.)  Journal  vice- 
president  and  production  man¬ 
ager;  and  Ralph  R.  Cramer, 
Williamsport  (Pa.)  Grit  busi¬ 
ness  manager. 

• 

Longest  Ink-Making 
Plant  Is  Opened 

Cincinnati 

The  longest  ink-making  plant 
in  the  world  has  been  opened 
here  by  the  Printing  Ink  Di¬ 
vision  of  Interchemical  Corpo¬ 
ration.  Nearly  600  feet  long 
and  with  over  110,000  square 
feet  of  floor  space,  it  is  Inter- 
chemical’s  third  largest  manu¬ 
facturing  unit.  The  largest  and 
second  largest  ink-making 
plants  in  the  world  are  also 
owned  by  Interchemical.  They 
are  in  Chicago,  Ill.,  and  Eliza¬ 
beth,  N.  J.,  respectively. 

Located  on  an  11-acre  site 
formerly  owned  by  the  Shaper 
Company,  the  building  has  been 
completely  remodeled  and  now 
contains  the  most  modern 
equipment  for  integrated  pro¬ 
duction  of  special  varnishes 
and  all  type  of  printing  inks, 
including  rotary  black  ink  for 
magazines  and  newspaper  inks 
formerly  produced  at  the  firm’s 
Chicago  factory. 


Media  Chief 
Sold  on  Color 

“We  are  firmly  convinced  of 
the  impact  of  ROP  color,”  Wil¬ 
liam  Dekker,  vlcepresident  ano 
media  director  at  the  home  oflicf 
of  McCann-Erickson  Inc.,  said 
this  week.  Most  recent  use  of 
color  by  this  agency  was  for 
the  introduction  of  Esso's 
“Golden  Extra.” 

Mr.  Dekker  expressed  the 
opinion  that  what  was  holdinj; 
back  rapid  advance  of  color  ad 
vertising  in  newspapers  wa: 
the  fact  that  no  New  5orli 
dailies  were  yet  equipped  tf 
print  4-color  ads. 

“When  we  travel  outside 
New  York  and  pick  up  papers 
in  such  places  as  Milwaukee 
and  Chicago,  we  are  amazed  ai 
the  progress  being  made,”  b 
said.  “Yet  we  still  have  reser¬ 
vations  regarding  the  over-al 
standai'ds  of  reproduction. 

“While  we  have  not  beer- 
able  to  lay  a  money  yardstick 
on  ROP  color,  we  have  becoiii> 
certain  that  advertisers  gc' 

what  they  pay  for  in  increasec 
readership.” 

Color  In  9  Coluiiiiij* 

Corvallis,  On 

The  Gazette-Times  has  pur¬ 
chased  a  24-pagc  Dcck-A-Tub 
press  from  the  Palto  AH'' 

(Calif.)  Times  and  has  changes 
from  eight  to  nine-column 

pages.  The  new  press  als" 

makes  possible  the  use  of  color 
The  old  Duplex  flatbed  pn^-' 
had  been  in  use  25  years. 
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Some  folks  get  a 
*BIGGER  HALF 
tlian  other  folks 


V/7  Cleveland  1,  2  the  people  buy  3/4  of  the  goods. 
You  concentrate  on  this  Better  Economic  Half  in... 


The  better  you  know  an  area 
the  better  you  sell  an  area 

The  market  research 
department  of  The  Plain 
Dealer  offers  many  studies  on 
the  sale  of  most  important 
commodities  in  Greater 
Cleveland.  Write  for  our  list  of 
publications.  They’re  yours 
for  the  asking. 


The  Cleveland  PLAIN  DEALER 
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In  the 
MIRROR 
any  day  or 
every  day 
you  can  buy 
ROP  Full 


CIRCULATION 


Color  Gives  Impact  — 
Added  Plus"  for  Readers 


By  George  A.  Brandenburg 


p 

ly 

poi'tunity  to  reflect  the  bright- 
ness  of  South  Florida  life.”  h 
helps,  he  adds,  “tell  a  more  cob 
plete  story  of  the  unique  wr. 
of  living  here  to  our  readtri 
who  include  permanent  rtii 
dents,  visitors  and  the  stotd\ 
stream  of  newcomers  who  plr 
to  live  here.” 

The  Herald  gives  the  full 
color  treatment  to  four  Sundi 
sections,  tbe  ROP  Sunday  W 


color  is  a  big  help  in  creating 
reader  interest  and  maintaining 
home  delivery  subscribers. 

Color  Cartoons 


tions,”  said  Mr.  Kelleher. 

“The  major  one  is  the  Oranp 
Bowl  edition,  which  is  packed 
with  full  and  spot  color  on  ill 
phases  of  the  whole  bright  spec- 


The  positive  advantage 
of  using  color  to  make 
your  sales  message  more 
effective  is  apparent  to 
any  advertiser  experi¬ 
enced  in  newspaper  ad¬ 
vertising.  Color  can 
transform  an  otherwise 
"ordinary"  advertise¬ 
ment  into  an  inviting, 
vibrant  presentation  of 
your  product.  Color  not 
only  enhances  the  gen¬ 
eral  layout  of  your  ad¬ 
vertisement  —  it  can 
bring  to  it  a  new  quality 
.  .  .  that  vital  intangible 
required  to  stop  and 
hold  your  prospect's  at¬ 
tention!  You  sell  faster 
with  colorl 

Color  is  available  in  the 
ALTOONA  MIRROR 
any  or  all  six  days  of 
the  weeki  Use  the  com¬ 
bination  you  want. 

ROP  FULL  COLOR! 


Eltoona 

SllZirror. 


ALTOONA,  PENNSYLVANIA 

"Nothing  Counit  But  Results'' 
RICHARD  E.  BEELER,  Adv.  Mgr. 


Run-of-paper  color  can  and  tomers. 
does  have  a  terrific  impact  on  Elmer  Schroeder,  Milwaukee  magazine,  “Fun  in  Florida,”  uc 
newspaper  circulations,  judging  (Wis.)  Journal,  pointed  out  usually  in  the  Thursday  fooc 
from  a  spot  check  made  by  E&P  that  since  the  introduction  in  section.  “We  feel  that  color  hu 
among  circulation  managers  Sept.,  1953,  of  a  Sunday  men’s  contributed  to  the  enthusiastk 
whose  papers  print  color.  section,  together  with  a  new  acceptance  of  our  special  s«c- 

Most  circulation  managers  home  section,  with  a  lot  of  color 
agree  that  color  is  not  neces-  in  both  of  these  sections,  the 

sarily  a  sure-fire  circulation  Journal’s  Sunday  circulation  has 

builder  as  far  as  newsstand  sales  gone  up  27,000  copies  and  con- 
are  concerned,  but  that  ROP  tinues  to  climb  steadily. 

“On  the  daily,  we  use  color  tacle.  We  sell  tens  of  thousands 
practically  every  day,”  said  Mr.  additional  copies  of  this  edition 
Schroeder.  “Each  Thursday  our  through  advance  promotion  each 
food  section  has  color  on  the  year,  using  in-paper  ads,  write- 
front  page  and  usually  a  recipe  in  color  wrappers  at  high-traffic 
The  Chicago  Tnbuneh&s  pio-  which  ties  with  the  picture,  street  locations,  and  flyers,  lU 

neered  full  color  on  the  front  -phe  section  is  loaded  with  ROP  promoting  full  color  among  tlx 

page  for  years  in  presenting  its  color  ads,  all  of  which  are  per-  features.” 

daily  editorial  cartoon.  The  car-  fectly  reproduced.  Home  fur¬ 

nishing  is  frequently  featured 
during  the  week.  Daily  circula¬ 
tion  since  1953  has  gone  up 
16,000  copies.” 

Color  Has  Magnetism 


toon,  along  with  the  American 
flag  in  the  “ear,”  (both  in  full 
color)  have  become  virtual 
“trademarks”  for  that  morning 
newspaper,  both  among  home 
delivery  and  newsstand  cus- 


Color  in  California 


Monroe,  Louisiana 

★  NEW  GOSS 
HEADLINER 

PRESS 

★  NEW  MODERN 

PLANT 

"Ask  the  Branliam  Man'’ 


Turning  to  that  other  faud 
sunshine  spot  in  .\merica- 
California — Ray  Marx,  Lot  At- 
geles  Times  and  Mirror-Nm, 
says  ROP  color  has  never  beet 
There  is  no  question  about  given  a  real  opportunity  to 
the  magnetism  of  spot  news  boost  circulation  on  the  Times 
color  when  used  on  page  one,  “This  is  due  most  to  productioi 
Mr.  Schroeder  told  E&P.  “It  difficulties  arising  from  the 
snaps  up  the  paper  and  accel-  large  page  content  of  the 
crates  street  and  dealer  sales.  Times,”  he  explained,  “together 
Journal  news  and  production  de-  with  use  of  the  same  presses  to 
partments  are  constantly  alert  print  the  Mirror-News  in  the 
to  these  possibilities  —  such  evening.  In  addition,  ROP  color 
events  as  fires,  train  wrecks,  advertising  has  further  re 
political  conventions,  elections 
and  sports  events  lend  them¬ 
selves  to  color  pictures.” 

Down  Florida  way,  Dennis  G. 

Kelleher  of  the  Miami  (Fla.)  , 

Herald  promotion  department,  paper’s  Pasadena  Rose  Bow 
reports  that  ROP  full  color  has  Parade  edition  on  New  Yars 
been  “an  added  plus”  for  Herald  day.  In  this  edition,  the  Times 
readers  since  early  in  1954.  The  runs  a  full-page  ROP  color  pic- 
Herald,  like  many  other  news-  ture  of  the  queen, 
papers,  has  used  spot  color  for  “We  also  used  the  full  color 
more  than  20  years.  process  to  illustrate  the  Nevidt 

“We  feel  the  new  color  set-up  “^om  bomb  test  sto^  a  fe» 
has  contributed  strongly  to  the  “ 

overall  reader  impression  of  the  sports,  color  has  been 
Herald  as  a  valuable  reading  connection  ^th  stories  J 

racing  at  Santa  Anita  and  to« 


stricted  the  use  of  editoriil 
color.’ 

The  most  notable  use  of  edi¬ 
torial  color  in  the  Times  hu 
been  in  connection  with  that 


package,”  said  Mr.  Kelleher. 

“Our  use  of  color  is  calculated 
more  to  build  the  continued  in¬ 
terest  of  home  readers,  rather 
than  as  an  eye-catcher  for  news¬ 
stand  sales.  More  than  90%  of  —  —  :Te;k7"he- added 

our  circulation  is  home  de-  Wn  use- 

On  page  one  it  has  been  use¬ 
ful  for  focusing  attention  on 
features  making  their  first  aPj 
Getting  a  bit  more  “patriotic”  in  the  paper.  Spec* 

about  the  sunshine  Floridian 
clime,  Mr.  Kelleher  says  “color 
is  giving  us  an  exceptional  op- 
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livered.” 

Tells  Colorful  Story 


ball. 

“Due  to  lesser  page  content 
of  the  Mirror-News,  our  after¬ 
noon  paper  has  been  able  to  use 
ROP  color  editorially  two  or 


11^  -w 

events  such  as  the  Rose  Fsnat 
.\cademy  Award  winners.  Conn- 

(Continued  oa  page  ‘26) 
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Purple  Gives  Store 
Regal  Recognition 


New  Orleans 

One  of  the  largest  users  of 
color  advertising  has  found  it  so 
effective  that  its  special  color 
has  become,  virtually,  as  identi¬ 
fied  in  the  public  mind  with  the 
company  as  the  very  name  of 
the  firm  itself. 

This  was  a  comment  recently 
made  by  Jacob  L.  Seemann,  ad¬ 
vertising  manager  of  the  Katz 
&  Besthoff.  Inc.,  stores  in  New 
Orleans. 

Mr.  Seemann  was  discussing 
color  advertising  in  general  and 
ROP  color  advertising  in  par¬ 
ticular. 


“We  started  using  ROP  color 
back  in  1928,”  he  said,  “and 
we’ve  never  stopped. 

“We  decided  to  start  using 
color  because  it  catches  the 
reader’s  eye  a  lot  quicker;  and 
we  wanted  a  color  people  would 
associate  with  quality  (‘only  the 
best’  is  our  slogan)  and  we 
settled  on  purple. 

“Purple  is  associated  with 
royalty  and  has  a  regal  aspect 
and  we  thought  it  would  tie  in 
wdth  the  high  standard  of  qual¬ 
ity  of  Katz  and  Besthoff’s  facili¬ 
ties,  services  and  products. 

“We  engaged  a  printing  ink 


corporation  to  develop  a  special 
ink  for  us  made  with  a  special 
formula.  It’s  known  as  K&B 
purple. 

“And  now  we  have  purple  on 
everything,  our  labels,  station¬ 
ery,  trucks,  store  fronts,  wrap¬ 
ping  paper.  If  I  cut  myself,  I 
bleed  purple.” 

“ROP  color  advertising  is 
simple  and  direct.  We  try  to 
get  the  back  page  of  the  paper, 
not  the  back  page  of  a  section, 
but  the  very  back  page.  That 
way  when  people  read  their  pa¬ 
per  on  the  street  car  going  to 
and  from  work  everybody  on 
the  car  knows  that  there’s  our 
ad.  It’s  the  same  thing  when 
they  wrap  something  in  their 
paper. 

“We’ve  never  kept  any  figures 
on  the  pulling  power  of  ROP 
color,  but  it’s  there.  I’ve  seen 


WILLIAM  C.  HERRICK  INK  CO. 

Lmpo'M 


BAST  RUTHERBORO,  N.  J. 


QUALITY  INKS  FOR  PRINTERS,  LITHOGRAPHERS  AND  NEWSPAPERS 


color  ads  draw  what  looked .  -  f 
to  me  twice  as  much  busir.. 
as  black  and  white. 

“Here’s  an  example.  It  . 
pened  about  four  years  ago. 
newspaper  got  our  ad  mi\- 
with  another  store’s.  It  was  i: 
one  of  those  things  that  happi: 
in  a  composing  room.  T  i 
store’s  ad  went  out  with 
color. 

“Well,  even  though  that  store, 
name  was  all  over  the  ad  peopi, 
were  coming  into  our  stores »[  ' 
day  long  wanting  the  produc:- 
the  other  company  had  adve 
tised.  They  saw  the  purple  ao. 
they  assumed  K&B. 

Sets  Ad  Apart 
“ROP  color  simply  attract, 
attention.  It  sets  your  ad  apar. 

It  has  impact.  If  you  use  it 
consistently  the  public  thinks  of 
your  company  right  off  the  bat 
The  first  K&B  store  wa, 
founded  in  New  Orleans  soBt 
51  years  ago  by  Gustave  Kat: 
and  S.  J.  Besthoff  Sr.  Their 
sixth  store  was  opened  in  IJIS. 
the  year  the  decision  was  nude 
to  begin  using  ROP  color  adve: 
tising. 

“That  year,”  Mr.  Seeman 
said,  “we  began  to  use  about 
one  page  a  week.  I.ater  on  we 
began  using  two  pages  a  weei 
and  three  years  ago  we  berar. 
using  three  pages  a  week. 

“Right  now  we  use  two  paje^ 
a  week  in  the  Times  Pieamrt 
and  one  page  a  week  in  the  Sn 
Orleans  Hem. 

“The  color  has  become  our 
trademai'k  as  well  as  our  name. 
You  realize  color  cost  a  heck  of 
a  lot  more  money.  But  weighinr 
it  in  the  balance  it’s  worth  it 
If  we  dropped  our  color  ads  *e 
might  as  well  drop  our  name 
too.  We  are  going  to  stick  with  it 
“Today  we  have  19  stores, 
many  of  them  expanded  to  sncr. 
a  point  they  are  three  times  as 
large  as  the  original  store,  anc 
as  our  business  grows  I’m  sure 
our  use  of  ROP  color  will  iu-  I 
crease.  I 

“Apparently  it’s  increasing  air  | 
over  the  country.  I  see  a  lot  of  | 
national  advertisers  are  usinc  | 
it  more  and  more.”  I 

S.  J.  Besthoff  is  president  of 
the  company  and  E.  H  Chapote.  i 
is  vicepresident  and  genera 
manager.  • 

AP  Staff  Changes 
At  Minneapolis  j 

MiNNEAPOLF  I 

Ray  Hudson  of  Little  1 
has  been  named  traffic  chief 
the  Minneapolis  bureau  of 
sociated  Press,  succeeding  Bii‘  j 
Edwards,  who  has  transfene'- 
to  Denver. 

Gene  Herrick,  AP  photo^ 
pher  at  Memphis,  also  will  jo'" 
the  Minneapolis  staff. 
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When  it’s  a  question  of  results,  the  answer  is  always 
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Color  Impact 

(Continued  from  page  22) 

ty  Fair  and  football  games.  A 
Thursday  food  section  in  color 
has  brought  fourth  a  great  deal 
of  comment  from  readers.” 

Color  on  a  Shoestring 

As  an  example  of  what  a 
smaller  daily  can  do  with  color, 
Ted  Durein,  managing  editor 
of  the  Monterey  (Calif.)  Penin¬ 
sula  Herald,  has  been  showing 
his  bigger  brothers  at  the 
.\NPA  Mechanical  Conference 
and  the  first  annual  ROP  Color 
Conference  in  Chicago  last  Fall, 
that  editorial  color  can  be  done 
on  “a  shoestring.” 

“Our  only  distinction,  if  any, 
is  that  we  do  it  with  practically 
no  special  equipment  and  at 
very  little  cost,”  asserts  Mr. 
Durein.  “Our  only  equipment 
is  a  $52  densitometer,  a  few 
home-made  gadgets  in  the  dark 
room,  and  a  color  humj)  on  our 
24-page  stovepipe”  (a  Duplex 
tubular  press). 

With  only  one  photographer 
and  one  engraver,  the  Herald 
produces  considerable  local  news 
in  color  pictures,  including 
county  fairs  and  fiestas;  and 
reproduces  AP  Wirephoto  color 


pictures.  At  last  year’s  opening 
of  the  county  fair,  the  Herald 
devoted  its  entire  front  page 
to  a  series  of  full  color  pictures 
taken  on  the  opening  day  and 
published  the  following  day. 

Color  Not  a  Gimmick 

ROP  daily  news  color  is  not 
something  for  the  “newspaper 
of  tomoriow,  nor  is  a  mere 
circulation  gimmick,”  M.  E. 
Fisher,  Minneapolis  (Minn.) 
Star  and  Tribune,  told  E&P. 
He  knows  whereof  he  speaks 
because  ROP  color  for  spot 
news  and  feature  i)ictures  was 
instituted  in  the  Star  on  a  regu¬ 
lar  daily  basis  in  February,  1956. 

“ROP  color  is  here  now,” 
said  Mr.  Fisher.  “And  it  is 
here  as  a  solid,  practical  and 
inevitable  step  toward  giving 
today’s  newspaper  readers  a 
new.spaper  that  better  fits  their 
interests  and  way  of  living,  so 
that  it  will  hold  and  improve 
the  newspaper’s  position  as  an 
important  i)art  of  their  daily 
lives. 

“News  color  probably  is  the 
most  important  long  range 
development  towards  giving 
readers  a  better  product  to  read 
and  circulators  a  better  product 
to  sell  since  the  introduction  of 
news  pictures  transmitted  by 
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Makes  SPRINGFIELD,  Illinois 
A  TOP  TEST  MARKET 

AGRICULTURE.  INDUSTRY  and  CIVIL  SERVICE  give  Spring- 
field  —  Capital  City  of  Illinois  —  a  diversified,  balanced  economy 
that’s  ideal  for  market  tests.  For  best  test  results,  use  the  dominant 
Illinois  State  Journal  and  Register  —  100%  coverage  in  Sangamon 
Coimty  (Springfield)  and  60.8%  in  the  entire  11-county  market. 

R.O.P.  COLOR,  TOO!  BLACK  AND  1,  2,  OR  3  COLORS  —  BRILLIANTLY 
REPRODUCED  ON  OUR  NEW  GOSS  HEADLINER  PRESS. 

JIUtmitB  ilournal  and  firgiatpr 


COPLEY  NEWSPAPERS  15  "Hometown”  Newspaper*  Covering 
Springfield,  Illinois— Northern  Illinois— Greater  Los  Angeles— and  Son  Diego,  Cali¬ 
fornia  . . .  Served  by  the  COPLEY  Washington  Bureau  arid  the  COPLEY  News  Service. 
REPRESENTED  NATIONALLY  BY  WEST-HOLIIDAY  CO.,  INC. 


“It  is  obvious  that  daily  news  long  pull,  and  not  for  flash  in. 
color  pictures  offer  a  brighter,  crease  in  street  sales  and  hoBt 
more  attractive  package  for  delivered  customers.” 
carrier  salesmen  and  news  Tribune  Completely  Sold 
dealers  to  sell.  But  we  never 

have  felt  that  a  few — or  even  Speaking  as  the  “granc 
several — spot  news  pictures  in  daddy”  of  daily  ROP  color, 
color  would  skyrocket  our  street  Charles  Corcoran,  Chicago  Thi- 
and  dealer  sales,  or  bring  in  a  circulation  director,  g|)\ 

flood  of  new  subscriptions.  The  “we  consider  color  to  be  a  vale. 
Star  circulation  is  86%  home  able  part  of  the  Tribune  anc 
delivered.  So  our  chief  goal  is  we  ai'e  completely  sold  on  it’ 
to  give  our  present  readers  the  Corcoran  hastened  U 

kind  of  product  that  will  con-  add,  however,  that  color  cr 
tinue  to  hold  their  interest  and  never  substitute  for  the  fundi 
attention  and  our  fair  share  of  niental  services  supplied  by  th 
their  time.  news,  editorials  and  featun 

“News  color  daily  does  give  columns,  “but  it  adds  tremec- 
you  competitive  sales  advan-  dously  to  the  appeal  of  tk 
tages.  It  does  mean  that  you  paper.” 

can  give  readers  the  latest  news  He  called  attention  to  the 
pictures  in  color  long  before  fact  the  Tribune  saw  the  valw 
those  readers  will  have  oppor-  ROP  color  as  a  daily  editor- 
tunity  to  see  them  in  magazines,  jal  feature  back  iii  1932  whei 
.4nd  currently  it  does  mean  that  began  printing  its  page  one 
you  are  giving  them  pictorial  editorial  cartoon  in  color.  He 
news  coverage  that  television  tipped  his  hat  to  Carej 

cannot  match.  And,  by  the  time  Orr.  Tribune  chief  editorial 
color  TV  is  in  position  to  do  a  cartoonist,  whose  mechanin! 
consistent  job  of  presenting  bent  also  contributed  to  the 
news  pictures  in  color,  newspa-  Tribune’s  color  cartoons.  “Oir’e 
per  color  should  be  so  firmly  patient  cooperation  with  the 

established  and  so  far  advanced  mechanical  department,  involv- 
technically  that  the  impact  of  ing  a  suggestion  here  and  it 
news  color  on  TV  will  be  attempt  at  the  hitherto  impos- 

greatly  reduced.  sible  there,  helped  bring  the 

“Depending,  of  course,  on  front  page  color  cartoons  froe 
your  local  situation — competi-  their  comparatively  pallid  stste 
tion,  area  you  serve,  etc. — there  14  years  ago  to  their  preser 
seems  to  be  no  question  but  that  technical  excellence,”  said  Mr 
the  regular  use  of  news  color  Corcoran,  who  continued: 
will  hold  or  increase  circulation  McCormkk 

Particularly  in  the  case  of 

evening  newspapers,  since  com-  “The  modem  phase  of  news- 

petition  for  people’s  time  and  print  color  printing  in  the  Trib- 
attention  seems  to  be  greater  une  started  following  the  first 
during  the  afternoon-evening  World  War  when  Colond 
reading  period  than  during  the  McCormick,  foreseeing  the  great 
early  morning  reading  period,  possibilities  in  color,  had  our 
Our  first  year  of  experience  production  department  begit 
with  news  color  daily  pictures  the  experimental  work, 
indicates  that.  We  think  the  “Each  year  we  print  daily 
second,  third  and  fourth  year  of  features  on  apparel,  home  dee- 
experience  will  continue  to  oration,  cooking  and  other 

I  prove  and  improve  its  value.  topics  in  four  colors.  From  time 
!  “But  let  me  emphasize  again  to  time  where  the  situation  has 
I  that  the  real  value  and  impact  warranted  it  we  have  run  news 
I  of  ROP  news  color  is  for  the  photos  in  four  colors.  Maps  are 

Also  reproduced  in  color  to  tie 
in  with  major  news  events  sihI 
seasonal  anniversaries. 

Aids  Sunday  Paper 

“No  reference  to  color,  of 
*****®B^^^H  couise,  should  overlook  its  in* 
portance  in  the  Sunday  fieM 
■  Color  comics  are  a  major  factor 
courier  ha,  yean  of  I  circulation  sales.  Color  adds 
LOR  experience  (4-  I  gH’eatly  to  the  appeal  of  tne 

»h'***»**  I  Sunday  Tribune  Magazine  and 

*  *  *  *■  I  other  sections  and  page* 

COMBINATION  I  where  we  use  color. 

JELLS!  M  “Editorial  color  has  definite 

beneficial  effect  on  circulation 
The  pages  in  color  placed  by 
advertisers  add  to  the  attrac- 
tiveness  of  the  paper.  We  are 
sold  on  color.  We  know  it  hdps 
iHilaMKALiLMuJ  build  circulation.” 
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R.O.P.  COLOR 

The  Post-Courier  has  yean  of 
R.O.P.  COLOR  experience  (4- 
color,  too)  plus  biigest  Metro¬ 
politan  Area  in  the  state! 

THIS  COMBINATION 
SELLS! 
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la^nislaw  Bycko  ar- 
week  ago  from  Ger- 
so  far  have  learned 
^few  English  words.  But 
tely  they  have  found  a 
'who  can  explain  in  Rusj 
Jerman,  languages  thi 
land,  the  meaning  of 
week  and  the  other 
erican  ways  they  are 
Ing  daily. 

Tanda  Szaszko,  like  Wit| 

(years  old  and  a  fifth 
But  she  is  also  un| 
isor  of  both  the  boys^^^ 

vho 

Seir  prob- 
TgYi  the  same 
Cigars  ago  when 
here  from  Po- 


Arid 

the  peace  and^ 
as  no  native  Amer7 
As  a  16-year-old  PdT 
was  taken  by  force  fr3 
tive  land  to  Germany 
slave  labor  duty  was 
streets.  Her  father  was 
death  and  when  she  was  td 
Germany  her  mother,  three 
and  brother  were  taken  to 
She  has  not  seen  them  sii 

Tears  came  to  her  eyes 
told  of  the  family’s  tragic 
tion.  Regaining  composure^ 
plained  she  did  not  min^ 
about  the  family’s  fats 
that  it  made  her  sad. 

Witold,  too,  unwittijj 
that  his  life  in  Gj 
all  been 


icthing  of  ths 
j  of  being  in  a 
|ble  to  communi- 
except  family 
ers  at  Lincoln 
jme  helplessness 
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Pink,  Green  and  Blue 
On  Tinted  Newsprint 


paper.  The  loss  of  brilliance  * 

between  engravers’  proofs  and  ’ 

the  press  run  was  carefully 

calculated.  Pastels  of  pink, 

green  and  blue  were  tested  on  i^HT 

both  types  of  newsprint. 

530,000  Copies 

The  press  run  was  530,000.  IjV 

Pages  1  and  2,  and  11  and  12 

of  the  section  carried  green  ink  ■ 

on  pink  paper,  pages  3  and  4,  ^ 

9  and  10  carried  pink  ink  on 

green  paper,  and  pages  5,  6,  7  '' 

and  8  carried  blue  ink  on  pink 
paper.  The  type  and  fashion  "^pT 

illustrations  were  printed  in  I 

black.  Some  110  gallons  of  | 
green  ink,  100  gallons  of  pink, 
gallons  blue 

were  , 

In  Atlanta,  ‘‘The  Battle  L 
Color”  is  an  exciting  one.  Color  Mrs.  Joan  Van  de  Erve 

has  been  used  by  both  Rich’s  j  •  ,.  «  i  ..i. 

and  Davison’s  since  1936.  pictures  of  c  othes  and 

The  store’s  use  of  color  and  become  interested.” 

its  importance  as  a  sales  mag-  Shopping  shows  a  marked  m- 
.  .  ,  •  ii.  X  j  ■  crease  the  day  a  color  ad  ap- 

net  IS  shown  in  the  steady  rise  ,  •  j  i  .  / 

,  ,  i  ii  A  1  ui  pears,  she  said.  Color  ads  for 

of  color  cost  outlay.  Available  i.  .  ,  a-  u 

j  ,  ■  -  ■  An-n  u  hats  and  cosmetics  have  ereat 

records,  beginning  in  19o0,  show  ,  .,f  , 

xi.  A  •  Au  a:  A  ffo  inn  sales  power.  I  suppose  its  be- 

that  in  the  first  year  $3,100  ^  ,  •  i-  i  j  -.i. 

.  -  Ai-'  A  A^  j  cause  color  is  linked  with 
was  spent  for  this  type  of  ad.  ,  o  xi  a,  x 

In  1956,  the  store  spent  $28,337.  ^ 

•  inrA!  Au  A  w’oman  wants,  she  said. 

During  1956  the  store  ran  ^ast  vear  1956  Davison’s 

426,409  lines  of  color  advertis- 

•  Ai-  Axi  X  XT  used  more  color  linage  than 

mg  in  the  Atlanta  Newspapers,  Davison’s  used  460,465 

Dividend  Days  lines. 

“Our  first  use  of  color  was  Julian  Trivers,  Davisons 

for  store  wide  events  and  for  vicepresident,  summed  up  his 
special  sales,”  said  Mrs.  Van  store’s  use  of  color  by  saying: 

de  Erve.  “It  is  one  of  the  have  increased  our  use  of 

greatest  drawing  cards  we  have  KOP  color  each  year.  1956  was 

ever  had  and  its  use  showed  a  ^  wide  margin  our  bigtgest 

marked  increase  in  sales  from  We  like  color  for  its  extra  at- 
the  very  first  appearance.  tention-getting  ability.  15  e  em- 

“Dividend  day  sales  were  an-  Ploy  color  whenever  we  have 
other  tremendous  result  of  color  important  message  of  insti- 
ads.  We  found  that  these  days,  tutional  or  storewide  event 
publicized  in  color,  amounted  to  nature  to  tell.  We  feel  that  the 
exactly  what  they  were — divi-  extra  attention  color  earns  Us 
dends  for  the  store.  We  used  1®  worth  the  extra  cost, 
blue  color.”  Mr.  Trivers  mentioned  that 

One  of  the  largest,  both  from  “color  advertising  is  somewhat 
a  merchandising  as  well  as  a  expensive  and  it’s  not  the  ma- 
financial  standpoint,  is  Rich’s  S'C  answer  to  all  departmen. 
annual  Harvest  sale  held  each  store  selling  problems  \\e  art 
fall.  Every  day  during  the  ten  concerned  with  the  law  o 

day  sales  and  bargain  event,  a  diminishing  returns  setting  u 
different  color  is  used  for  the  should  the  use  of  color  beco^ 
a(jg  a  great  deal  more  widespread 


Bouquets  are  in  order  for  the 
Siinday  Atlanta 
Jonnial-Constitntion's  special 

spring  advertising  section  from  throughout  the  section,  “Flower 
Rich’s  which  may  mark  the  first  Market  to  Fashions.”  The  store 
use  of  colored  new’sprint  stock,  further  carried  out  the  theme 
green  and  pink,  with  spot  color,  with  an  open  air  sidwalk  mar- 
pink,  green  and  blue,  for  special  ket  in  front  of  the  store, 
advertising  sections.  Atlanta  Newspapers’  produc- 

The  12-page  section  was  a  tion  manager.  Chapman  Turner, 
brain  child  of  Rich’s  advertis-  assisted  the  department  store 
ing  department  with  Mrs.  Joan  in  the  technical  planning  of  the 
Van  de  Erve,  advertising  man-  section.  The  engravings  were 
ager,  leading  the  way.  The  pro-  made  in  the  Journal-Constitu- 
motion  tied  in  with  the  opening  tion  plant.  Many  shades  of  ink 
of  spring  selling  in  the  South’s  were  mixed  and  proofs  pulled 
largest  department  store.  A  before  the  desired  effect  was 
flower  motif  was  carried  obtained  on  the  pink  and  green 


/  among  oil 
/  evening 
/  newspapers  in 
the  United  States 


DEPARTMENT  STORE 
ADVERTISING 


Also  during  the  year  1956,  the  Buffalo  Evening  News 
published  80.2%  of  the  total  volume  of  department 
store  advertising  in  the  two  daily  newspapers  and  over 
half  of  the  total  volume  in  Buffalo  in  daily  and  Sunday 
newspapers  combined. 

(SOURCE  t  Media  Racordt,  Inc.) 

SELL  THE  NEWS  READERS  AND  YOU  SELL  THE  WHOLE 
BUFFALO  AAARKET  OF  OVER  1,600.000  PEOPLE 


Buffalo  Evening  News 


KELLY-SMITH  CO. — National  Representatives 


DON’T 
OVERLOOK 
THE  FACT... 

THAT  IN  1956 
THE  FORT  WORTH 
STAR-TELEGRAM 
PUBLISHED 
1,083,185  LINES* 

(18th  in  the  U.S.) 

OF 

R.O.P.  COLOR 

ADVERTISING 

*Media  Records 


Rapid  growth  of  ROP  Color  advertising  in  the  Fort  Worth  Star-Telegram  has  made  the 
newspaper  even  more  productive  to  its  national  and  local  advertisers.  On  every  hand  you 
hear  about  outstanding  successes  with  newspaper  color  in  Fort  Worth. 

You  can  get  your  share  of  the  Fort  Worth  3-billion  dollar  market  by  including  color  in 
your  next  schedule  in  the  Star-Telegram.  We  will  be  happy  to  send  you  recent  samples 
of  ROP  color  reproduction  on  request. 


Color  also  available  in  Texas  Ranch  A  Farm  Magazine  published  2nd  Sunday 
of  each  month  and  distributed  with  Sunday  Star-Telegram. 


Fort  Worth  Star-Teleg^ 

AMON  G.  CARTER,  Jr.,  President  and  National  Advertising  DirAftor^ 


RCULATION 


without  the  use  of- schemes,  premiums  or  contests 
"Just  a  good  newspoper" 
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750  Color  Pictures 
Run  During  a  Year 


Minneapolis  In  spite  of  mechanical  prob-  politics,  education,  art,  medi-  run  in  color  and  more  women’i 
r  of  publishing  news  lems  and  an  acute  shortage  of  cine,  science,  fashions  and  the  material  should  get  color  corer- 
in  color  five  days  a  good  color  pictures  from  the  entertainment  world.  There  was  age. 

the  Minneapolis  Star  usual  news  photo  services,  the  foreign  coverage  from  such  re-  Citing  a  grave  weakness  in 

Ited  in  750  color  pic-  Star’s  impressive  first  year  re-  places  as  Nepal,  Cam-  coverage  of  national  news  in 

iblished,  “many  sue-  cord  shows:  bodia,  Algiers,  Amman,  Sharm  color,  the  report  suggests  that 

>me  discouragements.”  — more  than  750  color  pic-  gj  gheikh,  Cortina,  Melbourne,  the  AP,  UP  and  INS  photos 

the  report  of  the  Star's  tures  printed  Ljttjg  America  and  Formosa,  services  need  “a  philosophy  of 

esk  to  the  Minneapolis  —200  of  the  250  page  one  Russia,  Hungary,  Egypt  and  color”,  and  that  newspaper 
Tribune  executive  edi-  color  position  were  spot  news  Monaco.  In  all  81  countries  photographers  generally  need  to 
am  P.  Steven.  or  news  related  were  represented  in  Star  color  taught  to  think  in  terms  of 

b.  13,  1956,  the  Star  — the  total  Star  color,  page  coverage.  color. 

rinting  color  pictures  one  and  picture  page,  was  “on  Star  color  nictures  illustrated  Since  there  now  are  twice  as 

a  week  on  page  one  the  news”  national  news  98  times,  cover-  newspapers  able  to  prim 

le  picture  page.  —65  per  cent  of  the  time;  the  jng  politics,  and  the  elections,  ^®''®  origin- 

the  UN,  earth  satellite  models  ally  members  of  the  wirephoto 

and  a  strike.  network,  the  report  suggests, 

But,  by  far  the  greater  num-  ^l'®*®  newspapers  should  urge 

ber  of  color  positions— 342—  the  development  of  more  regular 

were  used  for  local  color  sub-  ^nl®*"  operations, 
jects.  Sixty-eight  per  cent  of  ®  operadon. 

the  Star  color  subjects  were  in  ^"®  “a®  i®®t-  It 

the  local  fields,  reflecting  the  moving  to  higher  ground 

theory  that  the  best  read  ma-  "««  what  can  be  done  about 
terial  is  likelv  that  which  con-  good  color  which 

cems  the  reader’s  home  area.  with  industry- 

Among  the  local  coverage  Participation,’  the  report 

worn  donnrafa  {of  r.lo«o  COncludeS. 


Mark  WORCESTER  a 
MAJOR  DRUG  MARKET 
with;$22;;9097dOGCm  Drug  Sales 

HOW  f^S,0H265 

Worcester  County  fomilies  buy  their  drugs,  drug 
sundries  and  cosmetics  in  four  types  of  outlets. 


$617,890* 
in  Department 
Stores 


$995,082 

in  Variety  Stores 


$4,579J93- 
in  Food  Stores 


$18,899,000^ 

in  DRUG  STORES 


If  you  judge  the  Worcester  Drug  Market  by  Drug 
Store  figures  alone,  or  by  the  local  wholesale  drug 
picture,  you  miss  sales  of  more  than  $6,142,000. 

Local  level  knowledge  of  this  $624,927,000  retail 
market  is  a  must  for  top-level  decisions. 

'Based  on  report  from  Federal  Reserve  Bank  and  1954  Census  of  Business 
tBased  on  Survey  by  Progressive  Grocer  tSales  Management  Survey  of 
Buying  Power  — May  1956  "Publisher’s  Statement,  Sept.  30.  1956. 
Worcester  Telegrom-Gozette  Circulation:  Doily  159,666^^;  Sunday  106,296^^ 


.4rchitecl8’  Prize 


AND  A/.K  I 

WORCESTER,  MASSACHUSETTS 

Howard  M.  Booth,  Publisher 

MOLONEY,  REGAN  1  SCHMITT,  lie. 

Notionof  Represenfoftres 


EDITOR  &  PUBLISHER  for  March  30.  195 


now  in  the 


''first  50"  in  R.O.P*  color 


Even  with  limited  color  facilities  the  Toledo 
newspapers  were  among  the  first  50  news¬ 
papers  in  R.O.P.  color  last  year. 


AND  MORE  COLOR  FACILITIES 
READY  SOON  .  .  . 


The  installation  of  new  presses  with  more  color 
equipment  is  almost  completed  and  will  enable 
us  to  handle  twice  as  much  color— and  provide 
a  full  range  of  color  flexibility! 


I 


TOLEDO  BLADE  cwu(  Stwtdaij. TOLEDO  TIMES 


represented  8Y  MOLONEY, 
editor  8c  publisher  for  March  ?0.  1957 


SCHMITT,  INC. 


REGAN 


& 


t? 


Judges  Named  for  E&P 
ROP  Color  Competition 


is  an  assistant  department  head  previously  vicepresident  and  di- 
and  group  supei^visor  of  NL&B  rector  of  service  and  productior 
agency.  Educated  at  Northwest-  at  Foote,  Cone  &  Belding.  Hi. 
em  University,  American  business  career  of  more  thar, 


Chicago 

Members  of  the  screening 
jury  and  final  judges  for  the 
Editor  &  Publisher  1957  ROP 
Color  Awards  Competition,  co¬ 
sponsored  by  the  American  As¬ 
sociation  of  Newspaper  Repre¬ 
sentatives,  Art  Directors  Club 
of  Chicago  and  the  Advertising 
Agency  Production  Men’s  Club 
of  Chicago,  were  announced  as 
follows; 

SCREENING  JURY:  John 
Amon,  art  director,  Needham. 
Louis  &  Brorby,  Inc.;  Orville 
Sheldon,  ait  director,  Foote, 
Cone  &  Belding;  John  McComb, 
John  M.  McComb,  production 
manager,  Erwin,  Wasey  &  Co.; 
Ernst  F.  Neubauer,  production 
manager,  Campbell-Mithun, 
Inc.;  James  Chisholm,  assistant 
production  manager,  NL&B; 
and  George  Heiland,  vicepresi¬ 
dent  and  general  manager.  In¬ 
taglio  Service  Corp. 

Judge  National  Ads 

FINAL  JUDGES:  Dr.  Albert 
A.  Sutton,  chairman.  Depart¬ 
ment  of  Graphic  Arts,  Medill 
School  of  Journ'dism.  North¬ 


western  University;  James 
Sherman,  art  director,  McCann- 
Erickson,  Inc.;  and  Edward  L. 
Tollefson,  vicepresident,  Foote, 
Cone  &  Belding. 

These  men  will  screen  and 
judge  the  newspaper  ROP  color 
national  ads  published  between 
Oct.  1,  1956  and  May  31,  1957, 
for  outstanding  reproduction. 
Deadline  for  entries  is  June  30, 
1957.  (E&P,  Nov.  10,  1956, 

p.  45.)  E&P  plaques  will  be 
pre.sented  to  winning  newspa¬ 
pers,  together  with  certificates 
of  merit  to  the  advertising 
agency  placing  the  color  ad  and 
to  the  national  advertiser  client. 

Awards  will  be  made  at  an 
“Oscar”  type  dinner  on  Tuesday 
evening.  Sept.  24,  at  the  close 
of  the  second  annual  Newspaper 
ROP  Color  Conference,  staged 
by  the  AANR  in  Chicago  at 
the  Sheraton  Hotel. 

Art  Directors 

John  W.  Amon,  art  director 
of  Needham,  Louis  &  Brorby, 
Inc.,  for  the  past  nine  years,  is 
currently  president  of  the  Art 
Directors  Club  of  Chicago.  He 


“Capco”  Portable  Ink  Fountain 

^  Installation 
T  on  late 

model  Goss 
Headliner 

•  Provides 
COLOR 
efficiently 

•  Increases 
production— 
affords  press¬ 
room  savings 
up  to  75% 

Weight — Approx.  30  lbs. 

•  Saves  time  of  pressmen— no  costly 
installations 

•  Can  be  used  on  new  or  older  equipment 

•  Easily  operated  and  easily  maintained 

Let  us  tell  you  ubout  the 
Muny  Other  Feutures! 

CAPITAL  TOOL  and  Manufacturing  Co. 

5000  CALVERT  ROAD  COLLEGE  PARK,  MARYLAND  UNION  4-7677 


30  years  in  advertising  and  the 
graphic  arts  has  included  nine 
years  with  Blackett,  Sample 
and  Hummert  as  productioi 
service  manager,  the  vicepresi- 


Academy  of  Art  and  Art  Insti¬ 
tute  of  Chicago,  Mr.  Amon  has 
served  on  many  art  award  and 
advertising  juries. 

Or\ill  Sheldon  is  art  director 
of  Foote,  Cone  &  Belding,  Chi-  dency  of  Chicago’.s  Rapid  Elec 
cago,  and  is  serving  as  first  trotype  Co.,  for  whom  he  actec 
vicepresident  of  the  Art  Direc-  as  Midwest  representative.  Ht 
tors  Club  of  Chicago.  was  a  charter  member  of  the 

John  H.  McComb,  production  Chicago  Advertising  .Agenc\ 
manager  of  Erwin,  Wasey  &  “  ‘  ‘ 

Company,  has  had  24  years  of 
experience  in  the  graphic  arts 
field,  the  last  14  as  an  agency 
production  manager.  He  at- 


Production  Men’s  Club,  seivinc 
as  its  second  president  in 
1950^51. 

Dr.  Albert  A.  Sutton,  a- 
chairman  of  the  Department  o' 


tended  Northwestern  Univer-  Graphic  Arts  at  Medill  School 


sity,  Roosevelt  College  and  the 
University  of  Illinois.  He  is  a 
past  vicepresident  of  the  Adver¬ 
tising  Agency  Production  Men’s 
of  Chicago  and  has  served  as 
co-chairman  of  the  printing 
clinic  conducted  by  the  Chicago 
Federated  Advertising  Club. 


of  Journalism,  Northwester 
University,  has  served  as  dire(- 
tor  of  the  annual  typography 
contest  for  the  Inland  Daily 
Press  Association  for  the  pa.«t 
14  years.  His  10  years  of  news¬ 
paper  experience  included  thre« 
years  on  the  Emporia  (Kas.l 
Gazette,  before  entering  th 
teaching  profession.  He  has 
served  as  consultant  to  news¬ 
papers  and  magazines  on  typog¬ 
raphy  and  makeup  and  he  b 


Production  Directors 

Ernst  F.  Neubauer  has  been 
production  manager  of  the 
Campbell-Mithun  Advertising 
Agency  for  the  past  eight  years,  the  author  of  several  books,  in- 
having  been  engaged  in  the  eluding  “Design  and  Makeup  o' 
graphic  arts  field  for  30  years,  the  Newspaper,”  ( Prentice-Hal . 
mainly  with  engravers  and 
agencies.  He  is  recording  secre¬ 
tary  of  the  Advertising  Agency 
Production  Men’s  Club  of  Chi¬ 
cago  and  a  member  of  the 
Chicago  Club  of  Printing  House 
Craftsmen. 

James  Chisholm,  assi.stant 
production  director  at  Needham, 

Louis  &  Brorby  for  the  past 
10  years,  is  currently  president 
of  the  Advertising  Agency  Pro-  Cot7"&  “  BeldTng,'^  Ch“icago7’b 
duction  Men  s  Club  of  Chicago.  ^  president  of  th* 

He  has  been  actively  engaged  m 
the  graphic  arts  since  1934, 
having  previously  received  de¬ 
grees  in  marketing  and  business 
administration  from  Northwest¬ 
ern  University. 

George  W.  Heiland,  vicepresi¬ 
dent  and  general  manager,  In¬ 
taglio  Service  Corporation,  was 


Inc.). 

James  Sherman,  vicepresider: 
and  art  director  of  McCanr.- 
Erickson,  Inc.,  Chicago,  is  » 
past  president  of  the  Art  Di¬ 
rectors  Club  of  Chicago  and  t 
member  of  the  National  Society 
of  Art  Directors. 

Edward  L.  Tollefson,  vice- 
president  and  manager  of  pro¬ 
duction  and  service  at  Foote 


Advertising  Agency  Productior 
Men’s  Club 


Stars  anil  Stripes 
Si^is  Up  Stringers 

TOKI 

Pacific  Stars  and  Stripe$  t 
lining  up  newsmen  in  th 
United  States  as  “foreign  cor 
respondents”  in  a  reversal  o' 
the  usual  process. 

The  Army  newspaper,  printer 
in  Tokyo,  instigated  the  nto'i 
in  an  attempt  to  get  more  new- 
of  a  small  town  nature. 

“We  feel  we  are  everybody 
home  town  newspaper,”  ex¬ 
plained  Ernest  A.  Richter,  man 
aging  editor.  “We  want  to  dig 
up  news  and  features  of  a  tyi^ 
normally  not  covered  by  tht 
wire  services,  yet  vastly  w 
portant  to  thousands  of 
and  women  stationed  in  the  F»: 
East.  That  way  we  can  k«P 
those  in  service  in  touch  witr 
their  home  towns.” 

EDITOR  dc  PUBLISHER  for  March  30,  W5' 


Everything  in 
BALTIMORE 
revolves 
around 


MORNING  EVENING  SUNDAr 
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whatever 


Ads  in  color  attract  53%  more  returns,  according  to  the 
Newspaper  Advertising  Executives  Association.  (They  analyzed 
5  tnillion  inquiries  from  3,500  ads  to  establish  this.)  That’s  why  692 
dailies  have  some  color  already,  and  255  of  them  have  full  color.* 


Color  draws  attention  to  everything— fashions— cars— foods 
everything.  R.O.P.  color  adds  punch  like  that  to  editorial 
content  too. 


Join  the  swing  to  color  . . .  buy  the  best  equipment  there  is  . . . 
and  sell  the  advantages  of  color  to  your  readers  and  advertisers, 
We've  got  experience  you  can’t  match  anywhere  and  the  best 
equipment!  That’s  why  Hoe  Color  Convertible  presses  have 
been  unchallenged  in  the  field  for  years.  It  will  pay  you  to  get 
in  touch  with  Hoe. 


Nothing  makes  a  point  as 
strongly  as  color— even 
words  can  say  no  more. 


&co,//ve. 


910  East  138III  Strati,  New  York  54,N.Y. 

BHANCHES;  BOSTON  •  CHICAGO  •  SAN  FRANOSCO 


‘Source:  Editor  &  Publisher 
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HKT  EVER  IN  BOTH  DE  LUXE  AND  POCKET  EDITIONS.  I  PI  offers  two  completely  new  color 
specimen  books  to  newspaper  publishers,  advertisers  and  advertising  agencies.  “Color  for 
Newspapers”  —  in  both  de  luxe  and  pocket  editions  —  shows  a  full  range  of  ROP  colors  for 
newspapers  in  full  strength  and  tints,  all  hand-picked  colors  which  reflect  the  preference  of 
most  color  advertisers  throughout  the  country 

MORE  THAN  A  SPECIMEN  BOOK.  “Color  for  Newspapers”  offers  even  more  than  a  compre¬ 
hensive  selection  of  colors.  Both  editions  are  the  first  to  provide  a  guide  for  the  use  of  color, 
including  suggested  combinations  of  both  harmonious  and  contrasting  colors  .  .  .  color  com¬ 
binations  most  suitable  with  black  . . .  and  colors  for  holidays  and  seasons  of  the  year. 

“Color  for  Newspapers”  specimen  books  are  now  available  without  obligation  at  IPl 
branches  in  principal  cities  from  coast  to  coast  ...  or  write  to  the  IPI  Promotion  Department, 
67  West  44th  Street,  New  York  36,  New  York. 

IPl  and  1C  are  trademarks  of  Interchemical  Corporation 


"Color  for  Newspapers" 

...  a  practical  color-selling 
tool  which  simplifies  the 
rapid  selection  of  hundreds 
of  colors 

•  Process  Colors 

•  ROP  Colors 

•  Colors  for  Underprinting 

•  Halftone  Colors 

Plus  hints  and  suggestions 
on  possible  color  combina¬ 
tions  for  a  variety  of  pur¬ 
poses. 


EXECUTIVE  OFFICES:  67  W.  44th  ST.,  NEW  YORK  36,  N.  Y, 


RBIiY  ON  IPl  FOR  LEADBRSHIP  IN  INK  RBSBARGH 


Ford  Out  in  Front 
\Fith  ROP  Mileage 


I  )ETROIT 

Color — a  prime  factor  in  the 
Auto  City’s  big  production  and 
sale  of  cars — is  making  big 
eains  in  ROP  advertising  in 
this  area. 

Locally,  Media  Records  credit 
the  Ford  Motor  Co.  with  about 
1!M»,000  lines  of  ROP  color,  but 
the  real  story  of  ROP  color 
acceptance  by  a  major  adver¬ 
tiser  lies  in  the  national  figures. 
Media  Records  show  Ford  to  be 
the  largest  general  automotive 
user  of  ROP  color  with  3,467,- 
186  lines  for  the  passenger  cars 
and  1,142,774  for  the  Ford 
trucks. 

John  Bowers,  car  advertising 
manager  for  the  Ford  Division 
'aid  the  two-color  ads — in  black 
and  red — were  run  in  all  major 
market  areas.  He  did  not  dis¬ 
cuss  readership  results,  but 
there  have  been  surveys  show¬ 
ing  gains  from  50  to  75%  in 
readership  in  such  color  ads. 

Mr.  Bowers  did  say:  “We 
think  the  increased  cost  of  the 
color  ads  is  well  justified  by  the 
increase  in  readership.” 

•A  Chevrolet  spokesman,  when 


questioned  on  use  of  ROP  color, 
said:  “Chevrolet  has  not  done 
enough  ROP  color  advertising 
to  warrant  comment.”  Media 
Records  revealed  336,476  lines 
were  used. 

The  rest  of  the  General 
Motors  line — Cadillac,  Buick, 
Oldsmobile  and  Pontiac  showed 
varying  interest  in  ROP  in 
1956.  Cadillac  used  practically 
none  in  1956  and  said  it  had 
no  immediate  plans  to  use  it. 
Buick  listed  by  Media  Records 
as  using  228,660  lines  in  ’56, 
said  it  has  no  current  plans  to 
put  it  to  use. 

Oldsmobile  used  ROP  only 
once  in  1956,  for  auto  shows. 
No  plans  have  been  made  to 
use  it  in  1957,  said  L.  F.  Carl¬ 
son,  director  of  advertising. 

Mr.  Carlson  pointed  out,  how¬ 
ever,  that  Oldsmobile  had  spent 
“slightly  over  a  half-million 
dollars  in  color  advertising  in 
newspapers  during  1956.  We 
used  four  colors  and  the  pages 
were  full-page  and  half  page  in 
size. 

“Naturally,  we  feel  that  color 
advertising  in  newspapers,  as 


well  in  magazines,  contributes 
much  to  the  pleasability  when 
advertising  a  product  such  as 
a  new  Oldsmobile.  Oldsmobile 
has  been  a  consistent  user  of 
color  advertising  in  newspapers 
for  several  years  and  feels  that 
the  investment  has  paid  off  very 
well.” 

Pontiac  tried  a  one-shot,  four- 
color  ROP,  full-page  ad  in 
seven  papers  in  three  markets 
tied  in  with  the  GM  Motorama 
in  1956.  The  spokesman  did  not 
consider  the  results  from  this 
effort  measurable.  Media  Rec¬ 
ords  shows  Pontiac  using  397,- 
751  lines. 

Getting  back  to  the  Ford 
divisions.  Mercury  reported 
that  it  had  run  a  very  small 
amount  of  ROP  color  in  1956 — 
“too  insignificant  to  be  meaning¬ 
ful.”  The  total  was  354,682  lines, 
according  to  Media  Records. 

A  “we’re-from-Missouri”  at¬ 
titude  was  reflected  by  the 
Mercury  spokesman,  who  said: 
“Mercury  is  interested  in  learn¬ 
ing  more  about  the  experiences 
with  ROP  color,  as  it  is  in  new 
methods  of  advertising.” 

One  of  the  “you-got-to-show- 
me”  school  was  Richard  E. 
Forbes,  director  of  advertising 
for  Chrysler  Corp.  He  said  that 
the  amount  of  ROP  color  used 
by  Chrysler,  Dodge,  DeSoto  and 


Plymouth  wa.s  very  small,  that 
its  use  was  “spasmodic,”  mostly 
full-pages  in  two  and  four 
colors.  (Chrysler  used  52,417 
lines;  Chrysler  &  Plymouth 
186,008;  Dodge  112,559;  Ply¬ 
mouth  303,423,  according  to 
Media  Records.) 

“While  there  has  been  re¬ 
latively  little  research  on  auto¬ 
motive  ROP  color  as  such,”  he 
said,  “the  experience  in  other 
products  shows  a  definitely 
higher  readership  rating  is 
possible. 

“Our  experience  with  ROP 
color  has  not  been  extensive. 
However,  if  comparison  of  tear 
sheets  with  proofs  is  an  indica¬ 
tion,  there  is  plenty  of  room 
for  improvement.  Faithful  color 
reproduction  can  be  a  big  asset 
to  many  adverttsers,  but  poor 
color,  poor  registration  and  flat 
illustrations  can  boomerang. 
Since  some  papers  seem  to  do 
a  much  better  job  than  others 
with  ROP  color,  the  problem 
appears  to  have  a  solution.” 

• 

Ad  Bureau  Artist 

James  Lomonte  has  joined  the 
promotion  department  of  the 
Bureau  of  Advertising,  ANPA, 
as  an  artist.  He  formerly  was 
an  editorial  artist  at  Parents' 
Magazine. 
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B 

1 

GENERAL  aiul  AUTOMOTIVE 

1 

E 

ROP  COLOR  ADVERTISERS 

1 

1 

CO^IPILEI)  FOR 

1 

M 

EDITOR  &  PUBLISHER 

P 

M 

YEAR— 1956 

P 

IMPORTANT  GENERAL  AND  AUTOMOTIVE  ADVERTISERS 
USING  R  O  P  COLOR 

YEAR— 1956 


CLASSIFICATION  A  ACCOUNT 

1956 

1955 

1954 

1953 

FORD  CARS 

(New  Cars)  . .  •  •  3467186 

3939845 

138,4744 

271781 

WINSTON 

(Cigarettes)  .  .  . . 

2014270 

1289607 

— 

PHILLIPS  PETROLEUM  CO. 

1  Gasoline  A  Oils)  .  . 

1207175 

625495 

111346 

S  A  H  GREEN  STAMPS 
(General-Miscellaneous) 

1170185 

— 

... 

FORD  TRUCKS 

(Trucks  A  Tractors) 

1142774 

606657 

12367 

88980 

DUNCAN  HINGES  CAKE  MIX 
(Groceries-Baking  Products)  . 

1066489 

976526 

710666 

6.56  52 

SALEM 

(Cigarettes)  . . 

1060693 

- 

SHELL  OIL  CO. 

(Gasoline  &  Oils)  .... 

967585 

185826 

63877 

744241 

SEAGRAMS  7  CROWN  WHISKEY 
(Liquors) 

884726 

954632 

1088330 

477816 

STANDARD  OIL  CO.  OF  INDIANA 
(Gasoline  &  Oils) 

866578 

870337 

996671 

.142322 

SUNSHINE  CRACKERS 

(Groceries-Baking  Products)  . 

S44914 

569598 

262840 

11920 

UBBVS  PRODUCTS 
(Groceries-Miscellaneous) 

818248 

289320 

87335 

81190 

COCA-COLA 

(Beverages)  .  . . 

808171 

1010511 

955606 

1095641 

CAVALIER 

(Cigarettes)  . . 

795995 

246285 

L  &  M 

( Cig'Hi'ettes*)  .... 

755720 

- 

IMPORTANT  RETAIL  ADVERTISERS  USING 
R  O  P  COLOR 

IN  THE  TEN  CITIES  RUNNING  THE  GREATEST  VOLUME 
OF  RETAIL  COLOR  DURING 

YEAR— 1956 


Classification  A  Account 

(TTY 

Year 

1956 

Year 

1955 

Year 

1954 

CLOTHING  STORES— Men’s 
Brill's 

Milwaukee 

1680U 

12U40 

12815 

DEPARTMENT  .STORES 
Gimbel's 

Milwaukee  . 

279350 

319056 

309899 

Rich’s 

Atlanta  . 

313532 

229221 

212821 

Neiman-Marcus 

Dallas  . . 

175998 

185784 

214036 

DRUG  STORES 

Kutz  A  Besthoff 

New  Orleans 

.349460 

382697 

329600 

ELECTRIC  APPLIANCES 

A  SUPPLIF-S 

IVree’s 

St.  Petersburtr 

163744 

393106 

62307 

GENERAL  STORES 
Danburg’s 

Houston  . 

45600 

53608 

18996 

FURNITURE  STORES 
Finger’s 

Houston  . . 

123420 

125028 

43200 

GENERAL  STORES 

Butler  Bros. 

Los  Angeles 

.52308 

2240 

GROCERS 

Buddie's  Super  Market 

Ft.  Worth  .  .  .  . 

162794 

256436 

179039 

Weingarten’s 

Houston  ... 

142716 

61204 

63676 

H.  G.  Hill  Stores 

New  Orleans 

199021 

154800 

151200 

HARDWARE  STORES 

Lowe’s  Charlotte  Hdwe.  Co. 

Charlotte 

33493 

7224 

JEWELERS 

Gilbert’s 

Long  Beach  .  .  . 

149077 

77580 

28751 

SHOE  STORES 

Carson's 

St.  Petersburg 

169.50 

7900 

7950 

SUMMARY  OF 

IMPORTANT  NEWSPAPER  R  O  P  COLOR  ADVERTISERS 
(COMPILED  BY  MEDIA  RECORDS,  INC.'I 

YEAR— 1956 


CLASSIFICATIONS 

GENERAL 

AGRICULTURE  ...  . 

ALCOHOLIC  BEVERAGES 

Beers  . . . 

Wines  .  . 

Liifuors  . . . 

CONFECTIONS  . 

GROCraUES 

Baking  Products  . 

BeveraKcs 

Coffee  &  Tea  . .  . . .  ... 

Soft  Drinks . 

Miscellaneous  . . 

Cereals  A  Breakfast  Foods  . 

Condiments  . . . 

Dairy  Products  . . . 

Disinfectants  &  Exterminators  ... 

Ijiundry  Soaps  &  Cleansers  . . 

Meats.  Fish  &  Poultry  .  .. 

Miscellaneous  . . . 

HOUSING  EQLTPMENT  A  SUPPLIES 

Air  CoiiditioninK  . . 

Automatic  RefriKeration  . 

Fuel  . 

Furniture  A  Furnishings  . 

Heaters  A  Stoves  .  .  . . 

Miscellaneous  .  .  ...  . .  . 

INDUSTRIAL  .  ..  . 

INSURANCE  . .  . . 

.MEDICAL  .  . . 

MISCELLANEOUS  . 

PUBUCATIONS 
Maca/ines  . . . 

PUBLIC  UTILITIES  . 

RADIO  A  TELEVISION 

Sets  .  . 

SPORTING  GOODS  . 

TOBACCO 

Cigarettes  .  . . . 

TOILET  REQUISITES 

Dentifrices  .  .  . . .  . 

Perfumes  A  Cosmetics 

Toilet  Soaps  .  . 

Miscellaneous  . 

TRANSPORTATION 

Airways  .  .  . . 

Bus  Lines  .  .  . . 

Railroads  . . 

WEARING  APPAREL  . 

GENERAL  TOTAL  . 

AUTOMOTIVE 

GASOUNES  A  OII.S  . .  ... 

PARTS  A  ACCESSORIES  . . . 

PASSENGER  CARS  (NEW)  _ 

TIRES  A  TUBES  . . 

TRUCKS  A  TRACTORS  . 

MISCELLANEOUS  . 

AUTOMOTIVE  TOTAL  ... 
GRAND  TOTAI . 


Total 

Prrcrnlag. 

ROP 

of 

Color 

Each  Clati’i 

Linage 

To  Total 

1332669 

2.2 

4338486 

7.3 

21961 

0.4 

3746398 

6.3 

55912 

O.t 

4692127 

7.9 

1723096 

2.9 

1805608 

3.0 

374691 

0.6 

761205 

IJI 

561691 

o.» 

1901810 

3.2 

1(3816 

0..3 

17714e6 

3.0 

2204151 

3.7 

3603279 

6  0 

71217 

O.I 

201591 

0.8 

24584 

0.1 

I0I3484 

1.7 

186370 

0.3 

1493869 

2.S 

329265 

n..5 

543230 

0.9 

54773 

O.I 

1224512 

2.0 

178818 

0.3 

144604 

0.2 

979804 

1.6 

11075 

0.0 

61.30616 

10.8 

92831 

0.2 

609135 

1.0 

71606 

0.1 

593278 

I.O 

136893 

0.2 

1.3772 

0  0 

65729 

O.I 

131435 

0.2 

4.3360676 

72.8 

7688074 

12.9 

7005 

0.0 

6226813 

10.5 

962368 

1.6 

122.5691 

2.1 

88181 

0.1 

161981.32 

27.2 

59658807 

100.0 

ADVERTISERS  USING  NEWSPAPER  ROP  COLOR 
(COMPILED  BY  MEDIA  RECORDS,  INC.) 

YEAR— 1956 


ACCOUNTS 
AGRICULTURE 
Animal  Feeds 

Bar-None  Dojt  A  Cat  Food .  3 

Bonnie  Cat  A  Dog  Food  .  3 

Calo  Cat  Food  . .  . .  13 

Calo  Cat  A  Dog  Food  .  9 

Calo  Dog  Food  .  14 

Dr.  Ross  Dog  Food  . .  6 

Friskies  Cat  Food  .  16 

Friskies  Dog  A  Cat  Food  . .  1 

Ful-O-Pep  Feeds  .  10 

Gro-Pup  Dog  Food  . . . .  .  1 

Gro-Pup  Dog  Meal  . 7 

Kasco  Dog  Food  .  . 3 

Ken-L-Ration  . 1 

Ken-L-Treats  .  .  15 

Nutrena  Dog  Food  ... . 9 

Purina  Feeds  .  ..  4 

Red  Heart  Dog  Food  . 61 

Staley  Feeds  (Staley  Milling  Co.)  ...  6 

Strongheart  Dog  Food  .  3 

(Continued  on  page  38) 


Number 

Number 

Total 

of 

of 

ROP 

Cities 

Newspapers 

Color 

Used 

Used 

Linai< 

3 

4 

3 

4 

13 

25 

9 

12 

14 

26 

6 

13 

15 

22 

1 

1 

10 

14 

1 

2 

7 

11 

3 

6 

1 

1 

15 

20 

9 

16 

4 

5 

61 

88 

6 

6 

3 

4 

EDITOR  &  PUBLISHER  for  March  30,  195" 


36 
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IMPORTANT  NEWSPAPER  COLOR  ADVERTISERS 
{Continued  from  page  36) 


Agricultural  Supplies 

Gaviota  Garden  Prods . 

4 

5 

14709 

Inter-State  Nurseries  . 

5 

5 

9382 

Pax  . 

3 

3 

4024 

Ty-Tex  . 

3 

3 

2990 

ALCOHOUC  BEVERAGES 

Beers 

Alt  HeidelberB  .  . .  • 

6 

8 

81070 

Blitz  Weinhard  . . . 

3 

5 

97256 

BurBer  .  .  .  . 

6 

13 

255344 

rhampatrne  Velvet  . . 

4 

9 

47555 

Drewrys  . . .  ....... 

6 

11 

142374 

Eastside  . . . .  .  . . 

5 

10 

97877 

Falls  City  . .  . 

5 

11 

285825 

Falstaff  .  .  . . . 

7 

9 

8.5472 

Frankenmuth  . . . . . 

3 

5 

67894 

Goetz  Country  Club  . .  .. 

4 

8 

66642 

Griesedieck  Brothers  ...  . . . 

4 

7 

72190 

Hamm's 

13 

17 

63766 

Heileman's  Old  Style  . . 

3 

3 

43644 

Hudepoh  1  .  .  .  . . 

4 

8 

180466 

Lone  Star  .  . . . .  .  . 

6 

13 

112765 

National  Bohemian  . . 

3 

4 

62845 

Olympia  .  .  . . 

14 

24 

217610 

Pabst  Blue  Ribbon  .  .  . 

6 

10 

177930 

Pearl  . 

5 

13 

96849 

Pfeiffer’s  . 

.■> 

10 

47883 

Ranier  . . . 

.5 

8 

24936 

Red  Top  .  . 

5 

11 

141078 

RollinB  Rock  . 

3 

4 

4690 

Schlitz  . . . . 

7 

11 

80973 

S'terlinsr  . 

5 

11 

553687 

Stroh’s  . . 

11 

20 

731336 

Wiedemann's  . . 

6 

13 

508639 

Wines 

Christian  Brothers  . . . .  . 

2 

3 

6966 

VirBinia  Dare  . . . .  . 

6 

9 

14995 

Liquors 

Ancient  Ase  . . .  . 

14 

22 

62783 

Belmont  . . 

10 

17 

64185 

Bond  &  Lillard  .  . . . .  . 

5 

9 

65740 

Bonds  Mill  . . . . . . 

5 

8 

7985 

Bourbon  De  Luxe  ....  . . . . 

.  .  10 

15 

43655 

Calvert  Reserve  .  . 

16 

20 

87136 

Early  Times  . . 

20 

31 

115502 

Echo  SprinB  . . 

9 

14 

84145 

Four  Roses  . 

65 

104 

738014 

Gilbey’s  Vodka  . . .  . 

17 

26 

72878 

Hill  &  Hill  . . . . 

16 

30 

120060 

James  E.  Pepi>er  . . . .  . 

« 

8 

56082 

Jim  Beam  . . 

27 

45 

135622 

Melrose  Rare  . . 

3 

4 

10975 

Old  Charter  . . . 

5 

11 

20900 

Old  HeritaBe  . . 

H 

10 

2'  015 

Old  Lo^r  Cabin  . .  . 

5 

7 

32000 

Old  Quaker  . . 

31 

40 

125107 

Old  Sunnybrook  .  . . . 

26 

45 

129234 

PM  . . 

11 

19 

7.58.55 

Relska  Vodka  . . 

14 

20 

109H32 

Samovar  Vodk^  . . . 

15 

20 

20250 

Schenley  Champion  . 

9 

11 

33985 

Schenley  O.F.C.  &  Reserve . 

13 

19 

72904 

Schenley  Prods .  .  . 

1 

1 

2408 

Schenley  Reserve  . .  . . 

25 

40 

221518 

Schenley  WTiiskies  . . 

.  1 

1 

4960 

Seajrram’s  Pedijrree  Bourbon 

5 

10 

41583 

Seairram’s  7  Crown  . .  . 

59 

113 

884726 

Seayrram’s  VO  . . 

20 

28 

200073 

Ten  Hi^h  . .  ...  ... 

5 

9 

61230 

Waterfill  &  Frazier  . . . 

3 

5 

10056 

CONFECTIONS 

Eielle-Camp  Chocolates  . . 

4 

7 

14000 

Cracker  Jack  .  . 

14 

17 

41912 

GROCERIES 

BakinB  Products 

Albers  Corn  Meal  . 

6 

9 

9020 

Aunt  Jemima  Bread  Mix  . 

2 

4 

9744 

Aunt  Jemima  Mixes  . .  . 

4 

21296 

Aunt  Jemima  Pancake  Mix 

12 

16 

50888 

Ballard  Biscuits  .  . . . 

8 

10 

15436 

Ballard  Flour 

9 

14 

16900 

Betty  Crocker  Cake  Mix  . 

.  .  8 

12 

87640 

Betty  Crocker  Cookie  Mix 

.  .  3 

5 

18515 

Betty  Crocker  Date  Bar  Mix  . 

...  5 

8 

'26640 

Betty  Crocker  FrostinB  Mix 

4 

f; 

11196 

Bis<iuick  . 

12 

19 

44044 

Bisquick  BakinB  Prods . 

19 

32 

42027 

Blue  Seal  Bread  . 

.  .  .  .  4 

8 

.53175 

Brownie  Crackers  . 

3 

5 

4972 

Butternut  Bread  . 

7 

10 

16422 

Calumet  BakinB  Powder  . 

K 

11 

110.34 

Colonial  Bread  . .  . 

3 

5 

8777 

Duncan  Hines  Cake  Mix 

43 

84 

1066489 

Duncan  Hines  Cookie  Mix 

22 

35 

77377 

Duncan  Hines  Mixes  . 

17 

27 

50703 

Duncan  Hines  Roll  Mix 

21 

36 

59676 

Fiyrurette  Bread 

.  . .  .  8 

12 

21234 

Gold  Medal  Flour . 

65 

96 

522230 

Holsum  Bread  .  . 

13 

24 

1.56272 

Holsum  BakinB  Prods.  . 

1 

2 

10.50 

Keebler  Crackers  . . . . . . 

. .  .  .  6 

8 

14959 

Kit  Cake  . . . 

fi 

7 

17144 

Lucky  Leaf  Pie  FillinB  .  . 

.  .  .  8 

13 

26443 

Mead’s  Bread  . 

3 

6 

44094 

Mrs.  Baird’s  Bread  ... 

3 

8 

138778 

National  Biscuit  Crackers 

35 

56 

128405 

Pet-Ritz  Fmzen  Pies  .  . 

4 

6 

21216 

Pillsbury  Baking  Prods.  .......... 

34 

54 

23U2. 

Pillsbury  Cake  Mix  . 

4 

6 

31W> 

Puffin  Biscuits  . . 

24 

44 

172241 

Rainbo  Bread  . . 

6 

10 

SSlii 

Robin  Hood  Flour  . 

20 

29 

524K 

Sara  Lee  Prods .  . 

3 

4 

17241 

Sawyer  Crackers  ... 

3 

3 

llKv 

Simple  Simon  Frozen  Pie.«  . 

14 

23 

281£ 

Skylark  Bread  . . 

7 

7 

1M2:. 

Southern  Biscuit  Crackers  . 

3 

3 

441« 

Strietmann  Crackers  . . 

9 

13 

it«: 

Sunbeam  Bread  ....  .  . 

13 

21 

21214: 

Sunbeam  BakinB  Prods.  . . 

1 

2 

2»> 

Sunshine  Crackers  . 

42 

76 

844»It 

Supreme  Crackers  . 

5 

9 

22f>. 

Swel  FrostinB  Mix  . . 

16 

25 

248S 

Ward's  BakinB  Prods . . 

4 

7 

Hit 

Ward's  Bread  . 

10 

19 

12542' 

Ward's  Crackers  .  . . 

1 

1 

Beverages 

Coffee  &  Tea 

Admiration  Coffee  . . .  . .  ...... 

4 

9 

»2i.' 

Boyd’s  Coffee  ......  . 

3 

4 

41t 

Butter-Nut  Coffee  . . . . 

8 

14 

758; 

CDM  Coffee  . . 

3 

6 

37J1 

Cain's  Coffee  . . 

3 

7 

mi 

Cain's  Tea  . . .  .  . 

3 

6 

2471. 

Decaf  Instant  Coffee  . 

12 

19 

2M4; 

Hills  Bmthersf  Coffee  .  .  . 

34 

67 

3714:> 

Hills  Brothers  Instant  Coffee  . 

5 

12 

«Ni:; 

Jomar  Instant  Coffee  . .  .... 

3 

3 

4W'' 

Luzianne  Coffee  . . .  . 

7 

12 

2741 

Luzianne  Coffee  &  Instant  Coffee 

1 

3 

14K' 

Luzianne  Instant  Coffee . .  .  . 

4 

7 

i55.r 

Luzianne  Tea  . . 

1 

3 

5»6 

Maryland  Club  Coffee  . 

6 

67C' 

Maryland  Club  Coffee  &  Instant  Coffee 

7 

15 

274ir 

Maryland  Club  Instant  Coffee  . 

1 

1 

I«li 

Nescafe  . .  . 

64 

113 

48551. 

Soft  Drinks 

Canada  Dry  BeveraBes  . 

20 

35 

Wilt 

Canada  Dry  Black  Cherry  .  . 

1 

1 

Canada  Dry  Black  Cherry  &  Orange  . . 

1 

1 

Canada  Dry  Black  Currant  &  Graiie  . 

1 

1 

Canada  Dry  Club  Soda  ...  . . 

1 

4 

7r. 

Canada  Dry  Club  Soda  &  GinBer  Ale 

10 

14 

2m' 

Canada  Dry  Ginger  Ale  . . . . 

B 

14 

Ml- 

Canada  Dry  Grape  .  . . 

2 

3 

Canada  Dry  Hi-Spot  . . 

1 

2 

Canada  Dry  Oranse 

8 

4 

iti' 

Coca-Cola  . . 

58 

120 

808i:; 

Dr.  Pepiter  . . . 

B 

13 

17b' 

Nehi  leverages  . . 

2 

5 

so 

Nehi  Ginger  Ale  .  . . . . 

1 

1 

25^ 

OranBe  Crush  .  .  . 

H 

14 

37!!>' 

Pabst  Beverages  .....  .  .  . 

10 

14 

I4!l' 

Pabst  Root  Beer .  . 

5 

10 

lWi2’ 

Pep.si-Cola  . . . . . . 

35 

68 

.MWii 

Royal  Crown  Cola 

7 

11 

i07t; 

Royal  Crown  Cola  &  Up|)er  10  .... 

1 

8 

251> 

7-Up  . 

G 

12 

S<iuirt  . . . 

4 

5 

U'M 

Miscellaneous 

Cal-(«rove  F’rozen  I^emonade 

4 

7 

ssc 

Dole  Frozen  Juices  .  . . .  . 

4 

5 

7>1( 

Fizz-Ade  .  . 

8 

7 

16«!< 

Hi-C  BeveraBes  .  . 

15 

24 

Hi-C  Orange  Drink  ... 

35 

55 

71l'0 

Hi-C  Party-Punch  . 

2 

2 

Libby’s  Tomato  Juice  ... 

2 

4 

85»- 

Libby's  Vim  .  . . . 

7 

11 

3678 

Make  -  A  -  Shake  . .  . . 

31 

43 

575* 

Orange  Blossom  Orange  Juice 

4 

5 

1166; 

Ovalmix  .  .  .  . 

4 

7 

My. 

Perkins  Lemonade  Mix  . 

8 

12 

5411' 

Real  Kool  . .  .....  ...  . 

4 

5 

<;<•»* 

S  &  W  Juices  . .  . 

5 

9 

102.;: 

('ereals  &  Breakfast  Foods 

Carnation  Instant  Wheat  . 

KelloKK’s  Special  K  . 

Nabisco  Shredded  Wheat  ... 

Nabisco  Shredded  Wheat  Juniors 

3  Minute  Oats  . . 

3  Minute  Quirk  Oats  &  Raisin  Oats 

Wheaties  . . . . 

Zoom  . .  .... 

Condiments 

Aunt  Penny's  White  Sauce 

Best  Foods  Mayonnaise  . . 

Brer  Rabbit  Syrup  .  . 

Crystal  SuKar  . 

Dixie  Crystals  Suttar  . 

Durkee's  Oil  .  .  .  . . 

Durkee's  Salad  Dressing  .  . .  .  . 

tiodchau.x  Suirar  . 

Heinz  Hot  Dob  Relish  . 

Heinz  Ketchup  . 

Heinz  Pickles  &  Relishes  . 

Heinz  Prods . 

Heinz  Spashetti  Sauce  ... 

Heinz  VineRar  . 

Heinz  VineBar  &  Wesson  Oil  . 

Hellmann's  Mayonnaise . 

Imiterial  SuBar  . . 

Kraft  Mayonnaise  . . 

Kraft  Oil  .  . . 

Laura  Scudder’s  Mayonnaise  . 

Lumber  Jack  Syrup  . . . 

Nalley’s  Mayonnaise  . .  .  . 

Shedd’s  French  DressinB  . . 
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when  you  set  up  your  newspaper  schedule  for 
METROPOLITAN  OAKLAND . . .  Northern  California’s 
LARGEST  population  center. 


The  Oakland  Tribune,  with  the  largest  home  delivered 
circulation  in  Northern  California,  is  the  ONLY  newspaper 
covering  this  great  and  rapidly  expanding  market. 


Moreover,  the  TRIBUNE  has  a  solid  family  coverage  of 
62.7%  in  Alameda  County.  ( Population  of  Alameda 
County  has  now  jumped  to  *881,300 . . . 

Contra  Costa  County  *351,400). 


For  more  facts  about  the  METROPOLITAN  OAKLAND 
market...  contact  the  nearest  office  of 
Cresmer  and  Woodward,  or  write  to  the  OAKLAND  TRIBUNE, 
Box  509,  Oakland  4,  California. 


*Source:  California  State  Department  of  Finance,  population  July  1, 1956. 
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2jtie<ld's  Salad  Uressint;  . 

Tans  Salad  Dressing  .  . 

U  &  I  Sugar  . . 

Wesson  Oil . 

liairy  Products 

Allsweet  Margarine . 

Borden’s  Butter  . 

Borden's  Buttermilk  . . 

Borden's  Buttermilk  &  Chocolate  Drink 

Borden's  Buttermilk  St  Sherbet  . 

Borden's  Chocolate  Milk  . . 

Borden's  Chocolate  St 

Strawberry  Drinks  . 

Borden's  Cottage  Cheese  . 

Borden's  Cream  .  ...  . 

Borden's  Cream  Cheese  . . 

Borden's  Dairy  Prods .  . 

Borden's  Kgg  Nog  . . . 

Borden's,  Horton's  St  Keid's  Ice  Cream  . 
Borden's  Ice  Cream  .  .... 

Bolden's  Ice  Cream  &  .\tliik  ... 

Borden's  Milk  . 

California  Dairy  Industiy  .  .  . . 

Challenge  Dairy  Prods . 

Chumgold  Margarine . 

Cloverbloom  Margarine . 

Darigold  Dairy  Prods . 

horemosi  Ice  Cream  . . 

Foremost  Milk  . 

Keyko  Margarine  . 

Knudsen  Cottage  Cheese  . 

Knudsen  Cream  Cheese  . 

Knudsen  Dairy  Prods . 

Knudsen  Milk  . 

Knudsen  Sour  Cream  ...  ... 

Kraft  CTieese  .  . 

Kraft  De  Luxe  Margarine 
laidy  Borden  Ice  Cream  ...  ... 

I.and  O'Lakes  Butter  . 

■Meadow  Gold  Ice  Cream . 

Meadow  Gold  Milk . 

•Meadow  Gold  Prods.  . . . 

.Vleadowlake  Margarine  . 

Miss  Wisconsin  Cheese . 

Purkay  Margarine  . .  . . 

Sealtest  Buttermilk . 

-Sealtest  Chocolate  Drink  _  _ 

twaltest  Cottage  Cheese  . . 
isealtest  Cottage  Cheese  &  Ice  Cream 

Sealtest  Cream  . .  ........  . 

.-^altest  Dairy  Prods. 

Sealtest  Kgg  Nog  . . 

Sealtest  Ice  Cream  . 

-Sealte.st  Milk  .  .  .  . 

Sealtest  Skimmed  Milk  . 

Starlac  .  ... 

Tillamook  Cheese  . .  ^ 

Tri-Nut  Margarine  . 

Di-infectunts  &  E.\terminutors 

Glade  Air  Freshener  . . 

No  Bugs  M'Ladv  . 

Keal-Kill  ..  ...  ..  i!  ^ 


Meats,  Kish  &  Poultry 

Armour  Frozen  Meat  Prods. 

Armour  Meat  I’rods . . 

Booth  Frozen  Fish  Prods . 

Breast  O'Chicken  Tuna  . 

Certi-Fresh  Frozen  Fish  Prods.  . 

Chicken  of  the  Sea  Tuna  . 

Cudahy  Meat  Prods . 

Dubugue  Meat  Prods . 

Kckrich  Meat  Prods . . 

Grand  Duchess  Frozen  Steaks . 

Gwaltney  Meat  Prods . 

Hormel  Meat  Prods . . 

Hygrade  Meat  Prods.  . . 

Jes.se  Jewell’s  Frozen  Chicken  Prods.  . 

Kahn's  Meat  Prods . . . .  . .  . 

.Morrell  Meat  Prods . 

Neuhoff's  Meat  Prods.  . . 

Deoma  Frozen  Poultry  Pi-ods.  .  . . . 
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lU 

21 

89417 

8 

3 

15370 

ti 

10 

18070 

28 

35 

89745 

5 

7 

34400 

2 

2 

4904 
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17 
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11 
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18 
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20 
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13 
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17 
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121411 

4 

6 

15508 

10 

15 

-25154 

3 

8 

105164 

13 

20 

62872 

4 

8 

71074 

9 

14 

37161 

laiundry  Soaps  St  Cleansers 

Ajax  . 

All . . 

Beacon  Prods.  . 

Beacon  Wax  . 

Breeze  .  . 

Cameo  Cleanser  . 

t'ameo  Copiier  Cleaner  .  . 

Chiffon  . 

Chiffon  Liquid  Detergent  .  .  . 

Climalene . 

t'lorox . 

Fleecy  White  . 

Hood  Prods.  . . . 

King  Fluff . 

King  Fluff  &  King  Starch  . . . 
King  Starch  ...  ...  ...  . . 

l.an-0-Wipe  . 

Little  Bo-Peep  .Ammonia  .  . 

Perfex  . 

Ki  n.so . 

Roman  Cleanser 

Silver  Dust  .  . 

Soil-Off . 

Surf  . 

Texize  Starch  .  .  ... 


Oscai  Muyer  Meal  Frods. 

11 

22 

Rath  Frozen  Meat  Prods.  . . 

36 

68 

tint 

SHli 

m. 

imi! 

Swift's  Frozen  Meat  Prods . 

16 

20 

Swift's  Frozen  Poultry  Prods . 

3 

3 

Swift's  Meat  Prods .  . 

46 

66 

Virginia  Reel  Meat  Prods.  . . . 

6 

n 

White  Star  Tuna  . .  , 

13 

20 

Wilson  Meat  Prods . 

27 

4.5 

4:41. 

Miscellaneous 

Armour’s  Chili  Con  Carne  •  . 

2 

2 

Armour  &,  Co.,  Prods . .  .  . 

1 

1 

.Armour  Sandwich  Spreads . 

10 

14 

Big  Top  Peanut  Butter  ...  .  . . 

6 

6 

Birds  Eye  Frozen  Foods  .  . 

3 

4 

Birds  Eye  Frozen  Pies  . . 

2 

4 

California  Cling  Peaches  . . 

11 

19 

Campbell's  Beans  . . 

2 

3 

rc 

Campbell’s  Frozen  Soups  . .  . . 

23 

38 

1143 

Chet's  Frozen  Dinners  . .  .... 

9 

11 

Chun  King  Prods.  . .  . 

18 

23 

IM 

Dole  Frozen  Fruit  &  Pineapple 

Juice  .... 

4 

7 

llHi 

Dole  Fruit  ...  . 

22 

41 

ittr 

Dole  Fruit  &  Pineapple  Juice  .  . 

1 

2 

Dole  Prods . . 

35 

47 

IMpi 

Festal  Pumpkin  &  Reddi  Wip  . 

3 

6 

I4i;: 

Freshlike  Vegetables-  ... 

8 

11 

HiS 

Green  Giant  Vegetables  . .  . 

46 

65 

ISTIS 

Habitant  Soups  .  . . . 

4 

9 

17444 

Heinz  Baby  Foods  .  ,  ,  . 

19 

29 

1289 

Heinz  Beans  .  .  . 

44 

76 

U>I1> 

Heinz  Frozen  Souiw .  . . . 

3 

5 

UR 

Heinz  Prods .  ...  ... 

3 

3 

MK 

Heinz  Soups  . .  ,  ... 

13 

18 

Ht'J 

Heinz  Spaghetti  . . 

9 

10 

SW 

Holloway  House  Frozen  Foods 

4 

4 

i:» 

Hormel  Chili . 

20 

31 

siia 

Jesse  Jewell’s  Frozen  Pies  . 

6 

lU 

IM 

Jewel  Shortening  . . . 

19 

31 

SIB 

Kermin's  Frozen  Foods . 

5 

7 

tSK! 

Kounty  Ki»t  Vegetables  . . 

28 

3>* 

NIC 

Kraft  Jellies  &  Preserves  ..  ,, 

.3 

5 

I2K 

Kuner’s  Vetretables  . 

4 

6 

89 

Laura  Scudder’s  Potato  Chips . 

14 

8«»l 

Laura  Scudder’s  Prods.  . .  _ 

4 

5 

1(29 

Libby's  Baby  Foods 

2 

V 

Libby’s  Frozen  Foods 

H 

6 

Libby’s  Frozen  OranKe  Juice 

&  Vegetables  . 

1 

1 

lO 

Libby's  Frozen  Vegetables  .  ... 

1 

2 

1« 

Lilkhy's  Fruit . 

6 

8 

ITV 

Libby’s  Prods . 

32 

53 

81828 

Libby’s  Vefiretables  ....  ,  . 

4 

7 

42121 

I.smg  White  Potato  Advisory  Board 

4 

4 

446 

Minute  Maid  Frozen  Food.< 

6 

ins 

Monarch  Prods. 

3 

6 

w 

Morton  House  Dinners  ... 

3 

5 

My-T-FIne  Puddirur . 

6 

10 

1944 

Nalley’s  Chili  Con  Came  ... 

4 

6 

ye 

Nalley's  Corned  Beef  Hash  . . . 

•) 

4 

MS 

Nallev’s  Prods .  ... 

4 

SSIti 

New  Em  Potato  Chips  .  . 

6 

9 

2842 

Nihlels  . 

33 

45 

11452' 

Ocean  Cranberry  Snucc  . . 

64 

101 

tS8!* 

S  *  W  Fruit . 

4 

r. 

rr 

SAW  Prml*.  .  .  . 

16 

WS*! 

S  A  W  Vetretables 

3 

4 

43 

SeiibriHik  Farms  Frozen  Foods  .... 

13 

23 

Simple  Simon  Frozen  Pies 

7 

11 

sue 

Smokey  Joe’s  Frozen  Sandwiches 

5 

3 

MU 

Snow**  Chowders  . 

5 

IS 

1»4» 

Snows  Chowder  &  Minced  Clams 

o 

3 

!8» 

Spry  .  . . 

4 

6 

4I!<> 

S'okely's  Catsup  &  Tomato  Juice 

2(» 

33 

II**’ 

Stnkely’s  Frozen  Foods  . 

1 

1 

24* 

Stokely’s  Frozen  Fruit . 

1 

1 

ll» 

Stokely's  Vegetables  . 

18 

27 

SSlf 

Stokely-Van  Camp  Prods . 

5 

7 

IKS 

Swanson  Frozen  Pies . 

18 

22 

ITS 

Swsnson  TV  Dinners  . 

19 

26 

SKti 

Texanne  Peanut  Butter . 

4 

6 

MK 

3  Min»*fe  Pop  Com  . .  . .  .  . 

a 

11 

4S« 

Van  Camn’s  Bean* . 

5 

8 

Wyler’s  Bouillon  Cubes  . .  . 

3 

3 

»I? 

HOUSING  F,QUIPMENT  &  SUPPLIES 

Air  Conditioning 

Carrier  .  . 

3 

4 

8rt 

Carrier  Corp.  ....  . 

1 

1 

2421 

G.  E .  . 

16 

4451' 

•Automatic  Refrigeration 

Admiral  . 

9 

10 

G.  E.  ..  . 

18 

23 

1228’.' 

G.  E.  Freezer . 

2 

3 

iin 

G.  E.  Freezer  &  RefriKerator  . 

4 

Ills' 

RCA  W>iirl|K)ol  Freezers  ...  . 

3 

3 

Fuel 

Modern  Oil  Heat  S|)ecinli8t8 . 

3 

5 

11» 

Standard  Fuel  Oil  . 

6 

1828 

Furniture  &  Furnishintes 

Admiral  Appliances* 

3 

4 

1418 

Alcoa  Wrap  . .  ....  . .  . 

26 

42 

444: 

Cannon  Sheets 

3 

3 

Cannon  Towels . 

•> 

•> 

0* 

Club  Holiday  Cookware  ... 

4 

c* 

Crowncups  .... 

3 

5 

Deltox  Carpets  &  Rugs  . . . 

3 

3 

Delsey  Tissue  &  Kleenex  Table 

Napkins  . .  ...  . 

3 

5 

lf>4v 

G.  E.  Appliances . 

5 

G,  E.  Bulbs  . .  .  . 

4 

5 

lOfl 

!ltl 

(i.  E.  Vacuum  Cleaner . 

3 

5 

(Continued  on  page  42) 
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Kaiser  Koil  . . 

Kitchen  Charm  Waxed  Paiier  . 

Masland  Cari>ets  &  Rugs  . 

Matico  Tile  Flooring  . . . 

Mixmaster  &  Sunbeam  Iron  . 

Mixmaster  Jr.  &  Sunbeam  Iron  .. 

Rap-In-Wax  . . 

Scot  Towels  . . . 

Sealy  Mattress  .  . . 

Serta  Mattress  . .  .  ...... 

Southern  Cross  Furniture  . 

:Sunbeam  Appliances  . 

Sunbeam  Frypan  . .  . 

Sunbeam  Iron  &  Mixer 

Sylvania  Lamiis  . 

Heaters  &  Stoves 
G.  E.  Rangers 

Siegler  Heaters  . . .  . . 

Miscellaneous 

Bendix  &  Crosley  Prods.  ...  . . 

Bendix  Hryer  Washer  . 

Bendix  Was-her  . . 

Frigidaire  Prods . .  . 

Frigidaire  Washer  . . 

G.  E.  Co..  Institutional  . . . 

G.  E.  Dishwasher  . . . 

G.  E.  DisiHisall  . 

G.  E.  I)r>er  .......  . . . 

G.  E.  Dryer  &  Washer  .. 

G.  E.  Kitchens  . 

G.  E.  Prods.  . .  . .  ...... 

G.  E.  Range  &  Refrigerator 

(!.  E.  Washer  . .  . .  . 

G.  E.  Washer-Dryer  ....  . . . 

Hot|Miint  Dryer  &  Washer  .  ... 

Hot|>oint  Prods .  .  ...... 

Hotiioint  Washer  . . 

Maytag  Dryer  &  W'asher  . 

Maytag  Washer  . . 

Minneatiolis  Honeywell 

Regulator  Co.  . .  .  . 

Norge  Pntds . . . 

Norge  Washer  . .  . 

RCA  Whirl|)Ool  Dryer  &  Washer  . . 

RCA  Whirlttool  "Washer  . 

Sunl>eam  Prods . 

U.  S.  Kitchens  . • . 
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INDUSTRIAL 


.\llis-Chalmers  Mfg.  Co.-Institutional  4 

Black  &  Decker  Power  Tools  47 

Boysen  Paints  .  10 

Reptddic  Steel  Corp.  . 4 

U.  S.  Steel  Corp.  .  52 

U.  S.  Steel  Homes.  Inc .  10 

Warp’s  Window  Materials  48 

INSURANCE 

Blue  Cross  of  California  .  .  3 

Blue  Cross  &  Blue  Shield  IMasa.)  .  5 

Blue  Cross  &  Blue  Shield  (Minn).  3 

Blue  Cross  &  Blue  Shield  of  Texas  . .  5 

Farmers  Mutual  of  Enumclaw  5 

Kemi)er  Aporovetl  Insurance  Advisors.  .  22 

Prudential  Insurance  Co.  of 

America.  The  Ifi 

Safeco  Insurance  Co.  of  America  .  .  5 

Utica  Mutual  Insurance  Co.  ...  4 

MEDICAL 

Ball  Clinic  .  .  .  5 

Hyland's  Pink  Aspirin  .  7 

Pepsamar  fi 

Red  Arrow  Protls.  . 3 


MISCELLANEOUS 


Parker  Pencils  &  Pens  7 

RCA  Victor  Phonograph  2 

RCA  Victor  Phonograiih  &  Radio  2 

RCA  Victor  Phonograph  &  Records  1 

RCA  Victor  Record*  1 

RCA  Victor  Television  &  RCA 

Whirlpr>oI  Prods.  1 

R  &  H  Green  Stam|)s  .  31 

ShealTer's  Pencils  &  Pens  .  4 

Top  Value  Stam|)s  4 

United  States  Olympic  Committee  4 

PUBLICA’nONS 

Magazines 

Life  3y 

McCall’s  .  6 


PUBUC  L”nLITIES 

East  Ohio  Gas  Co.  3 

Illinois  Bell  Telephone  Co .  3 

Northern  Natural  Gas  Co.  .  5 

Pacific  Telephone  &  Telegraiih  Co.  4 

Southern  Bell  Telei>hone  & 

Telegraph  Co.  ......  10 

RADIO  &  TELEVISION 
Sets 

A<lmiral  2 

Admiral  Prods.  53 

Admiral  Radio  &  Television  .  1 

Admiral  Television  .  2fi 

G.  E.  Television  . .  ..  .  17 

Hoti>oint  . 1 


78  25y71« 

H  110«3 

3  7232 

5  21605 

25  61344 

3  7016 

7  171.52 

13  68766 

6  11623 

<i  y070 

10  17558 

63  200168 

1  4800 

2  4816 

7  28015 


34  136802 

25  49.568 


2 

5 

37 

4 

4 

3 

15 


34 

1 

15 

4 

95 

8 


15 


87 


3024 
.5055 
58.598 
8812 
8915 
5488 
27281 
8170 
39463 
1 ’262 18 
2200 
50973 
19400 
498.593 
20136 
14512 
38864 
159.36 
5474 
232944 


.5816 

1518 

.5244 

6288 

119259 

153664 

11124 


22909 

80351 

19180 

7490 

78018 

30255 

91052 


31635 

108662 

31496 

174505 

8582 

7.5798 


33934 

8088 

70530 


5020 

14045 

32708 

3000 


8995 

4810 

7308 

1722 

2384 


2384 

1170185 

3980 

13328 

9416 


78  161458 

6  17360 


5  123.52 
5  8522 
14  41175 
7  13848 

22  68707 


3  7224 

80  300918 

1  1860 

31  84100 

26  77338 

2  6020 


H(>t|>oint  Television  . . 

Packard-Bell  Television  . 

Philco  Prods.  . 

Philco  Television  . 

RCA  Victor  .  . 

RCA  Victor  Prods.  . _  .  . 

RCA  Victor  Radio  &  Television 

RCA  Victor  Television  . 

RCA  Victor  Television  (Color) 

SPORTING  GOODS 
Sea-Horse  Outboard  Motor 
Thoresen’s  . . . 


TOBACCO 

Cigarettes 

Cavalier  . . , 
Hit  Paratle  . . 

L  &  M  . 

Marlboro 
Philip  Morris 
Salem 

Sliud  .  . 
Winston  .  . 


TOILET  REQUISITES 
Dentifrices 
Striite  Tooth  Paste 
Perfumes  &  Cosmetics 

Coty  Preps . . 

Cutex  Preps. 

Hazel  Bishop  Preps . 

Helena  Rubinstein  Preps. 

Kings-  Men  Preps.  . .  . 

Mtix  Factor  Preps.  . 

Pond’s  Preiis.  . 

Toni  Preps .  . 

Toilet  Soai>s 

Burmti  Shave  .  . 

Dove  . . •  • 

Lux  . 

Miscellaneous 

Charmin  Tissue  . 

CTiarmin  Tissues 

Lady  Sunbeam  &  Shavemaster 

M.  i).  Tissue  . . 

Modess  . . 

Powiler  R<xim  Tissue  . 

Powder  Room  Tissues 

Scot  Tissue  .  . . . 

Scot  Tissues  . . . 

Scotties  . 

Shavemaster  . 


TRANSPORTATION 
Airways 
American 
Southwest 
Unitetl  . . . 


Bus  Lines 
Greyhound  . . 
Railroads 

Union  Pacific 
Western  Pacific 


6 

12 

21952 

7 

16 

0594; 

2 

4 

71S 

.5 

6 

145!: 

3 

5 

952; 

5 

5 

170 

4 

6 

1734. 

10 

19 

10447; 

26 

47 

240544 

8 

8 

7944 

3 

3 

31I> 

75 

1.33 

7959«i 

45 

87 

305(4; 

84 

167 

75578 

81 

151 

29*454 

72 

130 

55rit 

79 

132 

10004K 

42 

73 

29u;t 

81 

147 

2014r" 

4 

9 

92*i; 

6 

8 

159*. 

30 

40 

2242(4 

29 

51 

9448 

25 

39 

95(34 

22 

26 

031); 

12 

13 

1572* 

3 

5 

545 

.32 

44 

104**" 

3 

4 

09*4 

10 

17 

371B 

5 

9 

273); 

6 

10 

24574 

1 

2 

497* 

7 

7 

107*4 

8 

14 

454)- 

3 

3 

304* 

10 

20 

000*4 

3 

4 

12415 

50 

78 

323941 

2 

6 

25111 

3 

4 

130JI 

25 

25 

027«4 

WEARING  APPAREL 
Hortex  Mfg.  Co.,  Inc. 

Manhattan  Shirt  Co..  The 
Mishawaka  Rubber  &  Woolen  Mfg.  Co. 

Palm  Beach  Co.  . 

Stitius-s,  I^evi  &  Co.  . . 

AUTOMOTIVE 
GASOLINES  &  OILS 

American  Lil>erty  Oil  Co.  . 

California  Oil  Co.  . . 

Cities  Service  Co. 

Clark  Oil  &  Refining  Corp.  . 

Continental  Oil  Co.  . .  . 

Crown  Central  Petroleum  Corp.  .  . 

Derby  Refining  Co.  . . 

Direct  Service  Oil  Co.  . . 

D-X  Sunray  Oil  Co.  ,  . 

Esso  Standard  Oil  Co.  .  . 

Esso  Standard  Oil  Co.-Institutional 

General  Petroleum  Corp .  . . 

Hancock  Oil  Co.  . . . 

Humble  Oil  &  Refining  Co. 

Lion  Oil  Co.  .  .  . 

Magnolia  Petroleum  Co. 

Phillip's  Petroleum  Co.  . 

Richfield  Oil  Corp. 

Richfield  Oil  Corj).  of  N.  Y.  . . . 

Shell  Oil  Co. 

Shell  Oil  Co.-Institutional 
Sinclair  Refining  Co.  . 

Socony  Mohil  Oil  Co..  Inc.  .  . 

Slieedway  Petroleum  Corp.  . . 
Standard  Oil  Co.  of  California 
Standard  Oil  Co.  of  Indiana 
Standard  Oil  Co.  of  Indiana-Institutional 
Standard  Oil  Co.  of  Kentucky 

Standanl  Oil  Co.  of  Ohio  . 

Standard  Oil  Co.  of  Texas  . 

Sun  Oil  Co. .  . 

PARTS  &  ACCESSORIES 
Coldmnker  .  . 


17 

28 

1 

15 

5 

5 

4 

7 

38 

14 

14 

57 

1 

37 

3 

3 

13 


13 

9 

15 

76 

30 

23 

117 


ISW 

1?0 

lOSMt 


J0J« 

3U44 


2ioi: 

’dll' 

4W1« 

wjtiV' 


ne; 

1425’' 

3425" 

SSfl« 

223ilh 

5.W5 

STK 

2»W 

324TI' 

2MT0 

Sli^ 

422tW 

53245 

2T1>!5 

231N* 

»rr. 

120*1" 

14114* 

;«:4« 

9575*5 

S5«* 

39471’ 

210*'' 

7392* 

709912 

90957* 

11954 

iC* 

55711* 

931' 

0923’ 


7995 
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In  Merchandising  ...  in  Advertising  .  .  ,  nothing  catches  the  eye 
like  COLOR !  Now,  you  can  capture  more  attention  .  .  .  more  sales 
. . .  more  impact ...  in  Columbus  and  the  rich  Central  Ohio  Market. 
Use  new,  ROP  Full  Color  advertising  in  the  Columbus  DISPATCH 
and  watch  profits  grow.  Write  for  information  today! 


(fotamtms  SKstiatctt 

Read  in  more  than  4  out  of  5  Columbus  homes  daily  ...  9  out  of 

10  on  Sunday 

N«N«n«l  RcprtSMtafivtt:  0'M«r*  A  Ormb**,  Ine.,  N*w  York,  Chieaso,  Dofreit. 

Lot  An^olot,  Son  Franciteo. 

McAtkill  A  Harman,  Inc.,  Miami  loach. 
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Spectacular.  Dignified 
Product  Personality 

Bv  Bradley  Houghton 

Advertiting  Manager,  Four  Ruse»i  Distillers  Company 


It  sometimes  seems  that  color 
advertising  must  have  been  in¬ 
vented  with  Four  Roses  in 
mind.  We  never 
tire  of  seeing 
our  brand  sym¬ 
bol  in  print,  and 
after  all,  one 
of  the  compen¬ 
sations  in  this 
business  is  the 
satisfaction  of 
s  e  e  i  n  g  your 
work  in  its  best 
j)  h  y  s  i  c  a  1  ap- 
p  e  a  r  a  n  c  e.  In 
counting  our  blessings,  we  give 
primary  credit  to  the  natural 
beauty  of  our  trade  mark.  And 
so  color  and  Four  Roses  have 
brightened  the  pages  of  national 
magazines  for  many  years. 

But  our  interest  in  color  goes 
considerably  deeper  than  re¬ 
production  of  our  trade  symbol. 
We  rely  heavily  on  our  adver¬ 
tising  illustration  to  create  our 


brand  image.  Illustration  pic¬ 
tures,  rather  than  word  pic¬ 
tures,  have  carried  the  respon¬ 
sibility  for  the  Four  Roses 
personality.  Hence  our  appetite 
for  color  reproduction  is  limited 
only  by  budget  requirements 
and  color  availability. 

It  is  not  important  here  to 
review  the  peculiarities  of  the 
alcoholic  beverage  industry, 
other  than  to  point  out  that 
whiskey  brand  preference  is 
often  accounted  for  by  the  in¬ 
tangibles  of  product  personality 
than  by  “reason  why”  selling. 

In  Local  .Media 

That’s  why  Four  Roses,  with 
a  very  superior  product  in  the 
bottle,  still  needs  spectacular, 
but  dignified  advertising  to  i)ro- 
tect  its  position  as  a  top  seller. 
The  Four  Roses  success  wa.s 
built  on  its  domination  of  color 
magazine  advertising.  But  it 
would  be  imprudent  to  rely  on 


Houghton 


IMPORTANT  NEWSPAPER  COLOR  ADVERTISERS 


(Continued  from 
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PASSENGER  CARS  (NBPV) 

American  Motors  Corp.-Institutional 

60 

102 

1929K8 

Buick  . .  . 

21 

39 

228660 

Buick  &  Cadillac  .... 

1 

1 

784 

Buick  &  Chevrolet  .  .  .  . 

1 

1 

1000 

Cadillac  .  —  . 

2 

3 

3528 

Chevrolet  . .  .  .  .  . . 

30 

57 

336476 

Chrysler  . . 

16 

62417 

Chrysler  Corp.-Institutional  . 

3 

6 

12200 

Chrysler  &  Plymouth  . 

8 

16 

186008 

Clipper  . . . 

1 

1 

1232 

Clipper  &  Packard . 

4 

r> 

14164 

De  Soto  . .  .  .  . 

3 

5 

16760 

De  Soto  &  Dodfre  .  .  . 

I 

1 

660 

De  Soto  &  Plymouth . 

6 

8 

13039 

Dod^e  . .  . . . 

16 

30 

1126.69 

UodKe  &  Plymouth  ...  . 

11 

18 

91609 

Ford  . . . .  . 

90 

216 

3467186 

Ford  Motor  Co.-Institutional  . 

1 

1 

4800 

General  Motors  Corp.-Institutional  ... 

6 

17 

63296 

Hudson  . . . 

3 

4 

6433 

Hudson  &  Nash  . 

2 

2 

2005 

Hudson  &  Rambler  ..... 

3 

3 

3680 

Imperial  . . 

2 

2 

3400 

Lincoln  . . . .  . 

1 

I 

1008 

Lincoln  &  Mercury  . 

7 

11 

24289 

Mercury  ... 

29 

57 

354682 

Nash  .  . 

53 

92 

119214 

Nash  &  Rambler  .  . 

3 

5 

7738 

Oldsmobile  ... 

16 

89040 

Packard  .  ... 

1 

9 

2030 

Plymouth  . 

39 

71 

303423 

Pontiac  .  . 

20 

36 

39775! 

Rambler 

62 

99 

109124 

Studebaker  . . 

8 

4 

4898 

Thunderbird 

4 

6 

9962 

TIRES  &  TUBES 

Firestone  Prods . 

1 

2 

14784 

Firestone  Tire  . 

60 

106 

60144*’ 

Firestone  Tire  &  Rubber  Co.- 

Institutional  . 

1 

9 

-Goodrich  Tire  . 

46 

65 

74285 

Goodyear  Tire  . 

64 

123 

259937 

’TRUCKS  &  TRACTORS 

Dodge  Truck 

24 

Ford  Tractor  .  .  . 

1 

Ford  Truck  ...  .  .  . 

76 

146 

1142774 

.MISCELLANEOUS 

Atlas  Perma-Guard  . 

13 

9- 

66229 

21952 

Turtle  Wax  . 

4 

6 

this  advantage  alone,  when 
there  are  additional  effective 
advertising  areas.  The  weight 
of  comi)etitive  magazine  adver¬ 
tising  today  precludes  domi¬ 
nance  of  this  medium  by  any 
single  advertiser.  Witness  a 
single  issue  of  Life  which  car¬ 
ried  2  spreads,  14  full  jtage.s, 
and  312  half  pages  of  liquor 
advertising. 

Over  the  years,  Four  Roses 
has  intensified  its  advertising 
force  in  markets  of  good  poten¬ 
tial  through  advertising  in  local 
media  —  newspapers,  outdoor 
and  transit.  But  recognizing 
the  full  value  of  intensive 
coverage,  we  haven’t  looked  to 
local  media  for  the  personality 
building  job  that  magazines 
have  supplied  in  terms  of  color 
and  copy  presentation.  And 
now,  local  media  present  the 
same  problem  of  saturation  by 
liquor  advertisers.  The  New 
York  Times  in  1955  carried 
060,714  lines  of  advertising 
competing  for  the  consumer’s 
preference  in  distilled  spirits. 

We  fear  in  our  industry,  the 
same  situation  encountered  in 
some  others,  according  to  recent 
research.  It  has  been  shown 
that  advertising  by  industry 
leaders  can  result  in  a  sort  of 
stand-off  in  which  a  few  selected 
brands  maintain  consumer  ac¬ 
ceptance  while  none  receives 
any  significant  measure  of  con¬ 
sumer  preference.  When  this 
occurs,  a  multi-million  dollar 
budget  may  get  you  only  a 
chance  to  compete  for  sales  suc¬ 
cess  through  other  devices. 

Of  Magazine  Quality 

We’re  not  ready  to  settle  for 
status  quo,  consequently,  our 
thinking  has  been  toward  new 
spectacular  advertising  to  keep 
Four  Roses  out  of  the  conven¬ 
tional  i)attern.  It  was  with 
these  thoughts  in  mind  that  we 
directed  our  agencies  to  study 
the  potentials  of  newspaper 
color  adveitising.  The  result  of 
this  investigation  revealed  sev¬ 
eral  significant  things.  (1)  ROP 
color  has  advanced  tremen¬ 
dously  in  recent  years,  both  in 
number  of  papers  offering  such 
availability,  and  in  the  quality 
of  reproduction.  (2)  Although 
a  number  of  whiskies  have  used 
full  pages  in  full  color,  we  were 
not  aware  that  any  had  set  up 
a  program  of  this  type  with 
both  continuity  and  multi-mar¬ 
ket  application.  (3)  In  most 
cases  that  came  to  our  atten¬ 
tion,  color  had  been  used  to 
embellish  typical  newspaper  ad¬ 
vertising  style.  We  think  the 
opportunity  is  much  greater — 
that  the  refinement  of  newspa¬ 
per  color  printing  suggests  ad¬ 
vertising  illustration  of  maga¬ 


TTMS  u,  MJ.) 


Pour  Roses 


ILLUSTRATION  pictures,  ratlie 
than  word  pictures,  have  carrla 
responsibility  for  the  Four  Rous 
personality. 


zine  type  and  quality. 

As  a  result  of  this  and  othtr 
information.  Four  Roses  opened 
a  campaign  last  Fall  that  in¬ 
cluded  full  page  color  advertis¬ 
ing  in  selected  cities.  We  be¬ 
lieved  that  there  was  an  oppor 
tunity  in  this  technique  to 
firmly  establish  the  leadei'shi; 
of  Four  Roses  advertising,  and 
that  several  important  benefit; 
would  be  achieved. 

As  stated  earlier,  we  rely  on 
illustration  situations  to  project 
our  brand  image  to  a  greater 
degree  than  most  advertisers 
This  can  be  accomplished  in 
newspapers  much  more  dra¬ 
matically  with  color  than  witl 
black  and  white. 

We  must  have  spectacu'ar 
presentation  of  our  product  to 
support  our  position  of  prestige 
This  we  can  create  with  the 
commanding  appearance  of  full 
page  color. 

New  Enthusiasm 

Of  utmost  importance  to  i 
distiller  is  the  stimulation  of 
trade  interest  in  his  brand.  Tbe 
size  and  attractiveness  of  color 
copy  in  local  media  has  given 
Four  Ro.ses  a  new  measure 
enthusiasm  throughout  the 
trade. 

Notwithstanding  our  confi¬ 
dence  in  the  values  of  our  ne» 
program,  we  started  our  plu 
cautiously.  Our  first  step  w 
the  evaluation  of  most  major 
newspapers  to  check  their  pen 
formance  on  previous  four  cok 
production.  Then  selection  was 
made  within  the  following  gen 
eral  formula:  We,  of  course 
began  in  markets  where  Four 
Roses  potential  was  greatest 
Second,  we  selected  those  area- 
wheie  our  strong  magazine  pro¬ 
gram  had  sufficient  family  cov 
erage  to  maintain  continuity 
advertising.  Next,  we  focused 
on  multi-newspaper  market 
where  we  could  secure  a  seconc 
(Continued  on  page  46) 
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The  Atlanta  Journal-Constitution. ..now 


in  the  nation  in 


ROP  COLOR 


c? 

^^•cogo  r,-t  ** 

coS:;i‘ 


ADVERTISERS  have  made  The  Atlanta 
Journal -Constitution  fourth  in  the 
nation  in  ROP  color  linage  because 
color  in  The  Journal-Constitution 
pays  off  in  results. 

Color  copy,  spot  or  full,  gets  top 
reproduction,  registration  and  color 
fidelity  seven  days  a  week  in  The 
Journal-Constitution,  reaching  half  a 
million  families. 

Sell  your  products  in  the  South’s 
greatest  market  by  using  ROP  color 
in  the  South’s  largest  newspapers. 


El|e  Atlanta  Sanimt 

Covers  Dixie  Like  the  Dew 

THE  ATLANTA  CONSTITUTION 


The  South’s  Standard  Newspaper 
Represented  by  Kelly-Smith  Co. 


Circulations  4S2,667  dally— 504,754  Sunday  (A.t.C.  9  30  36) 


editor  ac  PUBLISHER  for  March  30,  1957 


45 


Four  Roses 

(Continued  from  page  44) 


cross  section  of  continuity  solicitations — until  it  is  found 
through  black  and  white  adver-  that  a  color  program  is  under 
tising  in  one  or  two  newspapers,  way. 

and/or  outdoor  or  transit.  And  (2)  Research  on  readership 
lastly,  we  pinpointed,  in  the  and  impact  of  color  advertising 
select  group,  those  newspapers  has  been  scarce.  Advertisers 
whose  experience  and  perform-  could  proceed  with  confidence 
ance  on  color  promised  success-  if  they  were  better  fortified 
ful  handling  of  our  difficult  with  the  benefits  of  color. 

...  (3)  Standards  of  reproduc- 

The  rigidity  of  these  stand-  tjon  quality  must  be  improved 
ards  necessarily  limited  the  ex-  continuously.  We  have  had  i 
tent  of  our  initial  program.  As  number  of  examples  in  which 
far  as  results  are  concerned,  newspaper  representative 

experience  to  date  is  satisfac-  was  proud  of  reproduction 
tory.  Trade  reaction  has  been  which  we  considered  unsatis- 
outstanding,  and  reproduction  factory.  The  potential  of  color 
quality  fairly  good.  There  have  requires  a  new  perspective  on 
been  some  substandard  tear-  quality  of  newspaper  print- 
shcctS)  &ri(i  recognize  in^  |i6t*foi'iH3nc6 

a  share  of  the  re.sponsibility  for  Mechanical  processes 

unsatisfactory  results  is  at  our  ^  standardized.  A  re- 

doorstep.  W  e  have  inserted  ad-  handling  on  one  of  onr 

vertising  of  a  rnore  complex 
des,^  than  is  ordinarily  recom- 
mended  for  newspaper  full  color 

press  plates.  If 

lepio  uction.  nickel  plating  improves  printing 

Brand  Image  results,  it  is  difficult  to  under- 

However,  our  reasoning  can  stand  why  all  newspapers  would 

be  justified  and  it  contains  a  P>~g- 

message  for  newspaper  man-  all  other  mechanic.! 

agement.  In  a  program  of  four-  improvements, 
color  r.o.n..  we  are  not  lookinir  In  nil  likelihood  these  sug- 


THE  HOUSTON 
CHRONICLE 


PUBLISHED  MORE 
R.O.P.  COLOR 
ADVERTISING 
THAN  ANY  OTHER 
TEXAS  NEWSPAPER 


was 


in  the  entire  nation 


1,277,062  lines 

of  R.O.P.  COLOR 
ADVERTISING 


JOHN  T.  JONES,  JR.,  President 

R.  W.  McCarthy,  Advertising  Director 

M.  J.  GIBBONS,  General  Advertising  Mgr. 


THE  BRANHAM  COMPANY  —  Netional  Representatives 


S 
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This  man  IS  KVanted! 


In  protest  against  the  Stamp  Act, 
the  American  colonists  organized  the 
Sons  of  Liberty  — to  plan  resistance, 
acquire  military  stores,  serve  as  a 
communications  center,  and  spread 
the  spirit  of  freedom. 

Samuel  Adams,  the  leader  of  the 
patriots,  chose  Jed  Cooper  as  secret 
agent.  A  valiant  Virginian  Ranger, 
frontier  scout  trusted  by  the  Indians, 
courtier  in  drawing  rooms,  soldier 
of  proven  courage... Jed  fought  a 
duel  with  Indian  clubs,  outwitted 
a  beautiful  French  woman  spy  — 
and  helped  awaken  half  a  nation 
to  resist  royal  rule. 

henever  a  man-of-war  was  sunk, 
a  tea  cargo  raided,  an  arms  cache 
seized.  Crown  authorities  decreed. 


“Find  Cooper!  Dead  or  alive!” 

The  story  of  the  hold  man  a  noose 
awaited  brings  to  life  scenes  in  the 
American  underground . . .  w  ith  fast 
action,  intrigue,  and  suspense  in  the 
palaces  of  royal  governors  and  on 
the  waterfronts  of  New  Vork.  Boston, 
and  Philadelphia.  The  carefully 
researched  background  by  Lloyd 
Wendt  and  authentic  art  by  Richard 
Fletcher  make  the  feature  valuable 
for  our  history  classrooms  as  well  as 
fascinating  to  readers. 

Jed  Cooper,  Secret  Agent  of  the 
American  Revolution,  starts  in  the 
New  York  News,  Chicago  Tribune, 
and  leading  American  newspapers 
on  May  19th. 


This  stirring  feature  ...  in  full 
color,  standard  one-third  and  tabloid 
half  pages... builds  prestige  as  well 
as  circulation,  gets  the  enthusiastic 
support  of  veterans,  patriotic  bodies, 
teachers,  and  the  clergy... well  lends 
itself  to  local  promotion... and  gives 
inspiration  as  well  as  information 
and  entertainment  to  the  nation's 
girls  and  hoys,  men  and  women.  For 
proofs  and  prices, 
phone,  wire,  or  write  /jT 
Mollie  Slott, 


Chicago  Tribune-New  York  News  Syndicate,  Inc. 

220  East  42iid  St.,  New  York  ..  .Triltune  Tower,  Chicago 
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Frank  Lawler,  editor  of  Food  Engineering,  inspects  generating  equipment  at  High  Voltage 
Engineering  Corp.,  Burlington,  Mass.  It  preserves  hamburger  meat  through  high  voltage 
bombardment  under  an  experimental  program  for  the  U.  S.  Army  Quartermaster  Corps. 
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HAMBVRGERS... 

SMOTRERED  WITR  ELECTROIVS! 

Frank  Lawler,  Efiitor  of  Food  Enp;ineering,  Reports  on  Latest 
Experimental  Method  of  Food  PreserratUm  JSow  Under  Test 


IHHADIATING  MKA'I'  with  strt*ams  of  hijrli 
voltage  electrons  is  one  of  the  coming 
methods  of  food  preservation.  Here  Frank 
Lawler,  Editor  of  Food  Engineering^  ex¬ 
amines  the  generator  l)eing  used  experi¬ 
mentally  to  preserve  fresh  hamburgers. 

As  the  S7()-billion  food  industry  has 
grown,  Frank  has  brought  his  engineer¬ 
ing  training  and  acquired  knowledge  into 
shai  f)  focus  on  changing  techniques.  Take 
the  ciise  of  a  prominent  food  specialties 
producer  who  recently  came  to  Food 
Engineering  for  technical  advice.  He 
brought  along  his  own  engineers  and 
management  representatives,  went  over 
the  complete  plans  for  a  new  plant  in 
detail  with  Food  Engineering  staff  mem¬ 


bers.  From  his  25  vears’  experience, 
Frank  was  able  to  suggest  several  signifi¬ 
cant  changes.  Examples  like  this,  repeated 
over  the  years,  indicate  in  some  measure 
the  stature  Frank  and  his  magazine  have 
achieved  in  the  field  they  serve. 

What  Does  This  Mean  To  You  ? 

Frank  Lawler  and  485  other  full-time 
McGraw-Hill  editors  produce  magazines 
that  are  rooted  in  the  16  fields  of  busi¬ 
ness  and  industry  they  serve.  They're 
hacked  hv  McGraw-Hill’s  World  News 
Service  and  a  staff  of  correspondents.  So, 
when  business  and  industry  are  in  the 
news,  you  can  ex[)ect  us  to  help  you 
make  the  most  of  it. 


if  yon  have  a  question  about  any  McGraw-Hill  neivs  release  or  about  any  phase 
of  McGraw-Hill’s  Information  Service,  write  to  Julian  Boone,  Director  Communi¬ 
cations  and  Publicity,  McGraw-Hill  Publishing  Company,  New  York  36,  N.  Y. 

MeGraw-Hill  Magazines 

McGraw-Hill  Publishing  Company,  Inc.,  330  West  42nd  St.,  New  York  36,  N.Y. 
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J.  M.  HUBKR  CORPORATION 


INK  DIVISION 


For  R.O.P.  Spot  and  Full  COLOR... 


SEVEN  DAYS  A  WEEK 


IN  PHILADELPHIA... 


The  Evening  and  Sunday  Rnlletin 


Complete  color  service— .se/e;i  days  a  icpck—is 
available  in  Pliiladelpliia's  lionw  newspaper— The 
Fuelling  and  Sunday  Mulletin.  This  gives  advertis¬ 
ers  even  more  impact  to  produce  greater  sales  in  the 
giant  14-coimty  Greater  Philadelphia  market. 

Home  is  where  hiiying  begins.  The  Bulletin  goes 
home  .  . .  delivers  more  copies  to  more  |>eople  every 
seven  days  in  Greater  Philadelphia  than  any  other 
newspaper.  Philadelphians  like  The  Bulletin.  They 
buy  it.  read  it,  trust  it  and  respond  to  the  advertis¬ 
ing  in  it. 


.idvprliiting  Offices:  Pliilailelphia,  .3fllh  and  Market  Sts.  •  New 
york.  312  Madison  Avenue  •  Chieapo.  52D  N.  Mieliipan  Avenue 

Rpprescnlalires:  Sawyer  Ferpuson  Walker  Company  in  Detroit 
.Atlanta  •  l.os  Anpeles  •  San  Franeiseo  •  Seattle 


In  Philadelphia 

nearly  everyhndy  r€*ads  The  Bulletin 


Tulsa  Men’s  Store  Finds 
ROP  Color  Gets  Results 


Tl’LSA,  Okla. 

ROP  color,  judiciously  used, 
is  a  “power  house”  in  pro¬ 
ducing  sales  at  certain  peak 
sales  periods  and  on  feature 
promotions,  says  George  Ren- 
berg,  whose  men’s  wear  store 
has  pioneered  newspaper  color 
in  the  Tnlxa  World  and  Trib¬ 
une,  dating  back  to  December, 
I'jh). 

Mr.  Renberg’s  account  of  how 
his  store  first  used  ROP  color 
successfully,  then  switched  back 
to  a  straight  black-and-white 
schedule,  only  to  have  sales 
uke  a  disappointing  dip,  rep¬ 
resents  another  sure-fire  testi¬ 
monial  on  the  sales  power  of 
newspaper  ROP  color  adver¬ 
tising. 

Started  in  1946 

Here’s  how  Mr.  Renberg,  who 
pays  the  bills,  feels  about  news¬ 
paper  ROP  color,  based  on  his 
Iti-year  e.xperience  with  the  me¬ 
dium: 

“We  found,  on  checking  old 
records,  we,  with  much  ‘fear 
and  trembling’  initiated  our 
first  heavy  jtrogram  of  color 
advertising  back  in  December, 
1946. 


“We  will  admit  that  our  ad¬ 
vertising  agency  (Chapman 
Company)  had  been  singing  the 
jrraises  of  color  advertising  for 
quite  some  time,  but  we  were 
reluctant  to  give  our  go-ahead 
to  them  because  of  increased 
costs  of  preparation,  plates  and 
color  runs. 

“However,  much  to  our  sur¬ 
prise  results  proved  to  be  so 
far  ahead  of  black  and  white 
that  additional  sales  more  than 
justified  the  additional  costs. 

3  to  5  Times  the  Volume 

In  fact,  color  advertising 
produced  from  3  to  .1  times  the 
unit  volume  of  black  and  white 
advertisements.  The  first  cam¬ 
paign  amounted  to  almost  a 
‘scoop’  for  Renberg’s. 

“We  used  color  from  time  to 
time  during  the  whole  year  of 
1947.  One  outstanding  example 
that  comes  to  mind  was  a  Miron 
fabric  men’s  suit  promotion  at 
$60.  This  was  a  6  column  by 
17  inch  ad  that  was  repeated 
(in  season)  for  several  years. 
This  particular  ad  was  so  suc¬ 
cessful  that  we  received  calls 
from  more  than  23  stores  over 
the  countiy  for  mats  and  or 


electros  of  these  plates.  The 
manufacturer  also  requested 
slick  proofs  for  mailing  to  his 
customers. 

“December  1947  saw  another 
all-out  campaign  with  color  and 
was  even  more  successful  than 
our  1946  first  attempt.  As  was 
‘48-’49-’50-’51-’52-’53-’54. 

More  Space — Less  Color 

“In  1955  we  changed  agencies 
(after  17  years)  and  were  ‘sold’ 
on  more  space,  but  less  color. 
In  all  honesty  we  must  admit 
that  over-all  sales  were  disap¬ 
pointing. 

“So  much  so,  in  fact,  that  we 
were  back  with  Chapman  Com¬ 
pany  -  Advertising  early  last 
year,  and  1956  had  its  quota  of 
color  advertising  during  the 
holiday  shopping  season.  Sales 
volume  was  most  gratifying  we 
are  happy  to  say. 

“Much  of  our  success  with 
color  is  due  to  our  agency  who 
has,  over  the  years  through 
much  ‘sweat  and  tears’,  de¬ 
veloped  methods  for  lowering 
costs  of  preparation,  and  the 
proper  use  of  color.  Too  much 
color  defeats  its  purpose  .  .  . 
too  little  color  is  a  waste  of 
the  advertising  money. 

“But  color,  judiciously  used, 
is  a  ‘power  house’  in  producing 
sales  at  certain  peak  sales 
periods  and  on  feature  promo¬ 
tions  for  our  store.” 


4’Color,  One-Shot 
Ad  Sells-Out  Stock 

ROP  color  again  proved  it¬ 
self  a  powerful  advertising 
force  when  Miller’s  Jewelers 
recently  ran  a  five-column 
by  15-inch  four-color  ad  in 
the  Ft.  Smith  (Ark.)  Sunday 
Southwest-Times  Record. 

The  ad  featured  a  one-shot 
offer  of  a  45  piece  set  of  un¬ 
breakable  dinnerware  piiced 
at  $16.99,  but  its  impact  was 
still  apparent  four  days  fol¬ 
lowing  publication.  The  store 
sold  its  entire  stock  in  one 
day  and  had  to  re-order  to 
satisfy  continuing  demand. 

Color  Ad  Lures 

Store  Traffie 

Bi'ffalo,  N.  Y. 
The  Sample  opened  its  new 
downtown  store,  formerly  the 
Flint  &  Kent  department  store, 
with  a  dramatic  full-page  color 
ad  in  the  Sunday  Courier-Ex¬ 
press. 

The  ad,  which  featured  a 
bevy  of  spring  flowers  in  true 
color,  was  an  effective  spring¬ 
board  for  a  “Fantasy  of  Flow¬ 
ers”  promotion  used  by  The 
Sample  to  pull  traffic  during 
the  opening  week  at  the  new 
store. 


Stightlif  Phenomenal! 


The  Duluth  Newspapers  Published 


76.8% 


more  ROP  color  advertising 
in  1956  than  in  1955 


With  a  inerease  in  new  accounts 

Media  Records  show  a  grand  total  of  795,992  ROP  color  lines  for 
1956 — morning,  evening  and  Sunday — which  is  almost  350,000  more 
lines  than  The  Herald  and  News-Tribune  published  in  1955. 

And  many  established  accounts  increased  their  use  of  color,  some 
as  much  as  200%.  Dramatic  proof  that  ROP  color  advertising  pays 
off  .  .  .  especially  in  Duluth. 

DULUTH  HERALD 

|lutath  ^euis-(Dtitiune 

Represented  Nationally  by  RIDDER-JOHNS,  INC. 

NEW  YOIK  CHICAGO  DETROIT  MINNEAPOLIS  SAN  FRANCISCO  LOS  ANGELES 
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ROP  COLOR  AWARDS! 

The  Most  Exciting  Newspaper  Contest  of  the  Year! 


WHO 

WHAT 

WHEN 

and 

WHERE 


WHY 


The  American  Association  of  Newspaper  Representatives, 
the  Advertising  Agency  Production  Men’s  Club  of 
Chicago,  and  the  Art  Directors’  Club  of  Chicago 
will  co-sponsor — 

A  competition  for  ROP  newspaper  color  reproduction  of 
national  ads  appearing  in  daily  newspapers  between  October  1, 
1956,  and  May  31,  1957. 

Special  EDITOR  &  PUBLISHER  awards  will  be  given  to  the 
12  newspapers,  together  with  certificates  of  merit  to  the 
advertisers  and  their  agencies  whose  ads  are  adjudged  winners 
in  each  of  the  three  circulation  groups. 

E&P  AWARDS  will  be  presented  at  Second  ROP 
Color  Conference  at  the  Sheraton  Hotel,  Chicago, 

September  23-25,  1957. 

Deadline  for  entries:  July  1,  1957. 

In  recognition  of  the  growing  demand  from  advertisers 
and  agencies  for  more,  and  better,  newspaper  color — 

To  keep  newspapers  ahead  in  the  increasing  competition  for 
the  national  advertiser’s  dollar. 


ALERT  NEWSPAPER  PUBLISHERS,  ADVERTISING,  PROMOTION  and  PRODUCTION 
MANAGERS  WILL  PLAN  NOW  TO  ENTER  THIS  COLOR  COMPETITION,  AND  TO 
ATTEND  THE  ROP  COLOR  CONFERENCE  AT  THE  SHERATON,  CHICAGO,  SEPT.  23-25. 


For  official  entry  blanks,  and  complete  information,  write  now  to: 

AMERICAN  ASSOCIATION  of  NEWSPAPER  REPRESENTATIVES 

Room  521,  360  North  Michigan  Avenue,  Chicago,  111. 

Chapters:  NEW  YORK  •  CHICAGO  •  DETROIT  •  PHILADELPHIA  •  DALLAS 
ATLANTA  •  SAN  FRANCISCO  •  LOS  ANGELES  •  CHARLOTTE  •  BOSTON 

EDITOR  8C  PUBLISHER  for  March  30,  195' 


Newspapers  offering  ROP  color:  rates  and  data 


Prcparad  for  E  &  P  by  Lake  Shoro  Eloctrotypo,  Chicago. 
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Sunday  rate  3C  A  B  $800;  2C  A  B  $700;  1C  A  B  $00U. 

Option  to  run  Saturday  or  Monday. 

®  2C  A  B.  3C  A  B  Monday  and  Wedneeday  only. 
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Newspapers  offering  ROP  color:  rates  and  data—Conf'd. 


3  Colors 

2  Colors 

1  Color 

Vi  Pate 

Days 

Color 

Closint 

Nick-  Is  Mast' 

and  Black 

and  Black 

and  Black 

Vertical 

otWeek 

Used  in  Standard  Mii 

Days  in 

Prots 

Can 

Sth  eled  head 

Min. 

3-Color 

Min. 

2-Coler 

Min. 

1 -Color 

BBW 

Color  is 
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CALIFORNIA  (Coast.) 

Oxnard  Press  Courier 

'i  pg. 

$10 

No 

All 

Yes 

Yes 

Yes 

4 

1-2 

No 

No 

No 

No 

No 

Palo  Alto  Times 

.SBS 

f:l.S0 

.788 

$«)0 

.588 

$65 

No 

All 

Yes 

Yes 

No 

4 

1-1 

No 

Yes 

No 

No 

No 

Pasadena  Independent  Star>News 

1000 

$200(5) 

1000 

SKiO.T) 

1000 

$12.5® 

Yes 

All® 

Yes 

Yes 

Yes 

3 

2-2 

No 

Yes 

No 

No 

No 

Prtmona  Prngreta-Bulletin 

No 

$35 

No 

All 

Yes 

Yes 

Yes 

2 

1-2 

No 

No 

No 

No 

No 

Kedding  Recor<l*Senrchlight 

.560 

$.30 

No 

All 

Yes 

No 

Ye. 

4 

1-2 

No 

No 

No 

No 

No 

Redlands  Facts 

600 

.3.7% 

No 

Ml® 

Yes 

Yes 

Yes 

.3 

1-2 

No 

No 

No 

No 

No 

Redondo  Beach  Daily  Breeze 

No 

$‘>0 

No 

S(>0 

No 

$45 

No 

Ml 

Yes 

Yes 

Yes 

1 

1-1 

No 

Yes 

No 

No 

No  ■ 

Redwood  ('ity  Tribune 

.S88 

SI’.”) 

.788 

$75 

.788 

$.50 

No 

All® 

Yes 

No 

Yes 

.3 

1-2 

No 

Yes 

No 

No 

No 

Richmond  Independent 

.S88 

$.00  li. 

.788 

$.07  li. 

.788 

$.05  li. 

Yr« 

All 

Yes 

Yes 

Yes 

3 

2-2 

No 

Yes 

Yes 

No 

No 

Riverside  Prt^s.  Knterpri*** 

1000 

6.5 ‘y 

.V.0 

50% 

.760 

.44 '4  % 

No 

All 

Yes 

Yes 

Yes 

3 

1-1 

No 

Yes 

No 

No 

No 

Sacramento  Bee 

QRO 

$.16  li. 

080 

$.14  li. 

.7f>0 

$.11  li. 

Yes 

All 

Yes 

Yes 

Yes 

2 

2-2 

Yes 

Yes 

No 

No 

No 

Sacramento  Union 

ORO 

10  Tc 

080 

.45% 

.TfiO 

.30% 

Yea 

Ml 

Yes 

Yes 

Yes 

2 

1-2 

Yes 

Yes 

No 

No 

No 

Salinas  Californian 

1000 

65% 

1000 

45% 

.760 

27% 

No 

All 

Yes 

Yes 

Yes 

.3 

1-1 

No 

Yes 

Yes 

No 

No 

San  Bernardino  Sun  Telegram 

No 

$1S0 

No 

$00 

No 

$70 

No 

MU' 

Yes 

Yes 

No 

1 

2-2 

No 

No 

No 

No 

No 

San  Pieg«>  Tribune  Union 

1000 

$600 

1000 

$475 

1000 

S.3.70 

No 

All'll 

Yes 

Yes 

Yes 

1 

1-2 

No 

Yes 

Yes 

No 

No 

San  Fernando  Valley  Times 

1000 

$.14  li. 

1000 

$.11  li. 

600 

*.08  li. 

No 

Ml 

Yes 

Yes 

Yes 

7 

2-2 

No 

Yes 

No 

No 

No 

San  Francisco  ('.all  Bulletin 

P-lgO 

$76R 

1000 

.70% 

1000 

.36% 

No 

All 

Yes 

N.. 

Yes 

.3 

2-2 

No 

No 

No 

\«l 

No 

San  Francisco  ('hronirle 

1000 

60%(i) 

1000 

60%5r' 

1000 

36% 

No 

All 

Yes 

Yes 

Yes 

.3 

1-2 

Yes 

Yes 

No 

Yes 

No 

San  Francisco  Fxaminer 

Page 

$0.52 

P.ge 

$052 

I(K»0 

$1.15  li. 

All  i' 

San  Francisco  News 

1000 

$.300 

1000 

$2.70 

1000 

$180 

No 

Ml  1 

1  A  B 

Y.-S 

Yes 

2 

2-2 

Ye. 

Yes 

Yes 

No 

No 

San  Gabriel  Valley  Tribune 

1000 

60% 

No 

.3.7% 

All'll 

San  Jose  Mercury,  News 

1000 

$.5.55(»! 

1000 

$210(T> 

1000 

$160 'D 

No 

All 

Yes 

Yes 

Yes 

2 

1-1 

No 

No 

Yes 

No 

No 

San  I.eantlro  Morning  News 

1000 

$.21  li. 

1000 

$.18  li. 

1000 

$.15  li. 

rwiT 

(D  Paae  Rate  3C  *  B  *230;  2C  &  B  ^200;  IC  A 
O'  f'annot  auarantee  Wetlnt^sday. 

(T  3  day  leeway  required  K'  A-  B  every  day. 

(T  ir  *  B  only  Thursday  P.M. 

:  B  $150 — (Guarantee  MTFS. 

®  Sunday  .3C  A  B  $250;  2C  A  B  $155;  1C  A  B  $12.V 
®  1500  lines  55%;  Paae  .70%. 

©  2C  A  B  Tuesday.  Thursday.  Sunday.  3C  A  B  availatile  March.  ! 
©  2C  A  B.  3C  A  B  Tuesday  and  Thuiwday  only. 

San  I.uis  Obispo  Telegram  IVibiine 

600 

$50 

(lOO 

$27 

All 

San  Mateo  'l  imes  &  News  l  eader 

1000 

7.'> 

1000 

.70% 

610 

45% 

\.» 

Ml 

)e. 

Yes 

No 

.3 

1-1 

No 

Yes 

No 

No 

No 

San  Pedro  News  Pilot 

(bOO 

$1I2..50 

(>00 

$75 

600 

$.47.50 

No 

All  •' 

Yes 

Yes 

Yes 

2 

2-4 

No 

No 

Yes 

No 

No 

San  Rafael  Indep ‘ndent-Journal 

KHM) 

7r>'‘i 

1000 

.50% 

.760 

.37% 

Yes 

All 

Yes 

Yes 

Yes 

4 

1-4 

No 

Yes 

No 

No 

Yes 

Santa  .\na  Register 

1000 

(10^7 

1000 

.70% 

1000 

.3.7% 

No 

All 

No 

Yes 

Yes 

4 

1-1 

No 

No 

No 

No 

No 

Santa  Barbara  News-Press 

P;»ge 

7.')  *7 

'5Pg. 

.70% 

■t  Pg. 

27% 

No 

All 

Yes 

No 

Yes 

1 

1-2 

No 

No 

Yes 

No 

No 

Santa  Cruz  Sentinel-News 

1000 

$22.70  » 

All 

Santa  Maria  Times 

1000 

$70 

1000 

$45 

Santa  Monica  Outlook 

(T' 

.788 

$100 

.588 

.W 

All 

Santa  Rosa  Press-Democrat 

1000 

7.7 

1000 

.70% 

1000 

.37  % 

N.. 

All 

Yns 

Yes 

No 

6 

1-2 

No 

Ye. 

No 

No 

No 

Stockton  Record 

1000 

$.11  li. 

1000 

$.00  li. 

1000 

$.07  li. 

No 

All 

No 

Yes 

Yes 

7 

2-2 

No 

No 

\n 

No 

Ye. 

Turlock  Journal 

No 

$25 

V'allejo  News-Chronicle  &  Times  Herald 

.V)0 

7.7 ‘T, 

.560 

60% 

.760 

.37  % 

No 

All 

Yes 

Yes 

Yes 

1 

1-3 

No 

Yes 

No 

No 

No 

Ventura  Star-Free  Press 

No 

$.70 

No 

All 

Yes 

Yps 

Yes 

2 

1-1 

No 

No 

No 

No 

No 

Visalia  'Pimes-Delta 

No 

$00 

No 

$(>0 

No 

$.30 

No 

All 

Yes 

Yes 

Ye. 

2 

2-2 

No 

Yes 

No 

No 

No 

hittier  News 

1000 

$80 

600 

$10 

No 

All® 

No 

Yes 

No 

,3 

2-2 

No 

No 

No 

No 

No 

(T  Cannot  guarantee  Wednesday.  Th’trsday. 

O'  CJuarantee  Tuesday.  Wednesday. 

?)  ■) 

1500  lines  *.33.75;  Pa*ce  $.72.92. 

Full  color  in  May.  19.77. 

COLORADO 

Boulder  Camera 

1000 

$45 

Ye. 

All 

No 

\  es 

Yes 

7 

1-1 

No 

Yes 

No 

No 

No 

Colorado  Springs  Free  Press 

'  l'  Pg. 

$28 

No 

All 

Yes 

Yes 

No 

4 

1-1 

\.. 

No 

No 

No 

No 

Colorado  Springs  Gazette  Telegram 

Page 

$1.40 

No 

All 

No 

Yes 

Yes 

2 

1-2 

Yes 

No 

No 

Ye. 

.  No 

Denver  Post 

1000 

.70^, 

1000 

W)% 

1000 

27% 

Ye. 

MTWT 

Yes 

Yes 

Yes 

7 

1-1 

Yes 

No 

Yes 

Ye. 

No 

Denver  Rocky  Mt,  News-Tabloid 

Page 

$1.40 

All 

Ft.  Collins  (Coloradoan 

No 

$.70 

No 

$25 

No 

All 

No 

Yes 

Yes 

2 

1-1 

N<. 

N,i 

No 

No 

No 

Grand  Junction  Sentinel 

Pape 

.70% 

.560 

25% 

All 

Greeley  Daily  Tribune 

1000 

$20  T) 

Ml' WPS 

Pueblo  Star-Journal  Chieftain 

1000 

.40% 

1000 

20% 

No 

All 

No 

Yes 

Yes 

2 

1-1 

No 

V, 

No 

No 

No 

Sterling  Advocate 

1000 

25  %® 

All 

No 

No 

(T  I.-.00  lines  $30;  Paice 

©  Red  only 

CONNECTICUT 

Brifigeport  Herald 

KMN) 

.30%1i' 

No 

Sun. 

Yes 

Yes 

Yes 

2 

1-1 

No 

No 

No 

No 

1  No 

Greenwich  Time 

1000 

44'.'% 

No 

MTu. 

Yes 

No 

Yes 

.7 

11 

No 

No 

No 

No 

No 

Middletown  Press 

1000 

.70% 

1000 

44' 4% 

Yes 

Ml  W  K 

Yes 

No 

No 

2 

1-2 

No 

No 

No 

No 

Yes 

(i)  Paifc  25  %. 


DELAWARE 


Wilmington  News  Journal 

Page 

$1.70 

1000 

$300 

1000 

$1.70 

N.. 

Ml 

N.. 

Yes 

Ye, 

6 

11 

No 

Yes 

No 

No 

No 

DISTRICT  OF  COLUMBIA 

News  (tabloid) 

Page 

$450 

Page 

$250 

f»00 

$150 

No 

All 

Yes 

Yes 

Yes 

3 

1-2 

No 

No 

No 

No 

No 

W'ashington  Post  &  1  imes  Herald 

1.700 

$.500 

1000 

$4.50 

1000 

$2.70 

Yes 

All 

Yes 

Yes 

Yes 

4 

2-2 

Yes 

No 

Ye. 

Yes 

No 
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ITS  READY  AND  WAITING  —  BIGGER  THAN  EVER 
AND  IT'S  FOR  THE  ASKING! 


The  11th  Annual 

CONSUMER  ANALYSIS 

of  the  big-spending  St.  Paul  market! 


It’s  hot  off  the  presses — brand  new  from  cover  to  cover — and  it  s 
yours  for  the  asking! 

The  packed-with-facts  1957  St.  Paul  Dispatch-Pioneer  Press  Con¬ 
sumer  Analysis  Survey  is  bigger  and  more  complete  than  ever  before, 
and  it  will  erase  any  doubts  about  how  V  01  R  product  rates  with  the 
4'86,1()()  people  in  the  St.  Paul  Market*  who  spend  S596  million  a  year 
in  retail  sales. 

This  comprehensive  study  reveals  shopping  habits  and  brand  pref¬ 
erences  for  more  than  180  products  .  .  .  from  mattresses  to  motor  oil, 
vegetables  to  vodka,  cars  to  catsup. 

For  your  f>ersonal  cof)y,  just  contact  your  Ridder-Johns  representa¬ 
tive  or  write  on  your  com|)any  letterhead  to  Consumer  Analysis,  Dept.  A. 

*fUmse7.  DAkotA  and  WaslUnston  Counties 
Source  May  10.  1956  Sales  Management 
Survey  of  Busring  Power 


REPRESENTATIVES 

RIDDER-JOHNS.  INC. 

NEW  YORK  -  CHICAGO  -  DETROIT 
SAN  FRANCISCO. LOS  ANGELES 
ST.  PAUL  -  MINNEAPOLIS 
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FLORIDA 

Bradenton  Herald 

1000 

25% 

Daytona  Beach  News,  Journal 

600 

$ir>6 

600 

$101 

600 

$52 

Yes 

All 

Yr» 

Mr, 

Ar. 

7 

1-3 

A.., 

Yr, 

Yr, 

N«> 

No 

Fort  Lauderdale  Daily  News 

1000 

45% 

1000 

35% 

1000 

25%, 

No 

All 

Ye« 

Mr, 

Nd» 

1 

1-6 

No 

N.. 

No 

No 

No 

Ft.  Mvers  News  Press 

ato 

$120 

840 

$05 

8W) 

$45 

No 

All 

Yes 

Mr, 

Yra 

2 

2-2 

N.e 

No 

No 

No 

Nee 

Ft.  Pierce  News-l'ribune 

1000 

35% 

AllTl 

Gainesville  Sun 

1000 

$35 

Jacksonville  Journal 

1000 

35% 

All 

Jacksonville  Times  Union 

H»g«- 

50% 

p«gf 

45% 

1000 

40% 

All 

l.akeland  Ledger 

1000 

35% 

No 

All 

Yr. 

No 

No 

3 

11 

No 

N.. 

No 

No 

No 

Miami  Herald 

No 

$600 

No 

$UM) 

No 

$200 

No 

SThF 

Yes 

Yes 

Yo. 

7 

2-6 

Yr, 

Yr, 

No 

Yr, 

No 

Miami  News 

No 

$400  0 

No 

$350 

No 

$200 

Yes 

Allu) 

Yr* 

Mr, 

Yr» 

3 

1-2 

Yr, 

Yr, 

Mr, 

Yr, 

No 

Ocala  Star-Banner 

Pr- 

25% 

No 

All 

No 

No 

\.. 

3 

l-I 

No 

No 

No 

No 

No 

Orlando  Sentinel  Star 

1000 

$275(r 

1000 

$225(J! 

1000 

$17.5(i) 

All 

Panama  Gtj  News  Herald 

1000 

.35% 

1000 

30% 

All 

Pensacola  News-Journal 

1000 

50% 

1000 

w% 

1000 

35% 

All 

St.  Augustine  Record 

480 

25% 

St.  Petersburg  lnde|>endent 

1000 

$110 

1000 

$.55 

All 

St.  Petersburg  Times 

1000 

$175 

1000 

$125 

1000 

$75 

All 

Sarasota  Herald-Tribune 

RtO 

30% 

840 

25% 

BU) 

20% 

Yr» 

All 

Yra 

Yr» 

Yes 

3 

1-1 

No 

Yr, 

Yes 

No 

No 

Tampa  Times 

1000 

$170 

1000 

$1.35 

1000 

$100 

Yra 

All 

Mr, 

Yr. 

Yr. 

% 

1.3 

Yr, 

N,> 

No 

No 

No 

Tampa  Tribune 

1000 

$210 

1000 

$170 

1000 

$1.30 

All 

(i.'  F125  in  Wednesday  Food  .-Section 
(t  1500  lines  to  pace  add  $25. 

tar  on  5  ilay 

opt  lull. 

T,  Kxeept  Saturday, 
li)  2C  A  H.  3C  A  B  vw 

o  pt  SlW 

i.Uy. 

GEORGIA 

Albany  Herald 

500 

.50% 

vD 

All 

Atlanta  Constitution  Journal 

$:>oo 

Paur 

$.500 

1000 

$350 

No 

All 

Mr, 

Yr. 

Yr, 

.5 

1-2 

Ne. 

No 

Nik 

Yes 

No 

Augusta  Chronicle  Herald 

1000 

$125 

Yra'T) 

AlUT) 

No 

No 

Yr, 

7 

11 

N., 

No 

No 

No 

Ne. 

Columbus  Ledger  Knquirer 

1000 

$175 

1000 

$125 

1000 

$75 

Yes 

All® 

Mr, 

Yes 

Yr, 

.3 

1-2 

No 

Yr, 

No 

No 

No 

Macon  News.  Telegram 

'i  Pr. 

$135 

No 

vnwi'h.sT 

No 

Mr, 

Yes 

1 

11 

No 

No 

No 

No 

No 

Moultrie  Obser\er 

1000 

$35 

Yes 

All 

No 

Yes 

No 

3 

1-2 

\.l 

No 

No 

No 

No 

U  est  Point  Valley  Times-News 

No 

4.5  «'f 

No 

35% 

No 

25% 

(i.  25%  Premium-  3  day  leeway  on 

1  initerlion  dat»\ 

Cannot  cuarantee  I'liureiln! 

.  p.n,  .  1 

Kridity 

or  Siiiidi 

d*  Kenuest  alternate  date  fur  I'lmrsday.  Friday.  4)  10(H)  line«  to  paae 


IDAHO 


I^ewiston  Tribune  _ _  No _ 


Pocatello  Idaho  State  jA»uriial 

.560 

35% 

Allii) 

Twin  Falls  Times  News 

Pr. 

7.5% 

■.  Pr. 

.50*5 

%  Pr. 

25% 

No 

All 

No 

Yr, 

Yr. 

3 

2-2 

N.b 

N,. 

No 

N.b 

N.b 

Kicept  Thursday. 

LLINOIS 

Aurora  Beacon-News 

602 

$60 

No 

SMIAA 

Ar, 

No 

Yr, 

- 

M 

N.y 

No 

N.b 

N.b 

N.b 

Bloomington  Pantagraph 

1000 

35%® 

Yea 

All 

Yr, 

Yr, 

Yr, 

3 

1-1 

No 

No 

No 

N.b 

No 

Canton  I.edger 

No 

50% 

No 

40% 

No 

25% 

Centralia  Sentinel 

1000 

$40 

Yes 

All® 

Yr, 

No 

Yr, 

2 

i.i 

No 

No 

No 

No 

No 

Champsign-l'rbana  News  Crazette 

1000 

25% 

Yr, 

All® 

Yr, 

Yr, 

Yr, 

3 

1-3 

No 

No 

No 

N.. 

N.b 

Chicago  American 

1000 

$•5.50 

No 

MIVIIV 

No 

No 

Yr, 

2 

2-2 

Yea 

No 

N.. 

Yr, 

N.. 

Chicago  Daily  Drovers  Journal 

PaRr 

$120 

Page 

$80 

1000 

$40 

No 

All 

No 

Yr, 

Yr, 

10 

2  2 

N.. 

Yr, 

No 

N.. 

No 

Chicago  Daily  News 

PaRr 

$8.50 

PaRr 

$850 

1000 

$600 

All® 

Chicago  Sun-Times 

Pagr 

$too 

No 

All  i5 

Yes 

Yr, 

Yr, 

7 

13 

N,i 

No 

N.b 

No 

No 

Chicago  Tribune 
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NOTHING  SELLS  CHICAGO 
LIKE  TRIBUNE  COLOR ! 


pages 


These  advertisers  used  five  or  more  pages  of 
Newsprint  Color  in  the  Tribune  during  1956 


1947  1948  1949 


1950 


1951 


Armour  Meal  Produrta 
Belly  Oocker  Cake  Mix 
Borden'a  Produrla 
Bowman  Produrla 
Buirk  Aulomobiles 
Campbell  Soup  Co. 
Canada  Dry  Beverages 
Carson  Pirie  Scoll  &  Co. 
Coca-Cola 

Cracker  Barrel  Cheese 
Duncan  Hines  Mixes 
Pour  Roses 
Galelys  Peoples  Slore 
General  Elecirir 
General  P'oods  Corp. 


1952 


Goldblall's 
Gold  Medal  Flour 
Heileman’s  Old  Slylc 
Heinx  Producis 
Jewel  Food  Slores 
KrafI  Foods  Co. 

Land  O’  Lakes  Buller 
Lever  Bros.  Co. 

Ubby’s  Foods 
Lytton’s 
Meisler  Bran 
Nehi  Beverages 
Old  Sunny  Brook 
Oscar  Mayer  Producis 
Pabsl  Brewing  Co. 


Pepsi-Cola 

Phillips  Pelroleum  Corp. 
Ouaker  Oals  Co. 

Red  Hearl  Dog  Food 
Royal  Crown  Cola 
Srhlilz  Brewing  Co. 
Srhenley  Indusiries, 
Inc. 

Scoll  Pelersen  Producis 
Seagram's  7  Crown 
.Sears  Roebuck  &  Co. 
Slandard  Oil  Cxi. 
Sunbeam  Appliances 
Sunshine  Crackers 
Wilson  .Meal  Producis 


1953 


1954 


1955 


1956 


Penetrating!  Powerful!  Productive! 

Year  after  year,  advertisers  prove  that  nothing  sells 
Chicago  like  full  pages  in  newsprint  color  in  the 
Chicago  Tribune.  The  impact  of  newsprint  color 
page  advertising  produces  attention,  excitement  and 
sales  unmatched  by  any  other  medium.  Readership 
and  response  are  so  terrific  that  advertisers  who  use 


smaller  space  elsewhere  choose  full  page  newsprint 
color  advertising  when  they  use  the  Tribune. 

FuU-page  newsprint  color  advertising  in  the  Trib¬ 
une  works  for  packaged  goods,  big  ticket  items  and 
intangibles.  In  our  files  are  case  after  case  in  which 
advertisers  used  Tribune  color  to  achieve  outstand¬ 
ing  results.  We  welcome  the  opportunity  to  discuss 
with  you  the  use  of  Tribune  newsprint  color  and  to 
show  you  how  little  it  costs. 


CIIjxira50  "Snhunt 

THE  WORLD'S  GREATEST  NEWSPAPER 


Chicuge 

W.  H.  Hattendorf 
1333  Tribune  Tower 
.superior  7-0100 

Editor  ac  publisher 


New  York  City  Dalreil  Son  Francisco 

E.  P.  Struhaacker  W.  E.  Bates  Fitzpatrick  Associates 

220  E.  42nd  St.  Penobscot  Bldg.  155  Montgomery  St. 

Murray  HiU  2-3033  WOodward  2-8422  GArfield  1-7946 

MIMBfR;  FIRST  3  MARKETS  GROUP  AND  METRO  SUNDAY  MAGAZINE  NETWORK 

for  March  30,  1957 


Lot  AngsUt 

Fitzpatrick  Associates 
34^  Wilshire  Blvd. 
Dunkirk  5-3557 
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This  trick’s  on  you 


A  bucket  of  water  over  the  <loor  is  one  of  the 
risks  of  April  Fool’s  Day.  But  being  tricked 
on  other  days  is  something  else  again. 

^et  that’s  what  happens  as  far  as  your  taxes 
are  concerned.  Bart  of  your  taxes  are  used  to 
help  pay  the  cost  of  electric  service  for  cus¬ 
tomers  of  federal  government  power  systems. 

First,  your  taxes  help  build  the  federal 
power  plants  that  produce  electricity  for  these 
people.  Then,  you  have  to  he  taxed  more 
because  they  don’t  pay  all  the  taxes  in  their 
electric  hills  that  you  pay  in  yours.  People 
who  get  electricity  from  the  TV  A,  for  ex¬ 
ample,  pay  less  than  one-fifth  of  the  taxes 
on  electric  service  that  you  pay. 

Next  time  you  hear  someone  talk  in  favor 
of  federal  government  electricity,  ask  him 
about  the  trick  it  plays  with  your  taxes  (and 
his|.  Chances  are,  he’ll  stop  talking  and  start 
thinking.  America’s  Independent  Electric 
l.ifiht  and  Power  Companies* . 

^Cnmpanji  nntneit  on  requrnl  thronffh  thin  magazine 
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^  Pace  2C  4:  B  35  %:  1C  A  B  . 


I  $20.25:  Pace  $40.  IH. 


KENTUCKY 

Ashland  Independent 


Bowling  Green  Park  City  News 

'^P*. 

2,3% 

No 

All 

No 

Yea 

No 

5 

1-2 

No 

No 

No 

No 

Yae 

l.eitington  Herald,  Leader 

1000 

$125 

All 

Ixfuitville  Courier-Journal,  Times 

1000 

$2.50® 

No 

All 

No 

No 

Yes 

4 

1-2 

No 

No 

No 

No 

No 

Ow'ensboro  Inquirer-Messenger 

'ipg. 

$40 

No 

All 

No 

Yes 

No 

6 

l-l 

No 

No 

No 

No 

No 

Paducah  Sun-Democrat 

P.gr 

$126 

Page 

$105 

1000 

$81 

No 

MTVITF 

Yea 

No 

Yea 

7 

2-2 

No 

No 

No 

Yes 

No 

(s)  $275  daily — Sunday  rate — C'oinhinatiti 

LOUISIANA 

Alexandria  Town  Talk 

1000 

SOTc 

1000 

W)% 

1000 

25% 

All 

Baton  Rouge  State-Times  Advocate 

1000 

$225 

1000 

$175 

1000 

$85 

No 

All 

Yes 

Yea 

No 

2 

1-1 

No 

No 

No 

No 

No 

Lafayette  Advertiser 

1000 

35% 

Yes 

All 

No 

Yea 

No 

2 

I-I 

No 

Yea 

No 

No 

No 

lake  Charles  .\merican  Press 

1000 

55% 

1000 

45% 

1000 

334% 

All 

Monroe  News-Star  World 

1000 

$110 

1000 

$85 

1000 

$5.5 

Y« 

All 

No 

Yes 

No 

11 

2-2 

No 

Yes 

No 

No 

No 

New  Orleans  Item 

1000 

35% 

1000 

.30% 

1000 

25% 

All 

New  Orleans  Times-Picayune  States 

1000 

$t00:i) 

1000 

$100  ») 

1000 

$220a) 

All 

Shreveport  Journal,  Times 

1000 

$2.50 

1000 

$200 

1000 

$125 

Yes 

All  'i) 

Yes 

Yea 

Yea 

3 

12 

No 

Yea 

No 

No 

No 

(i)  2  or  3C  A  B  daily  only—  2  day  leeway 

®  2oi 

r  3C  A  B  I50U  tinea  $500;  2000  to  page  $600:  1C  A  B  1500  lines  $320;  2000  to  pase  $420. 

MAINE 

Augusta  Kennebec  Journal 

KNK) 

$.50  D 

No 

MIWTF 

No 

No 

No 

10 

|.| 

No 

No 

No 

No 

No 

Bangor  Daily  News 

1000 

$250  j) 

1000 

$200® 

MTWTF 

Portland  Press  Herald  Exprev* 

Pg.® 

$300 

1000 

$200 

Yea 

All 

Yea 

Y'es 

Yes 

10 

2-2 

No 

No 

Yes 

No 

No 

W  aterville  Sentinel 

•vPg. 

75%  ' 

ipg. 

60% 

®  $75  Lull  page. 

(t;  1200  tine  minimum  Sunday. 

®  1500  lines  2C  A  B  $275;  IC  A  B  $225;  Pace  2C  A  B  $.300: 

K'  A  B  $2.50. 

MARYLAND 

.Annapolis  ('.apital 

1000 

.50% 

No 

Th 

No 

Yea 

No 

Baltimore  News-Post,  .American 

1000 

$.575 

1000 

$475 

1000 

$325 

Yes 

Ml  WIF® 

Yea 

No 

Yes 

3 

12 

Yea 

No 

No 

Yes 

No 

i^umberland  News.  Times 

KKK) 

23  % 

No 

srwiT 

No 

Yes 

Yes 

3 

1-2 

Yes 

No 

No 

No 

No 

Salisbury  Times 

1000 

$.50 

No 

All 

No 

Yea 

Yes 

3 

3-3 

No 

No 

No 

No 

No 

^  1C  A*  B  only  Monday,  Tuesday. 

MASSACHUSETTS 

Attleboro  Sun 

1000 

$50 

No 

MThFS 

No 

No 

No 

7 

22 

No 

Yea 

No 

No 

No 

Boston  Christian  Science  Monitor 

1000 

50% 

1000 

M)% 

1000 

2.5% 

No 

All 

Yes 

Yea 

Yes 

7 

2-2 

Yes 

No 

No 

Yes 

No 

Boston  Globe 

No 

$450® 

MTWTFS® 

Boston  Herald  Traveler 

N.> 

$L50 

No 

All 

No 

No 

Yes 

3 

13 

No 

No 

No 

No 

No 

Boston  Record  .American 

Page 

$100 

Cape  (^d  Standard-Times 

<»00 

$75 

600 

$50 

All  i) 

Fall  River  Herald  News 

No 

35% 

All 

Creenfield  Recorder-Gazette 

1000 

50% 

No 

MTTF.S 

No 

No 

Yea 

6 

l-l 

No 

No 

No 

No 

Ye. 

Holyoke  Transcript-Telegram 

p«g- 

75% 

Page 

.50% 

No 

All 

No 

No 

No 

2 

1-2 

No 

No 

No 

No 

No 

I.owell  Sun 

600 

334% 

Yes 

AH 

Yes 

Yea 

Yes 

2 

II 

No 

No 

No 

No 

No 

New  Bedford  Standard-Times 

1000 

35% 

1000 

25% 

AllTl 

<^uincv  Patriot-Ledger 

1000 

.50% 

MIF 

Salem  Evening  News 

840 

$.22  li. 

MTWTF 

W  altham  News  Tribune 

'i  Pg. 

$125 

■i  Pg. 

$85 

Pg. 

$45 

No 

All 

No 

No 

No 

3 

11 

No 

Yea 

No 

No 

No 

Worcester  Telegram  Gazette 

1000 

25% 

All 

®  Paae  $800 — 3  day  optn 
®  3  day  option. 


a,  Leaa  than  KNIO  linea  $ttf>. 


Battle  Creek  Enquirer  &  New^ 

1000 

$120® 

1000 

$•«'• 

1000 

$50 

Yes 

All 

Yes 

Yes 

Yes 

\ 

1-3 

No 

No 

No 

No 

No 

Benton  Harbor-St.  Joseph  News- 
Palladium,  Herald  Press 

1000 

50% 

No 

All  r, 

Yes 

Yes 

Y« 

5 

1-1 

No 

No 

No 

No 

Yra 

Detroit  Free  Press 

Page 

$•100® 

p»g- 

$000  i 

1000 

$4.50® 

No 

All 

Yes 

Yes 

Yes 

7 

4-4 

Yra 

No 

No 

Yes 

No 

Detroit  News 

1000 

$500?^ 

No 

All 

Yea 

Yes 

Yra 

1 

|.| 

No 

No 

No 

No 

No 

Detroit  Times 

Page 

$1000 

Page 

$1000 

1000 

$500  1 

Yra 

All 

No 

Yes 

Yra 

5 

1-3 

No 

No 

No 

Yes 

No 

Flint  Journal 

1000 

$1.50  IT 

All 

Grand  Rapids  Herald 

1000 

2.5% 

No 

All 

No 

No 

Yes 

1 

M 

No 

No 

No 

No 

No 

®  $600  Sunday. 

(D  Optional  date  rate;  Specihe  date  add  $100;  1C  A  B  Sunday  $000. 
®  $000  Sunday. 

®  Cannot  guarantee  Friday. 

®  1500  linea  3('AB  $1.50:  2CAR  $115;  1CAB  $75:  pace  SCAB  $190:  2CAB  $160;  ICAB  $t$5 
®  1500  linea  $100;  1800  Itnea  $175. 

3  Colors 
anil  Black 
Min. 
Siza 

3-Color 

ProfflMim 

2  Colors 
aiM  Black 
Min. 

Sizo 

2-Color 

Proffliom 

1  Color 
an$  Black 
Min. 
Sizt 

1 -Color 
Promiuin 

'h  Paio 
Virtical 
BtW 

Conic 

Days 
MWaok 
Color  is 
Aviilafelo 

Color  Closint 

Usod  In  SUndard  Mis  Days  in 
Editorial  Procits  Syocial  Advanca 
Mattar  Ink  Ink  ol  Pub. 

■la* 

Proofs 

Hot 

Mold 

Can 

Patch 

Matt 

Nlch- 
5th  and 
CyL  ProM 
Avail  Platis 

Is  Mast- 
hiad 
Man¬ 
datory 
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fastest — most  positive 


greatest  savings 


two  methods  of  control 


side  and  length  register  with  one  scanner 


side,  length,  back-up,  cut-off  and  reel  guide  controls 


most  widely  used  throughout  the  world 


aMI  nicntic  MANUPACTURINO  company  •  340S  wist  471I1  strut,  CHICAOO  32,  ILIINOIS  •  10$  ANOf  lES  17.  CALIF.  •  NEW  YORK  17,  N.Y. 


ac  PUBLISHER  for  March  30,  1957 


63 


Newspapers  offering  ROP  color:  rates  and  data— Cont'd. 


3  Colors 
airi  Block 
mil 
Sin 

3Color 

Prmium 

ZColert 
M<  Block 
mil 
$120 

2-Calor 

ProMium 

1  Color 
ORd  Block 
mil 
Si20 

l-CMor 

PremiuRt 

P0|e 

Vtrticol 

BtW 

CoiRic 

Dors 

elWotk 

Calgris 

Aroilobli 

Color  ClosiRi 

UsodlRStofldord  Mii  DoysiR 
Editoriol  Procoss  Spociol  Adranco 
Manor  iRk  iRk  of  Pub. 

Profs 

ORd 

Proofs 

Hat 

MoM 

Cor 

Palcb 

Mots 

Nick-  Is  Mosl- 
Slh  oM  hood 
CyL  Press  Moa- 
A«olL  Pbtos  di^ 

MICHIGAN  (Cent.) 

Grand  Rapids  Press 

1000 

25% 

No 

All® 

No 

Yes 

Yea 

3 

1-2 

No 

No 

No 

No 

No 

Holland  Sentinel 

Page 

50% 

Iron  Mountain  News 

1000 

$00 

Yea 

All 

No 

No 

No 

2 

1-1 

No 

No 

No 

No 

No 

Jackson  Citizen  Patriot 

Page 

$100 

No 

All 

No 

No 

Yes 

4 

1-1 

No 

No 

No 

No 

No 

Kalamazoo  Gazette 

1000 

25% 

All 

Lansing  State  Journal 

Paur 

1275 

Paitr 

$225 

1000 

$97.20 

Yes 

All'i' 

Yes 

Yes 

Yea 

3 

1-4 

No 

No 

Yes 

No 

No 

Marquette  Mining  Journal 

1000 

$60 

''es 

All 

No 

2 

No 

No 

No 

No 

No 

Midland  News 

1000 

$60 

Yea 

Mrrp 

No 

Yea 

No 

X 

1-1 

No 

No 

No 

No 

Yes 

Muskegon  Chronicle 

Page 

$125 

No 

All 

No 

Yes 

Yea 

i 

1-3 

No 

No 

No 

No 

No 

Mount  Clemens  Monitor-Leader 

1000 

25% 

Owosso  Argus  Press 

1000 

$50 

No 

MTFS 

Yes 

Ye. 

No 

3 

1-1 

No 

No 

No 

No 

Ye. 

Pontiac  Press 

3.»% 

Pap- 

30% 

Page 

25% 

No 

All  •) 

Yea 

Yes 

Yes 

3 

2-2 

Ye. 

Yes 

No 

No 

No 

Port  Huron  limes  Herald 

1000 

1000 

1000 

25% 

Yea 

All® 

No 

Yea 

No 

3 

2-2 

Yes 

No 

No 

No 

No 

Saginaw  News 

Page 

20% 

No 

All 

No 

Yes 

No 

7 

1-1 

No 

No 

No 

No 

Yes 

IVaverse  City  Rerord-K.agle 

1000 

50% 

No 

All 

No 

No 

Yes 

2 

1-1 

No 

No 

No 

No 

No 

Ypsilanti  Press 

No 

$65 

No 

Alli<» 

No 

No 

No 

2 

1-2 

No 

No 

No 

No 

Ye, 

(4)  C'sDDOt  guarantee  Thursday.  ®  3C  dr  B  Tuesday.  Saturday  only. 

®  2C  &  B.  3C  dc  B  on  Wednesday  and  Thursday  only.  Full  page  only  Wednesday,  Thursday. 

^  Guarantee  MTFS. 


MINNESOTA 


Austin  Herald 

1000 

$100 

1000 

$75 

KXK) 

$50 

N.i 

MTVIKS 

Ym 

Ye» 

Ye. 

10 

2-2 

No 

No 

No 

No 

No 

Duluth  Herald  News  Tribune 

’n.»’ 

$.300 

'No 

$250 

No 

$125 

Yes 

AlllJJ 

Yes 

No 

Yes 

5 

2-2 

No 

Yes 

No 

No 

No 

Fairmont  Sentinel 

Page 

$85 

1000 

$.50 

"n^ 

TUTFS 

Yes 

Yea 

Ye. 

2 

1-3 

Yes 

Yes 

No 

No 

No 

Faribault  News 

1000 

$50 

Hibbing  Tribune 

1000 

30% 

All 

Mankato  Free  Press 

■4  Pg. 

$40 

Yes 

All 

No 

No 

Yes 

2 

1-2 

No 

No 

No 

No 

No 

Minneapolis  Star  Tribune 

l^gr  7 

$.300 

$.300  ' 

$3.50 

All 

Moorhead  News 

1000 

$35 

MIF 

New  L  Im  Journal 

1000 

$40 

No 

All 

No 

No 

No 

4 

1-1 

No 

No 

19“ 

"nTT” 

No 

St.  Cloud  Times 

1000 

$.30® 

All® 

St.  Paul  Dispatch.  Pioneer  Press 

~$275 

^$22.5 

.300 

$175 

Ym 

All 

Yes 

No 

Yes 

~4 

2-2 

No 

"n” 

Yes 

Ye. 

No 

Winona  News 

1000 

50% 

No 

MIT'S 

No 

No 

Ye. 

3 

1-2 

No 

No 

No 

No 

0  1C  ft  B  only  bAunday  main  news  section. 

Pagp  $4.' 

)  5  day  leeway. 

MISSISSIPPI 

Biloxi-trulfport  Herald 

KXM) 

30% 

Yea 

All 

Yes 

Yea 

Yes 

3 

1-2 

Yes 

Ye. 

No 

No 

No 

Columbus  Comm.  Dispatch 

1000 

25% 

Ym 

SMTWFS 

No 

Yea 

No 

3 

1-3 

No 

No 

No 

No 

No 

Corinth  Corinthian 

.360 

25% 

Yrt 

SM'rWF 

Yes 

Ye. 

No 

2 

1-1 

No 

No 

No 

No 

No 

Greenville  Delta,  Democrat-Times 

1000 

30% 

SMTWF 

Hattiesburg  .American 

4  Pg. 

60% 

4  Ps- 

.50% 

4Pg. 

35% 

Yes 

All 

Yra 

Ye. 

No 

3 

1-3 

No 

No 

No 

No 

No 

Jackson  Clarion  Ledger-News 

1000 

$250 

1000 

$I87..30 

1000 

$125 

Yes 

All 

Yes 

Yes 

Yes 

7 

3-3 

No 

No 

No 

No 

No 

Jackson  State  Times 

loot) 

.55% 

1000 

4.3% 

1000 

35% 

Yes” 

All 

Yes 

Ye. 

Yes 

3 

1-1 

No 

N*. 

No 

No 

No 

Meridian  Star 

1000 

40% 

1000 

35% 

1000 

25% 

Tupelo  Journal 

1000 

25% 

MTWFS 

Vicksburg  Post,  Herald 

Page 

~.30^ 

’  LVOeP 

45% 

1000 

35% 

All 

MISSOURI 

Ca|>e  Girardeau  S.  Fast  Missourian 

1000 

30% 

Yes 

MTT'S 

Yes 

Yes 

Yes 

2 

2-2 

No 

No 

No 

No 

No 

(Urthage  F.vening  Press 

1000 

$35 

Yes 

All 

Yes 

Ye. 

No 

2 

1-2 

No 

No 

No 

No 

No 

Columbia  Missourian 

1000 

$30 

No 

All 

No 

No 

No 

2 

I-l 

No 

No 

No 

No 

No 

Independence  Fxaminer 

1000 

$50 

All 

Jefferson  City  News  Tribune 

1000  ~ 

$170 

~100^ 

$145 

1000 

$90 

Yes 

All 

No 

Yes 

Ye. 

“lo~ 

2-2 

No 

Ye. 

No 

No 

No 

Joplin  Globe-News  Herald 

1000 

$175 

1000 

$125 

Yes 

All 

No 

Yes 

No 

7 

1-2 

No 

No 

No 

No 

No 

Kansas  City  Daily  Drovers  Tel. 

Pag- 

$120 

Page 

$80 

1000 

$40 

No 

All 

No 

Yes 

Ye. 

10 

2-2' 

No 

Yes 

No 

No 

'  No 

Kansas  City  Star,  Times 

Pagf 

$900  » 

Page 

1800® 

Pag- 

$700(» 

All® 

Moberly  Monitor-Index  &  Democrat 

1176 

$35 

No 

All 

No 

Ye. 

No 

2 

rr 

HsiT 

No 

No 

No 

St.  Joseph  News-Press  Gazette 

1000 

$185® 

1000 

$135® 

1000 

$85® 

No 

All® 

Yes 

No 

Yes 

7 

1-1 

No 

No 

No 

No 

N^ 

St.  I.,ouis  Globe  Democrat 

Pag.^ 

$5.50 _ 

1000 

$400 

1000 

$300 

Yes 

AIK*' 

Yes 

Ye. 

Ye. 

7 

1-2 

Yes 

No 

No 

Yes 

Ye. 

St.  Louis  Post  Dispatch 

Page 

$550  5) 

1000 

$400® 

1000 

$300  i) 

No 

All 

Yea 

Ye. 

Yes 

7 

2-3 

Yes 

Yes 

No 

Yes 

No 

Sedalia  Capitol  Democrat 

I  oik) 

$TTo 

1000 

$75 

1000 

$.50 

No 

All® 

No 

Yes 

Yes 

7 

2-2 

No 

No 

No 

No 

No 

Sikeston  Standard 

iooo 

$140 

1000 

$85 

1000 

$40 

All 

Springfield  News  Leader  &  Press 

Pag- 

$^5.68 

1000 

40  %® 

1060 

25%® 

All 

Q)  $.50  additional  Sunday.  (4)  3  day  leeway  3C  A  B. 

®  2C  A  B,  3C  dc  B  W'ednesday,  Thursday,  Sunday.  (J)  Daily  $1000:  2  or  3C  A  B  available  Sunday  only. 

0  Saturday.  Sunday,  Monday — Friday  rate  3C  &  B  $285;  2C  db  B  $205;  1C  dc  B  $125.  ®  1232  lines  2C  db  B  50 %;  1C  ft  B  35 %. 


MONTANA 


Rutte  Montana  Standard  Post 

1000 

1000 

to% 

1000 

23% 

MTWTF 

— 

- - - 

<»reat  Falls  Tribune  Leader 

IfHK) 

5.'i% 

1000 

.>0% 

1000 

40%  Ye. 

.STWTFS  *) 

Ye.  Ye. 

Yes 

2 

2-3 

No 

No 

No 

No  No 

Miles  (jty  Star 

1000 

$20® 

Missoula-Missoulian  Sentinel 

1000 

$.05  li. 

1000 

$.045  li. 

1000 

$.035  li. 

All 

0  3  day  leeway  3C  ft  B. 

0  l.'KX)  lines  $^10;  pane 

$47,64. 

3  Colors 
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ProRihiRi 

Size 

ProRiiURi 

Size 

ProfliloiR  CoRiic 

Afoiloblo 

Motter  iRk 

iBk 

elPRb. 

Proof* 

Mold 

Mots 

AiolL  Plotos  dotory 

64 


EDITOR  8C  PUBLISHER  for  March  30, 


* 


SEND 

FOR 

SAMPLE 

TEAR 

SHEETS 


Adding  color  to  the 
responsive  power  of  these 
Texas  newspapers  gives  advertisers 
a  new  command  in  selling  at 
the  local  level — producing 
sales  and  ringing  cash  registers 
in  Waco,  Austin  and 
Port  Arthur,  Texas. 


We  know  these  active  markets 
in  Texas  and  have  every  reason  to 
believe  that  they  contain  a 
want-to-buy-audience  .  . .  people 
who  respond  and  trust 
the  advertising  in  these 
quality-edited  newspapers. 


You  can  depend  on  quality  here  •  .  .  standard  process 
inks,  mix  and  toners,  3  colors  and  black  all  days 


mpo/trMiMiMm 


represented  by 
Burke 
Kuipers 
B  Mahoney 


—all  part  of  Texas! 
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Newspapers  offering  ROP  color:  rates  and  data— Cont'd. 


3Colort 
and  Black 
Min. 
Sin 

3-Color 

Pramium 

2Colort 
and  Black 
Min. 
Sin 

2-Colnr 

Pramium 

1  Color 
and  Black 
Min. 
Sin 

l-Coltr 

Pramium 

A  Pata 
Vartical 
BtW 

Comic 

Days 
of  Weak 
Color  is 
AvaiMlo 

Color  CIniiif 

UtodinSbndard  Mil  Days  in 
Editorial  Pracau  Spacial  Adranca 
Mattar  Ink  Ink  ol  Pub. 

Proalt 

Hot 

Mold 

Can 

Patch 

Malt 

Nick-  It  Mait- 
5th  eM  head 
Cyl.  Pratt  Mao- 
Avail.  Platat  datary 

lEBRASKA 

IVatrice  Sun 

10(N) 

2.7*7. 

Nti 

M  1  W  TK  j 

No 

No 

No 

.3 

1-1 

No 

No 

No 

No 

No 

Frrniont  (nuide  &  1  ribiiiu* 

1000 

2.3% 

Yes 

.Mill 

Yes 

No 

Yes 

3 

11 

No 

No 

No 

No 

No 

<arand  Inland  Independt-nt 

1000 

S.30 

les 

Ml 

Yes 

Yes 

Yes 

2 

l-l 

No 

No 

No 

No 

No 

Haattni:^  Tribune 

KKMI 

T.STo 

100(1 

.70 'o 

)4Pg. 

2.3% 

Yes 
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using  editorial  colar  because  of  NEA's 
NEWS-IN-COLOR  program.  Anticipating 
the  need  for  practical,  economical  edi¬ 
torial  color  NEA  added  NEWS-IN-COLOR 
to  its  Full  Service  for  daily  newspapers. 
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allows  coordination  with  color  advertising. 
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"  ^  ^ More  than  $135  million  worth  of  new  buildings 
;  M._4iand  new  homes  were  built  in  metropolitan  Denver 
.  during  1956. 
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Yea 

Yes 

5 

1-2 

No 

No 

No 

No 

No 

Celina  Standard 

1000 

$50 

Yes 

All 

No 

Yea 

Yes 

2 

1-1 

No 

No 

No 

No 

No 

Cincinnati  Enquirer 

840.D 

$350® 

840® 

$225  1) 

810  1 

$150ii'l 

No 

All 

Yes 

Yes 

Yea 

5 

2-2 

No 

No 

Yes 

No 

No 

Cincinnati  Post 

840 

$325 

840 

$225 

840 

$140 

Yes 

All  I 

Yes 

Yes 

Yea 

3 

2-2 

No 

No 

No 

Yea 

No 

Cincinnati  Tiroes-Star 

840 

$325 

840 

$225 

840 

S140 

Yes 

All 

Yes 

Yes 

Yea 

5 

2-2 

No 

No 

No 

No 

No 

<i>  Page  only  Sunday  3C'  A  B  $450;  2C 

Circleville  Herald 

A  B  $:n0;  1C  A  B  $235. 

()U() 

0 

$.W 

Request 

Optional  dates  3C  A  B  Wednesday.  Thursday.  Friday. 

MTS 

(Cleveland  News 

Page 

$432 

1000 

$.16  li. 

1000 

$.10  li. 

All 

Cleveland  Plain  Dealer 

Page 

$84 

Page 

$740 

1000 

$325  I 

All® 

Cleveland  Press 

Page 

45% 

Page 

40% 

1000 

25% 

No 

All 

Yes 

Yes 

Yes 

10 

14 

Yea 

No 

No 

No 

No 

Columbus  Citizen 

1000 

$1.50^ 

No 

All 

Yes 

No 

Yea 

3 

1-2 

No 

No 

No 

No 

No 

Columbus  Dispatch 

1000 

$425 

1000 

$32.5 

1000 

$22.5 

No 

All 

Yes 

Y(*8 

$2,5 

7 

2-4 

Yea 

Yea 

No 

Yes 

No 

0)lumbus  Ohio  State  Journal 

1000 

50% 

1000 

35% 

1000 

25% 

No 

All 

Yes 

Yes 

Yes 

3 

14 

No 

Yea 

Yea 

No 

No 

Conneaut  News  Herald 

lOOO 

$50 

No 

All 

Yes 

No 

No 

6 

22 

No 

No 

No 

No 

No 

Dayton  Journal  Herald.  News 

Page 

55% 

Page 

45% 

1000  y 

35% 

No 

All'i) 

Yes 

Yea 

Yea 

2 

1-2 

Yea 

No 

No 

No 

Yea 

Dover  Reporter 

Pg. 

$45 

Yes 

All 

Yes 

Yes 

$.5 

2 

2-2 

No 

No 

No 

No 

No 

Elyria  Chronicle  Telegram 

1000 

$125 

1000 

$95 

1000 

$60 

Yes 

All 

Yes 

Yea 

Yea 

5 

1-2 

No 

Yes 

No 

No 

Yea 

Findlay  Republican4>>urier 

«pg. 

$.50 

No 

MTWIF 

No 

Yea 

No 

6 

1-1 

No 

No 

No 

No 

No 

Fostnria  Review  Times 

1000 

50% 

No 

All 

No 

Yea 

Yea 

5 

11 

No 

No 

No 

No 

No 

Fremont  News-Messenger 

1000 

$100 

1000 

$75 

1000 

$50 

No 

All® 

No 

Yes 

Yes 

4 

1-1 

Yes 

No 

No 

No 

No 

Hamilton  Journal-News 

1000 

60% 

1000 

.50% 

1000 

35% 

No 

All 

No 

Yea 

No 

4 

1-3 

No 

No 

No 

No 

No 

Ironton  Tribune 

1000 

$50 

MTWTF 

Kenton  Times 

1000 

$150 

1000 

$100 

1000 

$.50 

Yes 

All 

No 

Yes 

No 

7 

1-1 

No 

No 

No 

No 

No 

I.ancaster  Eagle-Gazette 

1000 

$.55 

1000 

$45 

MTWFS 

Lima  News 

1000 

$80 

All 

I^rain  Journal  Times  Herald 

1000 

$180 

1000 

$141.75 

1000 

$94.50 

Mansfield  News  Journal 

1000 

$.18  li.+  'i' 

All 

Marietta  Times 

588 

$50 

TuS 

Marion  Star 

1000 

$.50 

MTWFS 

Martins  Ferry-Bellaire  Times  l>eader 

1000 

$.50 

All 

®  Page  minimum  .Sunday. 

®  2C  A  B.  3C  A  B  Monday.  Tuesday,  Wednesday. 

0  2000  lines  $432. 

Middletown  Journal 

1000 

® 

® 

$50 

1765  lines  25  %. 

Plus  25  %  of  pace  rate. 
Except  Sunday. 

MTWFS 

Newark  Advocate  &  Amer.  Tribune 

1000 

$.50 

All 

New  Philadelphia  Times 

Hpg. 

$50 

No 

MTWFS 

No 

Yea 

No 

2 

1-1 

No 

No 

No 

No 

No 

Painesville  Telegraph 

1000 

$75 

All 

Portsmouth  Times 

$75 

No 

AU 

Yes 

Yea 

Yes 

3 

14 

No 

No 

No 

No 

No 

Ravenna  Record 

«pg. 

$75 

No 

MTWF 

No 

Yea 

No 

7 

1-2 

No 

No 

No 

No 

No 

Sandusky  Register.  Star  News 

1000 

$50 

No 

All 

Yea 

No 

No 

3 

1-2 

No 

No 

No 

No 

Yea 

Sidney  News 

Page 

$150 

1000 

$100 

1000 

$50 

MTWTF 

Springfield  News.  Sun 

Page 

$325 

Page 

$275 

1000 

$225 

Yes 

All 

No 

Yes 

Yea 

7 

34 

No 

No 

No 

No 

No 

Toledo  Blade  &  Times 

1000 

$2.50 

1000 

$200 

1000 

$1.50 

No 

All 

Yea 

Yes 

Yea 

5 

34 

No 

No 

No 

No 

No 

Troy  News 

No 

$40 

No 

All 

Yea 

Yea 

Yea 

3 

3-3 

No 

No 

No 

No 

No 

Van  Wert  Times  Bulletin 

1000 

$50 

No 

All 

No 

Yes 

No 

5 

1-2 

No 

No 

No 

No 

No 

3  Colort 
and  Black 
Min. 
Sizn 

3-Coliir 

Premium 

2  Colors 
and  Black 
Min' 
Sizt 

2Color 

Premium 

1  Color 
and  Black 
Min. 
Size 

1-Color 

Premium 

W  Page 
Vartkal 
BtW 
Comic 

Days 

Of  Wank 
Color  is 
Available 

Color 

Used  in  Standard  Mis 
Editorial  Process  Spocia 
Matter  Ink  Ink 

Chxini 

Diyt in  Profs 
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of  Pub.  Proolt 

Hot 
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CyL 
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Plates 
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In  Washington  D.  C.  you  can  buy  the  impact 
of  color  in  The  Washington  Post  and  Times  Herald 
for  a  lower  advertising  cost  per  1000*  circulation 
than  the  other  standard  size  newspaper  in  black  and 
white  .  .  . 


k  what  it  means 
to  your  sales! 

.  .  .  and  you  reach  ^65%  of  all  adult  men  and 
women  in  the  metropolitan  area  —  44%  more  than 
read  the  2nd  pajH^r.  More  than  read  the  other  two 
papers  combined. 

Too,  your  color  advertising  in  The  Washing¬ 
ton  Post  and  Times  Herald  is  backed  by  six  solid 
years  of  ex|x;rience  in  ROP  color  reproduction  as  well 
as  by  the  most  mcxlern  equipment  and  techniques. 

Since  early  1951  The  Washington  Post  and 
Times  Herald  has  published  ROP  color  in  its  news 
and  advertising  columns. 

Ciet  the  facts  on  how  you  can  take  advantage 
of  the  added  selling  effectiveness  of  ROP  color  in 
one  of  America's  largest  markets.  Call  today  .  .  . 

Sawyer  Ferguson  Walker  Co.  New  York,  Chicago, 

Detroit,  Philadelphia,  Los  Angeles,  San  Francisco, 

Atlanta,  Seattle. 

crimes  ^eralil 


Cost  Per  Page 

Per  1,000  Circulation* 

Post  TH  B&W  $6.42 

Post  TH  Black  &  1 
color  7.14 

Star  B&W  7.78 


Circulation:  415,000  Sunday  —  385,000  daily 
124,000  more  Sunday  circulation  than  The  Star  .  .  . 

I  W,000  more  daily  circulation  than  The  Star  .  .  . 
211,000  more  than  The  News. 

t  As  shou  n  hy  the  most  comprehensive  readership  study  ever  made  of  the 
VathingtoH  newspaper  audience  hy  Publication  Research  Service  of 
Chicago. 
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GOSs’  influence  in  Color  press  development  has  been  recognized  for  more 
than  70  years — and  this  leadership  is  increased  by  the  steady  improvement 
of  features  long  recognized  as  goss  “Firsts.” 

GOSS  oflers  presses  and  stereotype  equipment  engineered  specifically 
for  your  individual  needs,  whether  yours  is  a  metropolitan  daily,  a  growing 
medium-size  newspaper,  a  small  city  daily,  a  weekly — or  a  magazine. 

The  full  line  includes  the  high  speed  HbADLiNER  (world’s  No.  1  news¬ 
paper  press). ..the  popular  single  width  semi-cylindrical  universal.,. or, 
if  your  paper  is  in  the  medium  size  group,  you  can  have  the  advantages 
of  tubular  press  operation  and  choose  between  the  unitube  or  dek-a-tube. 
For  the  small  daily  and  weekly  there  is  the  rugged,  economical  cox-o-type 
flatbed... multi-color  presses  for  comics... magazine  presses  in  a  wide  range 
of  sizes  designed  for  any  type  of  production... and  the  goss  speedry 
ROTOGRAVURE  press. 

The  improved  goss  reel-tension-paster  can  now  be  equipped  with 
fully  automatic  paster  control — ^just  set  it  and  forget  it  with  goss  Paster  Pilot. 

GOSS  also  manufactures  a  full  line  of  stereotype  equipment — the  goss 
PLATE  PERFECTOR  gives  Strong  precision  plates  for  black  and  color  printing 
...GOSS  TENSION  MILLER  provides  accurate  plate  register  directly  from  image. 
These  machines  may  be  operated  integrally  or  separately... and,  for  flat 
casting,  tubular  and  semi-cylindrical  newspaper  operations,  goss  offers — 
matrix  rollers,  casting  boxes,  plate  finishing  machines,  shavers,  and  routers. 

No  matter  what  your  pressroom  production  demands... you  can  get 
it  from  GOSS. 


Most  Complete  Line  of  Presses 
and  Stereotype  Equipment 

Headliner 

Universal 

Unitube 

Dek-A-Tube 

Cox-O-Type 

Magazine  presses 

Multi-Color  presses 

Rotogravure  presses 

Reels-T  ensions-Pasters 

Paster  Pilot 

Goss  Plate  Perfector 

Goss  Tension  Miller 


Famous  Firsts 

Tension  Lockup 
Finger  Tip  Colortrol 
Continuous  Ink  Feed 
Folded  Edge  Forward  Delivery 


Widest  range  of  ROP  color  flexibility 
with  multiple  type  color  units 

Single  Color  Cylinders 
Half  Decks 
Double  Half  Decks 
Four  Color  Units 
Right  Angle  Units 
Portable  Color  Fountains 
Divided  Color  Fountains 


Look  to  Goss  for  the  Latest. .  .First 


Newspapers  offering  ROP  color:  rates  and  data^Cont'd. 


3  Colort  2  Ctlori  1  Color  Vi  Pifi  Diyt  Color  Closint  Nick-  It  Masl- 

anO  BIxk  aok  tbck  aoB  Black  Vortical  ol  Waok  Ui^  in  StanOard  Mil  Davt  in  Proft  Can  5th  oM  btaC 

Min.  3-Color  Min.  2-Color  Min.  1 -Color  BtW  Color  it  Editorial  Procoss  Spocial  Advance  and  Hot  Patch  CyL  Proti  Man- 
Sire  Premium  Sire  Premium  Sire  Premium  Comic  Available  Matter  Ink  Ink  of  Pub.  Prooft  Mold  Matt  AvalL  Plates  datory 


OHIO  (Cont.) 

)A  arrrn  Tribune  Chrimicle 


Washington  C.  H.  RtH'ord  lleraM 


^  illoughby  News  Herald 


S50 


$60  Yes 


ilmington  News.Journal 

1000 

B.'iO 

MTWFS 

^  poster  Record 

672 

B.SO 

All 

Youngstown  Vindicator  Pag** 

$378 

$302 

1000 

tl3.S 

All 

Zanesville  Times  Recorder  &  Signal 

N. 

1100 

Yes 

MTWFS 

No 

No 

Yes 

7 

1-1 

> 

lo  No  No  No  No 

OKLAHOMA 

Ada  News 

1000 

.ior« 

No 

All 

No 

Vrs 

No 

2 

1-1 

<o  No  No  No  \.. 

Ardmore  Ardinorette 


Bartlesville  Examiner  Knterprise 


1000  50 


_ $46.60  No  MTWFci)  N 


2-3  Nfk  Yes  No  No  No 


Blackwell  Journal  Tribune 

1000 

B7.S 

1000 

I.37..50 

SMW 

Duncan  Banner 

M  Pa 

sto 

■»  Pa- 

$20 

All 

Knid  News 

KMM) 

Sl.SO 

1000 

$120 

1000 

$80 

All 

I.awton  Constitution  Press 


Tulsa  Tribune,  World 


(£  (tuarantee  Wednesday.  KridM>  . 

(S)  Combination  Rate — MorniiiK 

REGON 

Alban)  DemotTat-Herald 

KNH) 

$126 

1000 

$8t 

1000 

$12  Yes  All  No 

Astoria  Astorian  Budget 
Bend  Bullet 


CU>os  Bay  Times 

5R8 

$10.S 

588 

$70 

588 

$35 

Yes 

All 

Yes 

Yes 

\n 

Kugene  Register-Cuard 

600 

$110  3 

600 

$8  r>  I" 

600 

$40  » 

No 

All 

Yes 

Yr« 

Yes 

3  2.2  Yes  Yes  No  N.>  No 


No  Yes  Yes  2  l-l  Yes  Yes  Yes  Nn 


Salem  Oregon.Statesman  Capital 
Journal 

lOfK) 

100% 

6(K> 

75  rc 

600 

50*".  Ym  All  No  Ym  No 

7 

1-1  Yo.  No 

Y.» 

Nt.  N.. 

(g.  Hate  up  to  pace.  Over  ^  pHice  a< 

G  25%  Paye.  1500  lines  35 :  KNMMiii 

lid 

d>S  50%. 

Ol  1500  line.  35%;  2407  linm  25%. 

PENNSYLVANIA 

Allentown  Call  Chronicle 

Page 

$225 

Page 

$175 

1000 

$100  No  All  Ym  Y«i  Yr» 

2 

1-1  .No  .No 

No 

No  .No 

Altoona  Mirror 

P«Ar 

.55% 

1000 

45'". 

1000 

35%  All 

Ambridge  Citisen 


Bristol  Courier,  Levitt«>wn  T 


Brownsville  Telegraph 


Intelligencer 


EUwood  City  I>edge 


Creensburg  Review  Tribune 


Johnstown  Tribune,  Democrat 


I.ancaster  New  Kra.  Intelligencer 
Journal 


Latrobe  Bulletin 


Page  $.16  li. 


1000  $.035  li. 


Page  50%  1.500  35%'t)  BOO  20%(i)  No 


1000  %0^ 


1000  $50  No  Mnr 


1000  $140  No  MTWTF  Yes  Yes  Yes 


BOO  20%(^  No  All  Yes  Yes  Yes 


14  No  Yes  Nd>  N.» 


Levittown  Times  (see  Bristol) 


New  Kensington  Dispatch 


®  Minimum  ebante—  $..V)  per  locL  premium.  Cannot  fuaranter  Thursday. 

(J)  ('oODot  guarantee  Thursday. 

Of'  Less  than  pane  50%— 1C  *  B  1220  Uoes  36«:  1000  linen  40%:  800  lines  50%. 


(3)  IC  A  B  only  on  Thursday. 

(g)  Rate  for  3  day  option.  Specified  day  3  or  3C  d  B  $775;  IC  A  B  $636.  $460  in  Sunday  pace  ra<e 
1C  *  B.  1000  to  1600  linen  $426. 


3  Coluri  2  Culun  t  Mk  V5  Pan  Dayt  CuMr  CMuf  Wck-  It  Mnt- 

MdBlack  MdBiKk  wdBIxb  Vmtkal  dtWiS  UNdMStmMard  Mli  Diytlk  Pratt  Cm  Mb  dM  hod 

Mm.  3-CMr  MhL  2-Cdlir  Ml*.  t-ClIw  BtW  CMmIt  EdHarialPracMt  SpKltl  AdvMCt  mii  H«l  Patch  Cyt  Pratt  Maa- 

Siit  Prtmhim  Sira  Pramlum  Sin  Pramhim  Ctmic  AvaitaMa  Mattar  lab  lik  MPib.  Prtalt  MaM  Malt  AvaH.  PMtt  daMy 
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Sewlet  cmd  for  newspapers  printing 


R  O  P  COLOR-K- 


Here  is  a  huge  color  pool 
of  editorial  and  advertis¬ 
ing  pages  built  up  and 
constantly  replenished 
from  up-to-the-minute 
material  supplied  by 
newspapers  coast  to  coast. 

Now  in  its  5th  year,  The 
Milwaukee  Journal  R  O  P 
Color  Service  for  News¬ 
papers  has  firmly  estab¬ 


lished  its  practical  use  to 
all  newspapers  interested 
in  R  O  P  Color. 

A  unique  color  pool  ar¬ 
rangement  provides  R  0  P 
Color  reproduction  ma¬ 
terial  at  a  fraction  of  orig¬ 
inal  cost.  Sound  counsel 
based  on  long  experience 
suggests  ways  to  use  this 
color  material  profitably  ^ 


Now  Serving 

115 

NEWSPAPERS 

coast  to  coast  with  o 
total  circulation  of 

wooctcoo 


In  four  years,  the 
Service  has  distrib¬ 
uted  to  subscribers 

12,722 

advertising  and  edi¬ 
torial  color  pages 
covering  scores  of 
classifications,  as 
well  as  specially  cre¬ 
ated  material  timed 
for  special  seasons 
and  holidays. 


1,921 

Advertising 
Color  Pages 

have  been  made  avail¬ 
able  for  use  by  retail 
accounts.  196  pages 
were  from  34  manu¬ 
facturers  who  pay  for 
mats.  The  retailer  gets 
powerful  color  adver¬ 
tising  without  any 
production  cost. 


Write,  wire  or  phone  for  full  details  .  . 

^  THE  MILWAUKEE  JOURNAL 


COLOR  K  SERV1(| 


FOR  NEWSPAPERS 

333  W.  State  St.,  Milwaukee  1,  Wis.  BR.  1-6000 


MANUFACTURERS-Get  the  facts— 
learn  how  national  advertisers  are 
getting  full  page,  fiiU  color  advertis¬ 
ing  of  their  products  in  newspapers 
at  a  cost  of  less  than  50c  per  M. 


NEWSPAPERS— get  the  facts— learn 
how  little  it  costs  to  become  a  sub¬ 
scriber  and  receive  helpful  R  O  P 
Color  Services  and  the  Color  File 
each  week. 
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Newspapers  offering  ROP  color:  rates  and  data— Cont'd. 


3  Colors  2  Colors  1  Color  Vi  Pate  Days  Color  Closini  Nick-  Is  Mast 

and  Black  and  Black  and  Black  Vortical  olWeek  Used  in  Standard  Mis  Days  in  Profs  Can  Sth  olid  head 

Min.  3-Color  Min.  2-Color  Min.  1 -Color  BtW  Color  is  Editorial  Process  Special  Advance  and  Hot  Patch  CyL  Press  Man- 
Size  Premium  Size  Premium  Size  Premium  Comic  Available  Matter  Ink  Ink  ol  Pub.  Prools  Mold  Mats  AvaiL  Plates  datory 


PENNSYLVANIA  (Cont.) 


Philadelpliia  Newa-'rahioid 

KMMt 

JlOO 

lOO*) 

$KH)  < 

10(H> 

$200  N 

Ni. 

M  1  W  IK  t 

y.-. 

Yes 

No 

10 

21! 

ye. 

No 

No 

No 

ye. 

Pittaahtirgli  Post-Gazetip 

100(1 

$MM» 

1000 

S3(K) 

KMM) 

I2.V) 

.Nn 

Ml 

^ei. 

Us 

>  - 

1-2 

Nva 

S  * 

N  , 

V  1 

N.a 

Pittsburgh  Press 

Pagp* 

S.VHI 

Pagr* 

stoo 

1000 

s.loo 

No 

n  1  A  1  K  * 

Ves 

>  s 

l-t 

\  a 

\  . 

No 

Y*. 

N*. 

Pittsburgh  Sun  relegra(*h 

KKNI 

$1(KI 

KMM) 

$:too 

KNH) 

$200 

Ara 

Ml 

\o 

Y  s 

1 

•2  2 

U*s 

\o 

No 

No 

N  . 

PotlstoHn  Mercury 

1000 

:»o‘, 

1000 

tO'r 

10(M> 

2r»^> 

Yes 

Ml 

'ia-,. 

Nti 

N  1 

1 

M 

N.. 

N  , 

No 

No 

N., 

Pottsville  Ke|aublican 

o(iO 

$(>8.70 

Nr. 

\l  j  \\  V 

N  , 

y,-. 

No 

" 

12 

No 

N  . 

No 

No 

N*. 

Scranton  rimes 

1000 

Sl.'iO 

Ml 

Scranton  Iribune 

1000 

lOIK) 

$12.y 

Slate  C2<»llege  Times 

Nr. 

« 1 1 :» 

No 

SI  00 

No 

$:>() 

No 

Ml  W  IK 

w. 

y.-. 

y.-a 

2-2 

No 

N  , 

N  a 

N  . 

N.v 

larentum  VaHe\  News 

IV. 

$U) 

1  niontown  Herald,  Standard 

IO(M) 

No 

M  l  S 

Ve, 

Yet- 

Yea 

_ - 

No 

N  1 

No 

N  e 

N  . 

^k  ashinpton  Ob.aerver,  Ke[Kirtt-r  1(KM>  $.V)  No  M I  tA  S  No  Ves  No  .t  1-1!  No  No _ No  No  N-t 

XCilkesTBarre  Rp<  or.l  ^  ^  ~IW  ~$.300  ~  _  _ 


I  Cannot  KUurantet-  3C  A-  B  AV  c-dnestiay  A-  Tliuraday.  S'  1**00  tinea  S7.5:  Paice  $80.40. 

1  ( iuarantcAHl  dato  add 


SOUTH  CAROLINA 

Aiken  Standard  &  Review 

2(KM» 

KKH) 

:>o  ■ , 

KXM) 

25  r. 

No 

M  1  W  IK  1 

No 

Y  es 

No 

M 

N.v 

No 

N.I 

N  . 

No 

.^nde^son  In«lependent  Mai! 

1000 

$11.8 

KXX) 

$KX) 

All 

Charleston  News,  (^)urier  I’o-^l 

HMMI 

S2(K> 

1000 

$1.'>0 

10(K) 

$100 

yv. 

All 

yy*. 

Yes 

y  -s 

1 

11 

No 

No 

Ye, 

Nn 

N  . 

(a)lumhia  Record.  State 

HKHl 

I0(Kt 

1000 

$12.". 

All 

Klorence  News 

10(X) 

10 

1000 

27*7 

yv. 

Ml 

Ye, 

Nn 

y™ 

1 

It 

N.. 

No 

No 

No 

(ireenville  News  Piedmont 

1000 

$12.'. 

Nt. 

M  rvt  I  KS 

y,-. 

Yes 

Yes 

T 

1-1 

No 

N.k 

No 

No 

No 

Orangeburg  Times  &  Demoa  r-l 

KHM) 

(»(»', 

KMX) 

10*7 

1000 

25 ‘"o 

Ml  < 

Kork  Hill  Herald 

Kxm 

SKCi 

KXW 

$70 

HK»8 

$.85 

yvs 

Ml 

ye. 

y  , 

Yes 

1 

2-1 

N  ■ 

Ye, 

No 

N  . 

N  . 

Sumter  Item 

I  Pg. 

$85 

Q  Canntkt  guarantee  Thursday.  Krirla>‘. 

®  No  2C  A  B  Thursday, 

Friday 

;  No  3C 

'  A  B  Wednesday,  'i 

riiursday.  Friday. 

SOUTH  DAKOTA 

.Aberdeen  American  News 

KXX) 

•>-  r* 

Nn 

Ml 

)e« 

ye. 

y.-« 

- 

M 

No 

\  , 

N  . 

No 

\  . 

Mitchell  Republic 

KMH) 

$120 

KXM) 

*80 

KXX) 

$M)  3 

All  y 

Rapid  Cit\  Journal 

1000 

.17  *7 

N,. 

All  • 

Ye, 

Yes 

Yes 

8 

i-i 

No 

No 

No 

No 

No 

Sioux  Falls  Argus  l.eader 

Page 

S.'O'l.HO 

I'tiK- 

$2.Vi..30 

1000 

80<", 

A  es 

All 

Yes 

Ye, 

Ye, 

T 

11 

N  , 

No 

No 

Nn 

No 

W  atertown  Public  Opinion 

|(KMI 

.*100 

KXX) 

$7.7 

1000 

$.70 

Yns 

All 

Yes 

Nn 

Ye, 

7 

It 

No 

No 

Ye, 

No 

No 
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TENNESSEE 

Kristol  Herald  Oiiirier  Virginia- 

No 

1.1 '3  *7 

All 

Chattanooga  News-I  ree  Prc*.?.  Time*- 

-VX) 

*210 

.700 

$150 

No 

All 

Ye, 

ye. 

Ye, 

2 

12 

N  . 

No 

No 

\  . 

No 

Clarksville  Leaf-(^bronid*le 

080 

11'.i*e 

No 

Ml 

No 

Ye, 

N.k 

2 

2-2 

No 

Nd. 

N  I 

N  1 

\  . 

(Columbia  Herald 

KXM) 

25'"., 

M  1 W  KS 

Klizabethton  Star 

1000 

27  *> 

(»rt*enevilie  Sun 

1070 

11 '3*7 

N,. 

All 

Nn 

No 

No 

2 

1-1 

Nn 

No 

No 

Nn 

Ye, 

Ja<  k.on  Sun 

1000 

.80'', 

Y.-!. 

All 

Nn 

Ye, 

Nn 

2 

1-2 

Ye, 

N'l 

\n 

Nn 

No 

Johnson  Citv  Press  Chronir  le 

Papr* 

l(Hi'“, 

KXX) 

(x>-N 

1000 

.11*3% 

Nn 

All 

Ye, 

ye. 

\<> 

1 

1-2 

\  1 

No 

No 

No 

No 

KingsjMjrt  Times.  News 

KXX) 

25'’; 

Knoxville  Journal 

No 

$1*X) 

Ni, 

SI  TO 

KnrvxviUe  News-Sentinel 

No 

$I'M» 

N„ 

$ito 

All 

_ 

Memphis  Commer«  ial  ApjM*al.  Pres*. 
Scimitar 

KHH) 

!(»'r 

KXX) 

:t.">  * . 

KXX) 

25'",  . 

No 

All  1 

Ye, 

ye. 

No 

n 

1-2 

No 

No 

No 

N  , 

No 

Morristown  (iazette-Mail 

'  -  Pg. 

$10 

'(  Pg. 

$20 

No 

All 

y.-. 

Yes 

No 

10 

1-1 

\(. 

No 

N  1 

No 

N  . 

Nashville  Banner.  'Tennessean 

MMK) 

$.82.'. 

1000 

$2-70 

KXM) 

S2(M) 

N.i 

Ml 

Yes 

Ye, 

Y.-s 

7 

2  T 

Yes 

Yes 

Yes 

Ye, 

N  . 

(i  K'  A’  li  only  ^Sunday. 


EXAS 

Abilene  Reporter-News 

KXX) 

$110 

KXM) 

$I<)|» 

KXX) 

$()0 

Ml 

.Xmarillo  (dobe-'Tiines  News 

KMX) 

.V)C 

1000 

31  *3''; 

1000 

25', 

Ml  4 

Austin  American.  Statesman 

KXX) 

$ux) 

KXX) 

$1.85 

1000 

$<)."> 

Yes 

All 

Yes 

Ye, 

Y  es 

2 

1-1 

Nn 

Ndd 

NdP 

Nd. 

Nvp 

Beaumont  Knterprise,  Journal 

KXX) 

$.70 

KXX) 

$85 

Nn 

vliri 

\n 

Ye, 

\n 

2 

2-2 

Nn 

\n 

Nd. 

Nn 

His  Spring  Herald 

KXX) 

$.80 

All 

— 

(>'  Cannot  guarantee  Sumlay. 

4 

Nn  M  • 

A  B  Sunday. 

Hrownsville  Herald 

1 .7(X) 

75'", 

KXX) 

.V)*7 

KXX) 

25  7i 

Yes 

All 

Nn 

Yes 

Yes 

1 

8,8 

N.. 

Nn 

Nd. 

Nd. 

N.I 

Hr>an  T^gle 

KXX) 

$.70 

KXX) 

$25 

All 

(>>rpus  (^hrisli  (^ller,  'Times 

KXX) 

$177 

KXX) 

$185 

KXX) 

$85 

Yes 

All 

Yes 

Y'es 

Y'es 

T 

1-2 

N,. 

Yes 

Ndk 

\d» 

Nd. 

Cuero  Record 

I0(X) 

25 '7, 

All 

Dallas  News 

KXX) 

17 

KXX) 

17% 

1000 

27% 

Yes 

Ml 

Y  es 

Yes 

Ye, 

2 

1-1 

Yds 

No 

Nn 

Nt. 

Nd. 

Dallas  'Times  Herald 

KXX) 

T7  *7 

KXX) 

17% 

KXX) 

27% 

Yes 

MI 
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Yes 

Yes 

1 

1-1 

Nn 

Ndi 

Nn 

Nd. 

Nd. 
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Ml 
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-.W'iaC'Ju 


That’s  why  we  at  Story,  Brooks  &  Finley 
employ  a  department  of  ROP  color  and  roto 
specialists,  as  one  of  many  services  for  the 
newspapers  we  represent. 


Ads  in  ROP  color  fairly  jump  out  at  readers. 
With  its  extra  wallop,  ROP  color  gets  fantastic 
results  for  advertisers.  And  that  leads  to 
stepped-up  linage. 


As  advertisers  become  increasingly  aware  of 
the  power  of  ROP  color,  the  technical  and 
sales  know-how  of  our  specialists  becomes  a 
bigger  part  of  our  selling  approach. 


But  ROP  color  has  its  complexities,  too.  It 
really  takes  specialists  to  apply  this  color 
technique  with  utmost  impact,  and  sell  it  for 
all  it’s  worth. 


INCORPORATED 
Newspaper  Representatives 
230  Park  Avenue,  New  York  17,  N.Y. 

NEW  YORK  •  PHIIAOELPHIA  •  CHICAGO  •  BOSTON  •  CLEVELAND  •  ATLANTA  •  LOS  ANGELES  •  SAN  FRANCISCO  •  DETROIT 

Editor  ac  publisher  for  March  30,  1957 


Newspapers  offering  ROP  color:  rates  and  data— Cont'd. 


3  Colors  2  Colors 

aod  Black  and  Black 

Min.  3-Color  Min.  2-Color 

Sizo  PromiuRi  Sizo  Premiuni 


1  Color  Vi  Paid  Days 

and  BIxk  Vortical  of  WHk 

Min.  1 -Color  B(W  Color  is 
Sizo  Promium  Comic  Available 


Color  Closini 

Used  in  Standard  Mii  Days  in  Profs 
Editorial  Process  Special  Advanci  and 
Matter  Ink  Ink  of  Pub.  Proots 


Nick-  It  Mast- 
Can  Sth  tied  head 

Hot  Patch  CyL  Press  Man- 

Mold  Mats  Avail  Plates  datory 


TEXAS  (Cont.) 

El  Faso  Herald  Fust.  Times 

1000 

$100?) 

MTWrS 

Fort  Worth  Frees 

l()00 

$130 

1000 

$105 

1000 

$75 

No 

All 

Yes 

Yes 

Ye, 

2 

1-1 

No 

No 

No 

No 

No 

Fort  Worth  Star-'I'elegram 

1000 

$662.20 

1000 

$163.54 

1000 

$.331.10 

No 

All 

Ye, 

Ye, 

Ye, 

5 

i-i 

No 

No 

No 

Ye, 

No 

Galveston  News,  Tribune 

Page 

45% 

1000 

35% 

1000 

25% 

STWTFS 

Garland  News 

1000 

25% 

Greenville  Herald*Ranner 

1000 

$35 

All 

Harlingd'n  Star 

l,i00 

75% 

1000 

.50% 

1000 

25% 

Yes 

All 

No 

Yes 

Yes 

3 

3-3 

No 

No 

No 

No 

No 

Houston  Chronicle 

1000 

S.500 

1000 

$325 

1000 

$200 

Yes 

All 

Ye, 

Yes 

$60 

7 

1.3 

Yes 

No 

No 

Yes 

No 

Htpuston  Post 

1000 

$.525 

1000 

$260 

1000 

$200 

Ye, 

All 

Ye, 

Yes 

Yes 

2-5 

Yea 

Yes 

No 

Ye, 

No 

Houston  Press 

1000 

$100 

1000 

$2.50 

1000 

$L50 

Yes 

All 

Yes 

Yes 

Ye, 

2 

2-2 

No 

No 

No 

No 

Na. 

Kil|iore  News-Herald 

1000 

$70 

1000 

$35 

Yes 

All 

Yes 

Yes 

Ye, 

2 

1-1 

No 

No 

No 

No 

No 

Ijiredo  Times 

1000 

.50% 

1000 

40% 

1000 

23% 

All 

Ixpnfi\iew  Jtpurnal.  News 

1000 

$1.50 

1000 

$100 

1000 

$.50 

SMTWTF 

Lubbock  Avalanche  Journal 

Page 

$130 

1000 

$100 

1000 

$60 

No 

All 

Ye, 

Yes 

Ye, 

6 

2-2 

No 

No 

Yes 

No 

No 

Lufkin  News 

1000 

.50% 

1000 

25% 

.All 

Marshall  News  Messenger 

1000 

$70 

1000 

$to 

Ye, 

All 

Yes 

Ye, 

Ye, 

2 

1-2 

Ye, 

No 

No 

No 

No 

®  1334  lines  25 

McAllen  Mvmitor 

1500 

75% 

1000 

.50% 

1000 

25% 

Yes 

All 

No 

Ye, 

Ye, 

3 

3-3 

No 

No 

No 

No 

No 

Midland  Reporter-Telegram 

No 

$60 

No 

$42..50 

No 

$.30 

Yes 

All 

Yes 

No 

Ye, 

2 

1-1 

No 

No 

No 

No 

Ye. 

Odessa  American 

1000 

$120 

1000 

$00 

1000 

$60 

No 

All 

No 

Yes 

Yes 

2 

2-2 

Yes 

Yes 

No 

No 

No 

Orange  I.«ader 

No 

$70 

No 

$35 

Palestine  Herald  Press 

1000 

$30 

No 

All 

No 

No 

No 

2 

1-2 

No 

No 

No 

No 

No 

Pampa  News 

Pg- 

25% 

No 

All 

Yes 

No 

Yes 

2 

1-1 

No 

No 

No 

No 

No 

Paris  News 

1000 

$60 

1000 

$40 

Yes 

All 

No 

Yes 

Ye, 

2 

1-1 

No 

No 

No 

No 

v. 

Plainview  Herald 

980 

$30 

No 

All 

Yes 

Yes 

Yes 

3 

1-1 

No 

No 

Yes 

No 

No 

Port  Arthur  News 

1000 

$85 

1000 

$75 

1000 

$65 

Yes 

All  i) 

Yes 

Yes 

Yes 

\ 

1-2 

No 

No 

No 

No 

No 

San  Angelo  Standard.  Standard  Times 

1000 

$130 

1000 

$100 

1000 

$60 

No 

All 

Yes 

No 

Yps 

\ 

4-4 

No 

No 

Ye, 

No 

No 

San  Antonio  F-apre'*s  News 

1000 

$2.50?' 

1000 

$200  > 

1000 

$150  > 

Yes 

All 

Yes 

No 

Ye, 

\ 

2-2 

N.> 

No 

No 

No 

No 

San  Antonio  Light 

1000 

$250 

1000 

$200 

1000 

$1.50 

No 

MTWTF 

No 

Yes 

Yes 

4 

2-2 

No 

Yes 

No 

No 

No 

Sherman  Democrat 

1000 

50*7 

1000 

25% 

Yes 

All 

Yes 

Yes 

Ye, 

3 

1-1 

No 

Yes 

No 

No 

No 

Snvder  News 

1000 

50% 

1000 

25% 

No 

All 

Ye, 

Ye, 

No 

3 

1-1 

Ye, 

No 

No 

No 

No 

Temple  Telegram 

1000 

75% 

1000 

50% 

1000 

25% 

No 

All 

Ye, 

Ye, 

Yes 

3 

1-1 

No 

No 

No 

No 

No 

Texarkana  Gazette  News 

1000 

100*7 

1000 

66^j  *7 

1000 

334  % 

No 

All 

No 

Yes 

Ye, 

7 

2-2 

No 

No 

No 

No 

No 

Tyler  Courier-Times  lelegraph 

1000 

.50% 

1000 

.30% 

Vernon  Record 

1000 

$80 

1000 

$40 

No 

All 

No 

Ye, 

Ye, 

X 

2-2 

No 

No 

No 

No 

N.v 

Victoria  Advocate 

1000 

75% 

1000 

.50% 

1000 

25% 

All 

W'aco  News,  Tribune.  Times  Herald 

1000 

$1.30 

1000 

$105 

1000 

$85 

Ye, 

All 

No 

Yes 

No 

3 

3-3 

No 

No 

Yes 

No 

No 

Wichita  Falls  Record-News,  l  imes 

1008 

$150 

1008 

$115 

1008 

$75 

Ye, 

All 

Ye, 

Yes 

$15 

3 

1-2 

No 

No 

No 

\.. 

No 

(!)  Cannot  guarantee  Moiida>  .  *rues<la.\ 

(f- 

C'ombiriHtion  rate  3C 

A  B  $460:  2V 

A  H  M66;  1C  A  H  SI-V). 

UTAH 

Logan  Herald-Journal 

588 

$37..50 

All 

Ogden  Standard-Examiner 

1200 

60*7 

1200 

.50% 

1200 

U)% 

No 

All 

Yes 

Ye, 

Ye, 

2 

2-2 

No 

No 

No 

No 

No 

Provo  Herald 

1000 

60*7 

1000 

.50*7 

600 

10% 

All 

Salt  I.ake  Citv  Tribune,  Deseret 

News  Telegram 

.ViO 

.50*7 

560 

.50% 

.560 

.35% 

No 

All 

Ye, 

Ye, 

Ye, 

2-2 

No 

No 

No 

Yes 

No 

VERMONT 


Burlington  Free  Pre^s 

WK) 

$100 

No 

Ml 

No 

Ye, 

3r, 

2 

2-2 

Ne. 

No 

No 

No 

Ne. 

VIRGINIA 

Bristol  Herald  t^purier 

Nn 

$50 

Yes 

All 

No 

Yr, 

No 

3 

11 

No 

No 

No 

N.b 

Nn 

Covington  Virginian 

No 

$50 

No 

All'll^ 

No 

No 

Yr, 

6 

1-2 

No 

No 

No 

No 

No 

Harrisonburg  News  Record 

1000 

$.50 

All 

Newport  News  Times  Herahl 

Page 

$200  Ti 

1000 

$i.'io(r 

All 

Norfolk  Ledger-Dispatch 
Virginian-Pilot 

Page 

$.500 

Pag, 

$»00 

1000 

$260 

All 

Richmond  News  Leader  Times 
Dispatch 

1000 

$.300  s 

1000 

$200  1> 

All 

Roanoke  Times*  World  News 

1000 

$175 

Yes 

All 

Yes 

Yes 

Yes 

4 

2-2 

Net 

No 

No 

No 

No 

W  avneslmro  News  Virginian 

Page 

.50*7 

'vPg. 

40*7 

•4  Pg. 

30% 

Yrs 

All 

Yes 

Yr, 

$10 

3 

11 

No 

Yr, 

No 

No 

No 

^  Cannot  guarantee  Thursday, 
(i^  Sunday  premiuni  $50  less. 

■ 

Coiiil.il 

iH'ioii  Kate.  M 

oroioa. 

l-iv-oo, 

,  or  S, 

‘  A  H 

ir  A  B  $106 

WASHINGTON 

Aberdeen  World 

Page 

75% 

1680 

.50*5 

600 

25% 

All?' 

Bellingham  Herald 

600 

$.03  li. 

All 

Bremerton  Sun 

.566 

$125 

560 

$85 

.560 

$.55 

All 

(^ntralia  Chehalis  ('hronii-h* 

No 

$135 

No 

%*¥) 

No 

$45 

No 

MTVUT 

Yes 

Yr, 

\es 

2 

2-2 

No 

Yr, 

No 

Nib 

\l. 

Everett  Daily  Herald 

Page 

$.0<>  li. 

1000 

$.07  li. 

666 

$.06  li. 

No 

All 

Yes 

Yr, 

Yr, 

5 

12 

No 

Yes 

No 

N.i 

\.. 

laongview  News 

56tt 

$120 

.560 

$80 

560 

$10 

No 

MTWPS'j) 

Yr, 

Yes 

Yes 

3 

2-2 

\4> 

No 

No 

Ne. 

Nn 

Mt.  Vernon  Herald 

1000 

$40 

WT 

Olympia  Olvmpian 

600 

$90 

600 

$65 

600 

$35 

Pasco-Kennewick  Columbia  Ha- 
News 

in 

Pg. 

40% 

Pasco  Kennewick  Tri-City  Hera 

l.l  KKOI 

$.0*1  li. 

1000 

$.06  li. 

1000 

$.03  li. 
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What  San  Francisco  Examiner  Leadership  Means  to  You 


When  you  look  at  the  record, 
two'  things  stand  out  immediately: 

1,  The  Examiner  is  preeminently  the  reader's  and  adver¬ 
tisers'  favorite  newspaper  and  generates  the  sales  you 
want. 

2,  Such  leadership  also  guarantees  to  your  advertising 
an  influence  and  prestige  over  and  above  the  happy  re¬ 
sults  at  the  cash  register. 


Circulation:* 

Measures  public  favor  of  The  Examiner 

Daily  Now  more  than  any  other  northern  California  daily  or 
Sunday  newspaper. 

Sunday  More  than  any  other  two  Sunday  papers  combined. 

Total  Advertising: 

Shows  how  all  advertisers  value  T he  Examiner 

Daily  One  million,  two  hundred  thousand  lines  more  than  the 
daily  and  Sunday  total  of  the  second  San  Francisco  paper. 

Sunday  Four-and-a-half  million  lines  more  than  the  other  Sunday 
paper  in  San  Francisco. 

Total  First  in  northern  California  by  more  than  2  million  lines. 

Department  Store  Advertising: 

T ells  what  top  retailers  think  of  T he  Examiner 

Daily  Almost  as  much  as  the  other  three  San  Francisco  dailies 
combined. 

Sunday  Twice  as  much  as  the  competing  Sunday  newspaper  in 
San  Francisco. 

Total  Almost  twice  as  much  as  any  other  newspaper  in  northern 
California. 

For  a  detailed  record  of  our  1956  leadership  in  retail, 
classified,  national,  automotive,  financial  and  other  ad¬ 
vertising  classifications,  we  refer  you  to  Media  Records 
Annual  or  Hearst  Advertising  Service  Inc.  (offices  in  all 
principal  cities). 

PuhUsherg  Stmtemrni 

SAN  FRANCISCO  EXAMINER  Northern  Calif ornia^t  Newspaper  Number  One 
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ENOUGH  PIPE  TO  REACH  FROM  New  York  City  to  San  Francisco 
was  produced  last  year  at  American  Cast  Iron  Pipe  Co.,  Birmingham,  Ala¬ 
bama.  Here,  in  the  pressure  pipe  center  of  the  U.S.,  pipe  is  manufactured  in 
diameters  of  two  to  48  inches  for  water,  sewer,  oil,  gas  and  chemical  systems. 

"Dixie’s”  Accent  Sounds  Good 
to  Business  Ears! 

The  establishment  of  new  corporations  in  the  South  last  year 
was  at  a  rate  seven  times  greater  than  that  of  the  nation  as  a  whole! 

Bank  debits  gained  9.4%.  Electric  power  production  was  up 
13.6%.  Industrial  payrolls  increased  7.5%. 

Dixie’s  business  is  good — and  getting  better — because  of 
buying  power  Uht  golden  cycle  of  progress  continues ...  the  South 
is  on  the  march! 

The  investor-owned  electric  power  companies  of  The  Southern 


Company  will  continue  to  have  ready  ample  electricity  to  meet 


the  needs  of  this  impressive  growth  —  firm  in  their  belief  that 
“the  last  half  of  the  twentieth  century  belongs  to  the  South.’’ 
Statistics,  first  nine  months  of  1956 — latest  available. 


ELECTRIC  POWER  TRANSFORMERS  are  shipped  all  over 
the  world  from  the  recently  established  General  Electric  plant  at 
Rome,  Georgia,  with  almost  2,000  employees.  Rome  is  head¬ 
quarters  for  G.E.’s  Medium  Transformer  Department. 
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THE  SOUTHERN  COMPANY 


^^FUN  IN  THE  SUN!  Sparkling,  white 
beaches  like  this  one  near  Panama  City, 
Florida,  offer  a  wide  variety  of  summer  and 
winter  recreation.  Similar  beaches  are  also 
found  along  the  hundreds  of  miles  of  Ala¬ 
bama,  Georgia  and  Mississippi  shoreline. 


THE  U.S.  ARMY  INFANTRY 
^  CENTER  at  Ft.  Benning,  Georgia, 
is  one  of  many  permanent  military  installa¬ 
tions  in  the  South.  Benning  makes  important 
economic  contributions  to  the  area  with  annu¬ 
al  payrolls  and  purchases  of  around  S7S  mill¬ 
ion.  Pictured  are  soldiers  being  trained  in  the 
use  of  the  new  Battalion  Anti-Tank  recoiless 
rifle,  which  is  capable  of  knocking  out  any 
known  tank. 


Shaded  lection  detignates  area  served  by  the  four 
investor-awned  electric  pawer  companies  in  The 
Southern  Company  system. 


Alabama  Power  Company  Gulf  Power  Company 
Birmingham,  Alabama  Pensacola,  Florida 
Georgia  Power  Company  Mississippi  Power  Company 
Atlanta,  Georgia  Gulfport,  Mississippi 


MILLIONS  OF  POUNDS  of  aluminum  are  used  annually  at  this  Olin  Mathieson  alu¬ 
minum  extrusion  plant  at  Gulfport,  Mississippi.  The  plant  was  established  in  1954  to  meet  the 
South’s  increasing  demands  for  aluminum  prc^ucts.  Another  unit  was  added  last  year.  Most  of  its 
production  is  in  irrigation  pipe,  architectural  exterior  trimming  and  material  for  residential  use. 
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.  •  •  and  your  color  schedule 
WITHOUT  THE  3  BEES 

All  3  Bee  newspapers  have  the  facilities  and  k»iow-how 
to  carry  your  message  in  ROP  color  into  their  rich, 
mountain -ringed  area. 

McCLATCHY  NEWSPAPERS 

NATIONAL  REPRESENTATIVES  .  .  .  O'MARA  &  ORMSBEE 


•  THE  SACRAMENTO  BEE 

•  THE  MODESTO  BEE 

•  THE  FRESNO  BEE 


In  the  newspaper  field,  McClatchy  gives  national  advertisers  three  types  of  discounts 
. . .  hulk,  frequency  and  a  combined  bulk-frequency.  Check  O’Mara  &  Ormsbee  for  details. 


editor  &  PUBLISHER  for  March  30,  1957 


83 


Newspapers  offering  ROP  color:  rates  and  data— Cont'd. 


I  Colors  2  Colors  t  Color  Pofe  Oajrs  Color  Closini  Nick-  Is  Mosl- 

and  Black  and  Black  and  Black  Vortical  olWeek  Usod  in  Standard  Mis  Days  in  Profs  Can  Sth  oled  head 

Min.  3Color  Min.  2-Color  Min.  1-Color  BtW  Color  is  Editorial  Process  Special  Advance  and  Hot  Patch  Cyl.  Press  Man 
Size  Premium  Size  Premium  Size  Premium  Comic  Availatio  Matter  Ink  Ink  of  Pub.  Proofs  Mold  Mals  Avail.  Plates  datory 


ALBERTA 

CANADA 

('.algarv  Albertan 

(il<>  $.01.5  It.  (.1(1  $.015  li. 

All 

Kadmonton  Journal 

KNK)  S1!1K)  KMHI  $1.VI 

Medicine  Hat  News 

No  $.03  li.  1  Vi-s 

Ml  It  Y«  Yf-s  No  1 

1*2  No  Yes  Nt>  No  No 

niiiiiniuni- -  Cannot  aitarantt-o  W  ttlm-Ktlay. 


BRITISH  COLUMBIA 

Nanainiti  Nows  No  S.tU  \ll 


Nelstin  News 

Nai 

»K() 

Nd. 

All 

New  ^  estminster  British  (^iliiinbiaii 

No 

$35 

All 

Trail  Timrs 

.VMi 

$2.5 

Yr. 

MTIT 

Yr 

■K  Yes 

No 

2 

1-1 

No 

No 

No 

No 

No 

\ancouver  New«-Herald 

No 

$T5 

No 

All 

N 

YVa 

$15 

3 

1-2 

No 

No 

No 

No 

No 

Vancdkuver  Province  N 

No 

u»s 

Nap 

Yi»s 

AllvJ) 

Yr 

■a  Yr» 

y™ 

3 

1-2 

Yes 

No 

No 

No 

Vancouver  Sun  \ 

O  1  75'"„ 

No 

No  1 

ar.'i 

Nap 

All 

Yr 

a  Yes 

Y>« 

2 

1-2 

Yr» 

Yes 

No 

Yes 

No 

Victoria  Cohmist,  Times 

loot) 

KNH) 

:ri  "’i 

Yr. 

All 

Yr 

H  Yes 

Ym 

\ 

13 

No 

No 

No 

No 

No 

S)  Miniiiiuui  pronmiins  3('  3C  ItlUU:  1C  S14l>  JC  &  H  MTT.  3C  .t  H  Tlinrs  ■  . . .  :|C  <4INI:  2C  03IHI:  IC  $2IMI 


MANITOBA 

innipog  Froo  I’ro^-s  _  _ WKi _ S.2t)  li.  titll)  _ $.  IH  li.  tani 

W  innipog  Trihiino _ $TT()  I'KUl  $350  (.00  ^”$100  _ Ml  ^ 

■  IXo  2C  *  B  on  .tatur.lav. 

NEW  BRUNSWICK 


Fredericton  Cleaner 

'il’i:.  $>KI  1  fg.  SI.*  1)  '.IV 

t:it»  1 

Yr»  All  Yr.  Yr.  Yr,  3  1-1  Yr,  Yr,  ' 

S..  No  Yr. 

Moncton  LTavangeline 

$<>0  I 

All 

Moncton  Times  I  ranscript 

hO(> 

S.V) 

Y1I..P 

Saint  Jdphn  Telegraph-Journal, 
rimes-Cvlobe 

(lOtl 

pM) 

Mint 

Miniriiuni  Hate:  3('  dr  B  paae  $12.~p 

:  2( '  &  B  '  ;d  $4MI:  |pic  $7U:  1<  '  tV  H  ' mt  i>a«t 

-  $4U.  1 

ilther  lhau  ri'd  $0.5. 

NOVA  SCOTIA 


Halifax  ChrAinicde-Herald.  Star 

KMK) 

$\W  lOtMl  $|l.'t 

(i(NI 

$70 

Yr.  All 

Yr.  Yr,  No 

5  2-3  No  No  No  No  N,. 

New  (Uasgow  News 

OtNI 

No  ‘  All 

No  Yr,  No 

2  1-1  No  No  No  No  No 

Sydney  Post  Keronl 

$120  lOtM)  $«g» 

HNM) 

S.'pO 

ONTARIO 

Brantford  F.xp<isitor 

KHM) 

$110 

MKX) 

$75 

KNH) 

$10 

Y.-. 

All 

Nai 

Yr, 

No 

3 

22 

No 

No 

No 

No 

No 

Chatham  News 

Nap 

$50 

N.. 

All 

No 

No 

No 

\ 

11 

No 

No 

No 

No 

Yr. 

(Tornwail  Standard  FreehAihler 

(XN) 

$80 

(i(MI 

$10 

No 

All 

No 

Yr, 

$10 

k 

11 

Yes 

Yes 

No 

No 

Nap 

i'brt  illiam  1  imes  Journal 

(i(N) 

$.K( 

No 

All 

No 

Yes 

Yr, 

3 

11 

No 

No 

No 

No 

No 

fnalt  RepAPrter 

Nap 

S.'iO 

No 

Yirttp-s 

Y«. 

No 

Yes 

3 

1-1 

No 

No 

No 

No 

No 

Cuelph  Mercury 

N.. 

$30 

All 

Hamilton  Spectator 

1000 

$3(HI 

HNM) 

S2tM) 

MrWKSi, 

Kingston  hig*Standard 

fXX) 

$<X) 

(ItM) 

$.30 

$5 

Kirkland  l.ake  Northern  News 

N.. 

$.>0 

No 

Alla) 

No 

No 

No 

t 

2-2 

No 

No 

No 

No 

No 

Kitchener  Record 

HMHI 

$12(1 

MKM) 

S*M) 

1000 

$(|0 

Ym 

AIKa) 

No 

Yes 

Yes 

1 

1-2 

No 

Yr, 

Yes 

No 

No 

I.indsay  Post 

Nap 

.30 ‘'i 

l.Apndon  Free  Press 

KHM) 

$173 

MNH) 

$12(1 

loot) 

875 

No 

All  • 

Yr, 

Yr, 

Yes 

\ 

1-2 

Yes 

No 

No 

No 

No 

Niagara  P'alls  Review 

ItMM) 

$10 

MIPS 

North  Bav  Nugget 

tit)tl 

$.VI 

Yo. 

All 

Yr. 

Yr, 

No 

2 

II 

No 

No 

No 

N.i 

No 

Orilla  I’arkrt  &  1  imr. 

No 

$.Vl 

Oshawa  'I'imes-f^azette 

N.p 

S'lt) 

Ottawa  Citzen 

(itM) 

::>% 

(itM) 

.'lO '  v 

(MM) 

23*7 

No 

All 

Yr. 

No 

Yr, 

k 

1-3 

Yr, 

Yes 

No 

No 

Ottawa  Jdiurnal 

fitXI 

$.15  li. 

(XM) 

$.10  It. 

(MM) 

$.13  h 

Owen  Sounil  Sun* Times 

OtM) 

SKX) 

(MM) 

$.V) 

No 

\1 1  \k  KS  , 

Yr, 

N,. 

No 

2 

1-1 

No 

No 

Ni> 

No 

Peterborough  Kxamind’r 

IV. 

$MM) 

IV. 

$.'.0 

No 

vn  vi  KS  1 

Y.-. 

Nil 

No 

2 

11 

No 

No 

No 

No 

Nai 

Sarnia  Canadian  Observer 

1000 

$."M) 

No 

All 

No 

Yr, 

Yes 

k 

II 

No 

No 

No 

No 

No 

Sault  Ste.  Marie  Star 

No 

$100 

N., 

$.30 

Stratford  Beac<»n  Herald 

(>0f) 

$110 

fitX) 

$75 

(MM) 

$M) 

No 

Ml 

\  es 

Yi*s 

Yr, 

k 

1-3 

Yr, 

Yr, 

No 

No 

No 

St.  J  homas  1  imes-Joiirnul 

000 

SHtI 

(MNI 

$10 

All 

Sudbury  Star 

(XHI 

$«M) 

(MM) 

$.3t) 

Ml 

Timmins  Press 

N.. 

$50 

No 

All 

Nai 

No 

No 

3 

l-l 

No 

No 

No 

No 

No 

‘l  oronlo  Globe  &  Mail 

ir>to 

SfXX) 

ItMM) 

$2<r5  rj 

Y>. 

All  7 

No 

Yr, 

Yes 

3 

1-2 

Yr, 

Yr, 

No 

No 

N.P 

Toronto  Star 

MXKI 

$7.V). 

'  ItMM) 

S.'MK)  V 

■No 

All 

Yr, 

No 

Yr, 

3 

1-2 

Yes 

No 

No 

No 

No 

*^J’oronto  Telegram 

Pitge 

r>o‘'i 

ItMM) 

40*0 

YV. 

All 

No 

No 

Yes 

3 

2-2 

No 

No 

No 

No 

No 

)X>lland  Tribune 

Ni. 

$.'.0 

"W  indsor  Star 

IVgo 

$2.'»0 

I’agi- 

$200 

1 0(1(1 

SI.V) 

No 

Ml 

^  es 

Yr, 

Yr, 

k 

1-3 

Yes 

No 

Yes 

No 

No 

oodstock-Ingersnll  Sentinel  Review 

Nap 

$50 

(0  ('annot  Ruarantee  Thurwlay. 

2i'  A 

B  Monday.  TiiepAAlay. 

2C  dc  B.  d:  B  Nlomiay,  1  ueptUay*.  \\eAltid*sday,  Satur 

day  APiily. 

• 

lout)  line  nreiniuni. 

PaRe  2C  dc  B  $1000;  IC  A  B  $7 

.50. 

('annot  Ruarantee  WeAlnesday 

,  Friday. 

7 

1.340  lineM  $37.5;  2C 

A  H  Tuesday,  WedneMlay  only 

d)  Cannot  Ruarantee  We<lnpsday. 

Saturday. 

3  Colors 

2  Colors 

1  Color 

W  Paie 

Days 

Color 

Chnini 

Nick- 

Is  Mast- 

and  Black 

and  Black 

and  Black 

Vertical 

of  Week 

Usod  in  Standard 

Mil 

Days  in 

Profs 

Can 

sth 

elod 

head 

Min. 

3-Color 

Min. 

2-Color 

Min. 

1 -Color 

BtW 

Color  is 

Editorial  Process  Special  Advance 

and 

Hof 

Patch 

Cyl. 

Press 

Man- 

Size 

Premium 

Size 

Premium 

Size 

Premium 

Comic 

Available 

Matter 

Ink 

Ink 

of  Pub. 

Proofs 

Mold 

Mats 

Avail. 

Plates 

datory 

dontinui'fi  pftff  ff'  - 

EDITOR  &  PUBLISHER  for  March  30.  1957 


«4 


leads  The  Newspaper  Color  Porode 


••• 


CITY 

EDITION 


LANE  COUNTY^  HOME  NLWSPAPEa 


91st  Year,  No.  22  luo  sections— m  pages  p’ioxe  di  sisji 


Eugene,  Oregon,  Tuesday,  January  22,  1957 


Ike  Enjoyed  For  State-Support 
Inaugural 
Celebration 


Four  Gay  Balls 
Top  Off  Event 

By  RKLMW  MORIN 

iW  Ih*  t4tr«  rr,,,  I 

WASHINGTON  i.P— It  uas 
bai.k  to  business  as  usual' 
Tuesday  for  President  Eiscn- 
bower  after  a  I  rilliant  inau¬ 
gural  celeb’ at  ion  crow  ned  by 
apiiearance  at  lour  gay.  dia¬ 
mond-studded  galas  liononng 
the  start  of  his  second  term 
1  They  kepi  liiiii  on  the  so  until 
nearly  I  a  ni  —and  he  seemed  to 
cniov  every  mmulc. 

T\ith  h«N  Urty  «rn  lu^  arm.  he 
leU  the  While  lh*iisc  '‘•hiit  aftei 
iP  0  flock.  -Urlrri  9I  Ihe  Wash- 
iinston  .Armory  ,*ml  'shnued  up  at 
i  three  heiel.v  in  the  ru'vt  2‘j  hours  ' 
riRpf;n’AL  motion 
Dance  orchcslras  plasxed,  foIor> 
;«ere  trooped.  lhous«rnr|>  of  peo¬ 
ple  promcnad**d  pa't  the  piCMden- 
iral  boxes,  and  celebrated  sincers 
s.ne  their  all  with  evervlhinc 
Troni  Ihe  National  Anthem  to 
The  Bine  Danube  '  and  '  Mr 
Wonderful.'’ 

!  The  PrC'idenl  was  a  picluie  of 
'^rerix'lnal  motion. 

1  He  bowctl,  waved,  smiled. 


Tighter 

Require 


By  D.WR  AVKRIMa 

ur  lliw  llegiUer-<i<Mr4 

l*0|{TT..\ND  —  New  entry 
quiromrnts  dc^icncd  to  raix-  aca-  cradii.i 
driiiic  slandanlN  at  the  tniver.Mly  high  sc 
of  Oregon  and  other  xtafe-sup-  ble  to 
ported  '•choo'  won  appriwal  here  Mrin 
Tuesday  morning  from  the  State  (oinmi 
Board  of  Higher  Education  ne 

Beginning  m  September  19511.  aiici  h 
high  Nchoot  graduates  will  need  xecrcta 
at  least  a  ‘  t  "  average  lu  order  was  a  i 
to  enroll  m  the  .state's  institu-  which 
lions  of  hviKr  learning  without  seicctiv 
Uking  a  spcrial  vxaminatinn  vt\ri 
iThose  with  lower  average-  will 
he  aide  to  grt  in  «'jj|y  if  thev  The 
take  summci  conises  or  receive  r<’prrs« 
a  qualif)  mg.  ^rade  on  a  college 
aptitude  test 

The  Board  put  the  new  (Mdicy  R**'' 
into  effect  an<l  set  195B  as  its  TalU 
first  year  after  he.xring  a  favora-  missioi 
hie  report  from  its  currienlm'n  fere  w 
committee,  which  endorsed  the'of  irc 
plan  at  a  Mfoiday  .ifternoon  meet-  .said  it 
ing  in  Portland  mtnistf 

Oregon's  state  siip|)t*ricd  schoolsnate  m 


|lx<hhed  up  and  down  from  the 
irh.iir-  and  g.tve  B  and  2-handed 

Lsaiiiics  to  acquainl.'incrs.  f 

j  Vice  President  and  Mrs.  Nixon 
al-o  nude  the  circuit  of  the  ccle- 
.hrahons.  Cabinci  members  were, 
'divided  among  the  four  affairs.  I 
j  Maj.  John  Kisenhowcr.  thePre'- 
ideni  s  son.  and  his  wife  Barbara 
with  Hie  President.  The. 


of  d;» 


ident. 
lis  Army  dress  uni- 
blue  with  gold  epau- 


Mild-Lookin 
Confesses  Bi 


iPietiire.  Page 


WATERBURY.  Conn.  '.S— A  cl. 
a  blue  suit  told  calmly  Tuesday  ol 
.  .  ,  and  of  haired  boiliiiR  up  in.side  him 

M  ,  ...  ....  K ''..niwr.r"  ."n'iH  '  oik  s  '  .Mad  Boiiiber  " 

.Hm'C  ;U';ly  ^cm-se  Mete^ky.  as.  stocky  an 

р. riv  The  President,  sipp.nj  made  »  '««  »  >"''3  I'l^e  ajo  'o  S'* 
,10111.10  juice,  added,  ’  In  fact.  New  York  until  he  either  was  caus 

с. enuhcre  ,  ‘-This  i.s  the  man."  saiil  .New  \ 0 

j  They  all  returned  to  the  While nnissioner  Walter  .Arm.  "Wc  know 

llnusi  at  12  42  am  ISecondlv.  WC  kiiow  him  by  a  check 

Charged  with  being  a  fugitive 


P.VRADE  in  color — The  color  picture  of  the  presU 
denlial  inauguration  parade  was  taken  Monday  by  Tom 
Kelly  ct  the  Washington  Post  and  Times-Herald  The 
prints  for  thi.s  picture  were  transmitted  to  Ihe  West 


ille  described  it  as  "less  of  the 
rasped..  .Irnllini;  kind  of  thim; " 

.  .  .  .  .  —  .  . .  .  t'oer  .ears  ag...  at  his  first  inaug- 

coast  bv  .Associated  Press  Uirephoto.  This  is  the  first  u„ii„n,  the  hi-  pmce-sion  kept 
Ume  a  full  color  pirtufe  ot  a  presidential  inauguraUon  him  m  the  reviewing  stand  until 
has  been  reproduced  in  The  Register.Guard.  well  afier  darkness  fell. 


’I.’oda.  S  inaugural  parade  wasIdiUon  in  a  special  Citv  Court  se»i 
the  be-t  parade  l.c  ever  seen  *  York 

I.  a..ar,Kaa  .1  ...  -la..  a(  Iha  "  ^ 

Arrest  Ends 


held 

bond. 

from 


N  ews  pictures  in  color  are  nothing  new  to 
the  AP. 

And,  they're  not  new  to  the  Eugene,  Ore., 
Register  Guard. 

The  Register  Guard  and  many  other  papers 
hove  proved  it  takes  enterprise  and  skill  to 
move  ahead  in  the  ever-broadening  field  of 
color  reporting. 


This  front  page  exhibit  is  an  example,  too,  of 
AP  member  cooperation  on  picture  coverage. 
The  Washington  Post  and  Times-Herald  color 
parade  picture  was  transmitted  by  AP  Wire- 
photo  across  the  nation  and  by  radio  to  far¬ 
away  Tokyo. 

AP  Wirephoto  has  delivered  spot  pictures 
in  color  since  1939. 


When  It  Comes  to  COLOR-Ask  THE  ASSOCIATED  PRESS 


WASHINGTON  POST  AND  TIMES-HERALD 


PEORIA  JOURNAL  STAR 


MThe  Hurletron  has  opened  up  more  color  business  for  us.  Without 
it,  it  would  have  been  impossible  for  us  to  turn  out  the  amount  and 
quality  we  do. 


Ralph  E.  Skinner, 
Superintendent  of  Pressroom 
Peoria  Journal  Star 


CHICAGO  TRIBUNE 


INDIANAPOLIS  STAR  AND  NEWS 


IIThis  installation  is  the  most  amazing  piece  of  equipment  I  have 
seen  in  my  34  years  in  the  newspaper  business.  On  every  press  with  an 
installation  of  the  Hurletron  Control  System,  our  registration  has 
been  perfect.  We  have  pulled  papers  out  of  the  folder  before,  during 
and  after  the  paster  cycle  and  found  the  color  in  perfect  registration. 

Harry  Eybers, 
Production  Manager, 
Washington  Post 
and  Times-Herald 


AuhmaUc  (leaMie^  Qcmimi  ^ 

ROP  COLOR’***Color  Gravure 


••The  Tribune  has  found  that  Hurletron 
Controls  have  enabled  us  to  obtain  consid¬ 
erably  more  accurate  register  of  our  roto¬ 
gravure  color  pages  than  we  got  with  man¬ 
ually  controlled  compensators.  This  has 
helped  us  maintain  our  leadership  in  quality 
reproduction  of  color  rotogravure.  It  has 
also  materially  reduced  our  waste  and 
spoilage,  ft 


leRoy  Anderson, 
Superintendent  of 
the  Chicago  Tribune's 
rotogravure  pressroom. 


MOur  Hurlctrons  enable  us  to 
maintain  register  at  varying  speeds. 
This  was  impossible  under  manual 
o|x-ration.  They  permit  much 
closer  register  on  acceleration  and 
deceleration.  Hurletrons  have  alias 
produced  less  spoilage  and  waste 
newsprint  which  is  very  important 
in  these  days  of  increasing  costa. 
And  our  advertisers  are  better 
satisfied,  ft 


Golden  1.  Paris  (left). 
Production  Manager 
and  Curtis  White, 
Pressroom  Superintendent 
Indianapolis  Star  ond  News 


^  Greatly  reduces  registering-in  time 

^  Automatically  maintains  accurate  register  of  all 
colors  within  a  few  thousandths  of  an  inch 

^  Register  established  at  low  speed  is  maintained 
up  to  highest  operating  speed 


^  Makes  high-speed  corrections  at  splices,  reduc¬ 
ing  off-register  waste 

^  Provides  pressman  with  continuous  indication 
of  running  register 

We'll  be  glad  to  send  illustrated  booklet  upon  request. 


KLECTRIC  EYE  EQUIPMENT  COMPANY  Monwfocturen  of-  HwHetron  R.O.P.Cotor  Refliitrotion  Controlt,  Automatic  Controli  of  Coltpor  ond 

on  Popor  ond  ioord.  Contor  Lin#  ond  Side  Web  Guide  Contfoit,  Cut'Off  and  9ocli-Up  Contro'< 

1932  EAST  FAIRCHILD  STREET,  DANVILLE,  ILLINOIS  SUtte*  Confroli  Monture  Controlt. 


COLOR’S  THE  SALESMAN 
IN  ILLINOIS’  2nd  BIG  MARKET 


Newspapers  offering  ROP  color:  rates  and  data— Cont'd. 


3  Colors  2  Colors  I  Color  ’/?  Pago  Days  Color  Clostnt  Nick*  Is  Mast- 

ant  Black  ant  Black  ant  Black  Vortical  ol  Wnk  Usot  in  Standard  Mil  Days  in  Progs  Can  5th  olot  hoat 

Min.  3-Color  Min.  2Color  Min.  I  Color  BtW  Color  is  Editorial  Process  Special  Advance  and  Hot  Patch  Cyl.  Press  Man- 
Sire  Premium  Sire  Premium  Sue  Premium  Comic  Availahlt  Matter  Ink  Ink _ d  Pub.  Proofs  Mold  Mats  AvalL  Plates  datory 


(.nnliniietf  from  futfif  HI. 

QUEBEC 

M>»nlrfal  Devoir 

Montreal  (>a»ettf _  UN) 

(Quebec  (^hronicle«*iVirgraph  _ 

(jiuebec  l/Action  Clatholique  _ 

SherbnMikr  Reeord  _ _ 

Sherbrooke  l.a  Tribune _ 

(7i  (Hher  than  reU  $50. 

SASKATCHEWAN 

M<Mme  Jaw  I'imea  Herald 

Prince  All»ert  Herald _ 

'T  r'ann<»t  auarantee  U  «‘«lne*«lay.  Thurwlay 


Consumption 
Production  High 

Newspapers  reportinjf  to 
American  Newspaper  Publish¬ 
ers  Association  consumed  387,- 
167  tons  of  newsprint  in  Feb¬ 
ruary,  compared  with  397,757 
tons  in  February,  1956,  and 
365,2‘21  tons  in  February,  1955. 
There  were  four  Sundays  in 
each  February.  There  were  29 
flays  in  February,  1956,  as  com¬ 
pared  with  28  days  in  Feb¬ 
ruary,  1957  and  1955.  During 


first  two  months  of  1957,  re¬ 
porting  newspapers  used  794,- 
763  tons  of  newsprint,  a  de¬ 
crease  of  0.7%  under  first  two 
months  of  19.56  and  an  increase 
of  6.1%^  over  first  two  months 
of  1955. 

An  all-time  record  for  the 
month  was  established  in  Feb¬ 
ruary  in  production  and  ship¬ 
ments  of  newsprint  in  North 
America,  according  to  the  News¬ 
print  Service  Bureau.  This 
February’s  output  equalled  699,- 
639  tons  while  shipments 


totaled  662,495  tons  as  com¬ 
pared  with  respective  totals  of 
645,128  tons  and  633,618  tons  in 
February,  1956.  In  this  year 
the  record  was  made  in  a  28- 
day  month. 

• 

Uiiiversily  Tries 
Institutional  Ad» 

Los  Angeij;s 
Stanford  University  this 
week  turned  to  full-page  insti¬ 
tutional  newspaper  advertising 
to  help  its  fund  raising  drives. 


The  first  copy,  prepared  by 
the  Gene  K.  Walker  agency  of 
San  Francisco,  ran  in  the 
Timers  March  19.  From  six  to 
ten  insertions  are  planned  to 
run  at  two-week  intervals. 

Idea  for  the  test  of  the  in¬ 
stitutional  advertising  on  be¬ 
half  of  the  university  came 
from  Wendell  H.  Kinney,  steel 
executive  formerly  with  Mc- 
Cann-Erickson  Co.,  and  Stan¬ 
ford  Associates,  an  independent 
group  of  alumni  and  friends  of 
the  university. 


■  In  13  prosperous  Central  Illinois  counties  nothing  has  the  sales  impact 
of  a  4-color  page  in  the  Peoria  Journal  Star!  In  the  Journal  Star’s  new 
plant  the  most  modern  Goss  Headliner  Press  gives  you  beautiful  repro¬ 
duction.  Special  nickel-plated  color  plates  have  the  hardness  to  hold  up 
during  the  100,000-plus  run.  Hurletron  electric-eye  control  keeps  knife- 
sharp  register.  A  pioneer  in  new'spaper  color  work,  Peoria  Journal  Star 
has  over  25  years  of  color  experience  . . .  runs  more  color  than  any  news¬ 
paper  in  Illinois,  except  the  Chicago  Tribune. 

Put  Peoria  Journal  Star  on  your  next  color  schedule.  R.O.P.  color  7  days  a 
week  .  . .  minimum  of  VXtO  lines  for  1  color  plus  black . . .  minimum  of  page 
for  i  colors  plus  black. 


Feoria  Journal  Star 


f  afflliaUd  with  WTVH  Ward-Griffith  Co.,  National  Rap*. 


editor  at  PUBLISHER  for  March  SO.  lOS 
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TENNESSEE  VALLEY 
PUBLIC  POWER 

ASSOCIATION 


Chattanooga  2,  Tenneuee 


aent  co^esponaeni  in  ^ueoec  13  ^  V I  u  Havhow,  formerly 
City.  He  replaces  Robert 

*  ,  »  *  —to  the  Charlotte  (N.C.)  06- 

,,  X  j  nerver  copy  desk. 

Chet  Nelson,  sports  editor 

of  the  Rocky  Mountain  News,  *  »  * 

Denver,  Colo. — elected  president  Dan  Corrigan,  formerly  on 
of  the  Denver  Press  Club  and  the  advertising  staff  of  the  St. 
Press  Benevolent  Association.  Raul  (Minn.)  Dispatch-Pioneer 

*  a  *  Press — to  midvvestern  advertis- 

A.  F.  Littlejohn  —  retiring  representative  of  the  Mer- 
after  34  years  with  the  Associ-  Journal,  Des 

ated  Press.  For  the  last  several  Moines,  la.,  department  .store 
vears  he  has  been  dav  wire  edi-  oionthly. 


Ke.n.n'ETh  Forre,  outdoor  edi¬ 
tor  of  the  Dallas  (Tex.)  Morn¬ 
ing  News  —  a  Distinguished 
Alumnus  Award  from  Southern 
Methodist  University. 


-  wasnm^on  oureau  o  tne  uiec  -  ^  SO-year-old  Herschel  Macdonald  (rigM) 

land  (Ohio)  Plain  Dealer-ve-  frsochco  is  burning"  on  the  AP  wire  April  18,  1906  to 

brary  cently  was  guest  of  honor  at  a  ^j,i$  picture-receiving  machine  in  Chicago's  AP  bureau.  Mr.  Macdonald 

irlotte  party  honoring  his  Ao  years  rehearses  the  part  he'll  play  in  a  WBBM  radio  report  describing  Af 

with  the  paper.  activities,  with  Hugh  Hill  of  WBBM  at  left  and  Al  Orton,  AP  bureau 

*  *  *  chief,  in  center. 

er  of  Charles  D.  Barto.n,  city  edi- 

News  tor  of  the  Phoenix  (Ariz.)  Ga-  ferred  from  the  Albany,  N.  Y.  Raymond  McHugh  has  joined 
half  ze«e— president  of  the  Arizona  bureau  to  the  Charlotte,  N.  C.  the  copy  desk  of  the  Des  Moim 
hurch  Pre.ss  Club.  bureau  of  AP.  He  is  a  graduate  (la.)  Register  and  Tribune.  He 

icago.  ♦  *  *  Qf  the  University  of  Missouri  was  formerly  news  editor  of  the 

Hami-  Phillip  W.  Corner — trans-  School  of  .Journalism.  San  Diego  (Calif.)  Union. 


John  McPherson  Scott,  for¬ 
merly  assistant  city  editor  of 
the  Montreal  (Que.)  Gazette — 
to  the  editorial  staff  of  Time. 


Charlie  Baxter  —  retired 
after  .50  years’  service  with 
the  Columbus  (Ohio)  Citizen. 


Power  users 
in  the  Tennessee  Valley 
are  AHEAD  OF  SCHEDULE 
in  paying  for  TVA’s  power  system 


Ernie  Konvolinka,  sports 
editor  of  the  Beaver  Falls  (Pa.) 
News  -  Tribune  —  a  patient  in 
Johns-Hopkins  hospital,  Balti¬ 
more. 


As  of  June  30,  1957  (Budget  Bureau  estimates): 

TVA  total  power  assets  will  be  $1,623  million 

Net  U.  S.  Treasury  investment 
in  TVA  power 

Total  repaid  to  Treasury  in  cash, 

or  reinvested  in  TVA  power  system  $  413  million 


Austin  Adkinson — promoted 
from  state  editor  for  the  Caro- 
linas  in  the  Charlotte,  N.  C,  bu¬ 
reau  of  AP  to  the  Washington, 
D.  C.  bureau.  He  is  a  former 
managing  editor  of  the  Fulton 
(Ky.)  Leader. 


1,210  million 


TVA’S  INDIRECT  BENEFITS  TO  NATION 


W  Tremendous  savinKs  to  tax¬ 
payer  on  Atomic  Energy  Com¬ 
mission  power  bills,  through  low 
TVA  rates  and  influences  of 
TVA  rates  on  private  power 
rates  to  AEC. 


■ir  Tennessee  Valley  individual  in¬ 
come  tax  payments  now  twice 
the  share  of  national  total  they 
weie  when  TVA  started. 


it  Low  rates  make  TVA  area  the 
nation’s  No.  1  market  for  electric 
appliances. 


it  TVA  has  bought  more  than 
one  billion  dollars  worth  of  equip¬ 
ment  outside  Tennessee  Valley. 


mention 


195' 


Edwin  F.  Dolin'  Jr.,  foimer- 
ly  of  the  Watertown  (N.  Y.> 
ThtwK — to  reporter  for  the  Buf¬ 
falo  (N.Y.)  Evening  \ewe. 

*  *  * 

Robert  A.  Sefick  —  to  the 
night  news  staff  of  the  Johns¬ 
town  (Pa.)  Tribune-Democrat. 
Other  recent  additions  to  the 
same  staff  are  Harold  Bark- 
HiMER  and  John  .T.  Sweeney, 
cub  reporters. 

*  *  * 

Gilbert  Gardner,  city  editor 
of  the  Altoona  (Pa.)  Tribune — 
resigned  to  join  the  news  staff 
of  the  Hammond  (Ind.)  Times, 
as  combination  reporter,  rewrite 
and  desk  man. 

*  *  * 

Jake  Weiner  has  been  named 
assistant  promotion  director  of 
the  Philadelphia  (Pa.)  Daily 
\'ew8.  He  had  been  in  the  pub¬ 
lic  relations  field  recently  and 
before  that  was  associated  with 
the  Camden  (N.  J.)  Courier- 
Post  for  21  years,  where  he  was 
a  columnist. 

«  «  * 

Clarence  P.  Wright,  for¬ 
merly  associated  with  the  Cam¬ 

den  (N.J.)  Courier-Post  for  27 
years  —  named  administrative 
assistant  to  the  business  man¬ 
ager  of  the  Philadelphia  (Pa.) 
hailfi  \ru'S. 

♦  «  « 

Jack  Galloway — to  the  Al¬ 
toona  (Pa.)  Tribune  advertis¬ 
ing  staff. 


Sandy  Grady — resigned  from 
the  Charlotte  (N.  C.)  Xews 
sports  department  to  become  a 
staff  writer  for  the  Philadelphia 
(Pa.)  News.  He  is  expected  to 
cover  the  doings  of  the  Phila¬ 
delphia  Phillies.  He  is  now  in 
Florida  with  the  club  on  spring 
training. 

*  *  « 

Charlotte  Walker,  women’s 
editor  of  the  Charleston  (S.C.) 
Evening  Post  —  named  news¬ 
paperwoman  of  the  year  for 
19.56  by  the  South  Carolina 
Press  A.ssociation. 

*  *  * 

Harmon  Nichols,  UP  staff 
Wan  since  193.3  with  bureau  as¬ 
signments  in  Chicago,  Mil¬ 
waukee.  Minneapolis,  New  York 
St.  Louis  and  Washington 
"resigned  to  join  the  editorial 
force  of  Transport  Topics,  busi- 
ness  paper  of  the  American 
Trucking  Association. 


ing  manager,  Loudoun  Times- 
Mirror,  Leesburg,  Va. — to  Wall 
Street  Journal  news-production. 
Washington. 


Richard  L.  Maher,  political 
editor  of  the  Cleveland  (Ohio) 
Press — elected  to  the  executive 
board  of  the  Irish  Press  Club 
of  Cleveland. 


C.  Starr  Barker — retired  as 
city  edtior  of  the  Westerly 
(R.I.)  Sun.  He  is  succeeded  by 
Abe  Soloveitzik,  sports  editor 
and  general  reporter.  DoN 
McNeil,  recently  joined  the  Sun 
news  staff — replaces  Mr.  Solo¬ 
veitzik.  ViN  Collie  will  be 
sports  editor. 


A.  Merrill  Willia.mson, 
district  circulation  manager, 
Springfield  Illinois  State  Jour¬ 
nal  and  Register — promoted  to 
assistant  director  of  circulation. 


Robert  M.  Bradshaw,  for¬ 
merly  assistant  circulation 
manager  of  the  Seattle  (Wash.) 

Post  -  Intelli¬ 
gencer,  has 
joined  the  Mil¬ 
waukee  (Wis.) 
Sentinel  as  cir¬ 
culation  man¬ 
ager,  the  post 
vacated  by 
Daniel  R.  Allies 
who  was  trans- 
91  ■  .JB  ferred  to  the 
Bradshaw  P  i  t  t  8  b  urgh 
(Pa.)  Sun-Tele¬ 
graph. 

Mr.  Bradshaw  had  been  with 
the  Seattle  Post-Intelligencer 
for  20  yjars,  starting  out  as  a 
branch  manager  while  still  at¬ 
tending  the  University  of 
Washington.  A  native  of  Wich¬ 
ita,  Kansas,  he  is  43  years  old, 
married  and  the  father  of  five 
children. 


Fred  Coger,  formerly  of  the 
Newport  (Ark.)  Daily  Indepen¬ 
dent,  has  joined  the  staff  of  the 
Arkansas  Gazette,  Little  Rock, 
as  a  copyreader. 


Jerry  Dhonau,  a  recent 
graduate  of  the  University  of 
Arkansas,  has  joined  the  re- 
portorial  staff  of  the  Arkansas 
Gazette,  Little  Rock. 


Marilyn  Ferguson,  Pitts¬ 
burgh  (Pa.)  Sun-Telegraph  staff 
writer  named  “Outstanding 
Pittsburgh  Re- 
porter  of  1956” 
by  the  Duquesne 
University  Jour- 
g  nalism  Associa- 

tion. 

She  won  in 
both  the  news 
and  feature 
categories.  Her 
entries  were  a 
Ferguson  series  of  news 
and  color  stories 
written  the  night  Barnum  & 
Bailey  Circus  announced  in  Pitts¬ 
burgh  they  had  presented  their 
final  tent  show,  and  a  feature 
on  the  jail  cell  life  of  West 
Virginia’s  youngest  murderer. 


Ken  Larsen — now  on  staff  of 
Lovington  (N.  M.)  Leader. 

«  *  * 

Mrs.  Joan  Price  —  joined 
news  staff  of  Deming  (N.M.) 
Headlight  &  Graphic. 


Mrs.  Do.nald  Munn  has  re¬ 
signed  from  the  editorial  staff 
of  the  Williston  (N.  Dak.)  Daily 
Herald  and  moved  to  Chicago. 


Frank  B.  Streeter,  editor  of 
the  Grants  Pass  (Ore.)  Daily 
Courier  since  1947  —  retired 
March  17.  New  editor  is  Ken¬ 
neth  L.  Hicks  who  resigned  as 
editor  of  the  Bend  (Ore.)  Mid- 
statesman. 


Roger  B.  Rowand,  advertis- 
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WiLLiA.M  Downing,  former 
account  executive  with  Sturgess 
&  Associates  of  San  Carlos, 
Calif,  and  previously  with  the 
promotion  department  of  the 
San  Francisco  Chronicle  —  new 
advertising  promotion  manager 
of  the  San  Francisco  (Calif.) 
News. 


Tom  O’Loughlin,  who  started 
with  the  Timmins  (Ont.)  Press 
20  years  ago  as  a  carrier  boy, 
and  then  copy  boy,  reporter, 
sports  writer,  sports  editor  and 
city  editor — now  managing  edi¬ 
tor  of  the  Kirkland  Lake  (Ont.) 
Northern  News,  succeeding  Ron 
Hands. 


Arthur  Hays  Sulzberger, 
publisher  of  the  New  York 
Times  —  honorary  Doctor  of 
Laws  degree  from  Fairleigh 
Dickinson  University  (New 
Jersey) . 


STAYING  “WITH 
IT”  IS  PART  OF 
OUR  JOB 


Sometimes  when  we 
have  gotten  an  in¬ 
terested  seller  and  a 
competent  buyer  to¬ 
gether,  we  are  sty¬ 
mied  over  a  slim  dif¬ 
ference  in  ideas  of 
price. 

At  this  stage,  we 
don’t  back  off.  Either 
party  might  regret 
playing  a  *‘pat” 
hand. 

Holding  out  over  on 
almost  fractional  dif¬ 
ference,  one  way  or 
another,  is  not  al¬ 
ways  good  business 
for  either  one. 

Here  we  step  in  and 
contribute  from  our 
experience  in  many 
comparable  s  i  t  u  a- 
tions. 

There  is  no  blue¬ 
printed  road  to  a 
sale.  We  are  always 
trying  and  always 
learning. 


ALLEN  KANDER 
AND  COMPANY 

Washington 
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Beacon  Journal  . 

Beacon  Journal  . 


Knickerbocker-Keus  .... 

Tiaes-Unlon  . 

Tloes-Union  . 


Auto-  Total 

Retail  General  'aotlve  financial 


(e) 

AKRON, 

92.105 

OHIO 

313.698 

::::: 

552,948 

(S) 

93,035 

12,565 

(e) 

ALBAN! 

15,636 

,  N.!. 

152,684 

32,014  ..... 

...  200,334 

8,135 

97,949 

20,326  . 

126,410 

(S) 

24,130 

9,240 

2,240  . 

...  35,610 

Journal 

Tribune 


ALBUQUtRJLft;,  N.M. 

(m)  2,40a  . 

(e)  2,408  . 


2,408 

2,408 


ATIANIA,  GA. 


Constitution  .  (m)  383,651 

Journal  .  (e)  780,402 

Journal  4  Constitution.  (S)  270,876 


322,793 

321,237 

50,528 


80,039 

81,501 

1,925 


5,310  794,493 
5,295  l,193,5Wl 
11,330  337,368 


BALTIMORE,  MD. 


Aaerlcan  . 
News-Post 


(S)  51,520  10,536  8,386 

(e)  163,450  328,888  104,821 


70,442 

597,159 


BAIOKNE,  N.J. 


Times 


(e)  14,553  *1,980  .  19,533 


Press 


BINGUAMTCN,  N.Z. 
(S)  15,680  . 


15,680 


BOSTOI.,  MASS. 


American  . 
Record  ... 
Globe  .... 
Globe  .... 
Globe  .... 
Herald  ... 
Herald  . . . 
Traveler  . 

Post . ' 

Post . 


(ej 

(m) 

(e) 

(a) 

(S) 

(m) 

(S) 

(e) 

(m) 

(S) 


7,000 

7,000 

56,136 

53,128 

45,120 

68,827 

3,400 

4,318 


84,000 

82,000 

238,547 

249,763 


290,266 

21,490 

294,432 

49,727 


40,000 

39,000 

95.781 

101,818 

1261706 

4,150 

124,748 

64,330 

1,750 


2,000  133,000 

2,000  130,000 

3,325  393,789 

“!:Si 

3,290  473,390 

.  72,356 

3,276  491,283 

3,325  120,782 

.....  6,068 


BUFFALO,  II. Y. 


Courier-Express  .  <m)  71,461  231,769  46,731 

Courier-Express  .  (S)  151,653  60,404  1,044 


3*.9,961 

213,101 


Courier-Post 


Gazette 
Gazette 
Mall  ... 
Nall  ... 


News  . . . . 
Observer 

Observer, 


CAMDEN,  N.J. 


(e) 

24,433 

105,859 

53,605  . 

183,897 

C^LESTOi.,  W.VA. 

(m) 

(S) 

(e) 

(S) 

68,115 

32,864 

88,476 

2,100 

142,899 

67,938 

2 ,408 

279,202 

35,272 

191,099 

3,150 

52,498 

1,050 

42,901 

CHARLOTTE,  N.C. 

(e)  166,425 
(m)  357,006 

116,209 

247,328 

52,716 

93,549 

8,272 

8,294 

355,808 

720,289 

.(SJ 

130,259 

43,245 

980 

204,237 

CHICAGO,  ILL. 


Tribune  ... 
Tribune  .., 
Dally  News 
American  .. 
American  .. 
Sun-Times  . 
Sun-Times  . 


(m) 

259.120 

1,042,630 

121,520 

1,423,270 

<S) 

63.980 

77,098 

7.440 

14,880 

163,398 

(e) 

78,157 

239,991 

116,261 

7,376 

441,785 

le) 

40,175 

147,052 

95,378 

3,240 

285.845 

(S) 

5,285 

85 

5,370 

(d) 

24,400 

175.000 

64,800 

264,200 

(S) 

19,400 

3|600 

2,400 

1,266 

26,600 

CINCINTiATI,  OHIO 


Enquirer . . 

281,559 

158,442 

407,432 

62,908 

277,920  ... 

1,806 

...  970,322 

..a  22^,1% 

Post  . 

266I296 

^8,603 

210.402 

...  1,023,623 

Times -Star  . 

.  (e) 

260,970 

464,462 

157,408  ... 

...  882,840 

CLEVEUND,  OHIO 

Plain-Dealer  ..... 

86,400 

188,095 

96,771  ... 

...  371,266 

Plain-Dealer  . 

39,390 

••••••  ••• 

...  39,390 

News  . 

126,007 

157,574 

76,524  ... 

...  360,105 

Press  . . 

211,680 

569,889 

132,302  ... 

...  920,644 

COLUMBUS,  OHIO 


Dispatch  . 

Dispatch  . . 

Citizen  . . . 

Citizen . '. ... 

Ohio  State  Journal  .... 
Star  . . . . . 


Mews . . 

Hews  ........ 

Tlmes-Berald 

Tlaes-Herald 


(S)  140,366 
(e)  185,904 
(S)  95,655 
(m)  167,722 
(w)  10,271 


(S)  176,422 

(e)  313,771 
(s)  152,108 


565,380 

46,920 

193,342 

lllWi 

3,565 

138,461 

4  8J5 
64,082 

. ^*785 
41,240 

875 

,  TEX. 

406,403 

.37,9^ 

422,531 

45,269 

124,494 

2,400 

119,776 

8,246 

5,972 
18,713 
8  452 
16,362 

819,076 

214,801 

'i*t3,328 

118,591 

252,708 

13,836 


896,114 

252,309 

868,126 

250,861 


fletftll  Ganaral 

Auto¬ 
motive  Financial 

Total 

A3T. 

DAITON,  OHIO 

Journal-Herald  . 

News  . 

News  . . . 

.  ..fuT  1 
,.Ue)  ' 
..(S) 

131,424  462,089 
152,785  459,168 

60,256  25,872 

144,405  . 
139,006  . 

737,913 
750  95’ 
86,123 

DENVER,  COLO. 

Rocky  Mountain  News  ... 
Rocky  Mountain  News  ... 

(m) 

,  IS) 

.  (e) 

53,100  72,000 
36,000  2,000 
296,108  436,737 

70,989  24,541 

74,100 

5,100 

208,989 

5,759 

3,000 

5,100 

3»?39 

202,200 
48  20c 
944,861. 
116,96’ 

.  (S) 

5  flOO 

DES  MOINES,  IOWA 

32,279  279,615 
94,272  277,056 
44,130  200,275 

132,242 

130,432 

11,053 

5,701 

9.945 

449,837 

508,705 

256,702 

.  (e) 

.  (S) 

DETROIT,  PUCH. 

.  (m) 

151,780  421,076 
21,075  18,649 

127,609  477,113 

14,168  7,283 

58,956  376,560 

2,510  4,720 

DULUTH,  Mt.N. 

150,137 

3,577 

164,919 

5,997 

123,389 

1,785 

98,653 

99,843 

722,953 

43,301 

769,61,1 

free  Press  . . 

.  (S) 

.  (e) 

.  (S) 

.  (e) 

.  (S) 

9.015 

.  (e) 

News-Tribune  . 

.  (m) 
..(S) 

39,455  173,972 

4,302 

2,403 

318, OT^ 
119,27’ 

Elf  PASO,  TEXe 

Times  . 

Times  . 

.  (m) 

.  (S) 

120,380  222,571 

55,829 

406,76; 

2,00: 

371,619 

Herald-Post  . . 

.  (e> 

94,602  226,637 

56,380 

ERIE,  PA. 

Dispatch  . 

Dispatch  . 

.  (e) 

.  (S) 

57,693  54,977 
58,059  1,576 
85,351  135,720 

113,250  7,009 

19,132 

2,772 

39,602 

2,156 

26,224 

165, u: 
69,'70t 
296,715 
122,41f 

Times  . 

Times  . 

•  (e) 

.  (S)| 

26,497 

EVANSVILLE,  II.D, 

Courier  . 

Press  . 

Courier  &  Press  . 

.  (m) 

.  (e) 

.  (S) 

327,732  279,865 
328,097  282,544 
100,895  5,390 

110,841 

111,117 

1,834 

15,905 

15,870 

2,520 

740,956 
744, ?,3 
121,97’ 

fund  DU  LAC,  WI3. 

Commonwealth  Reporter 

..(e) 

27,088  25,147 

20,636 

72,871 

FORT  WAYNE,  IND, 

35,114  218,568 
4,928  . 

84,164 

*fl6,03c 

Journal-Gazette  . . 

.  (S) 

News-Sentinel  . 

.  Ce) 

109,615  216,491 

86,238 

FORT  WORTH,  TEX 

Star-Telegram  . 

Star-Telegram  . 

Star-Telegram  . 

Press  . 

Press  . 

.  (m) 

.  (e) 

.  (S) 

.  (e) 

.  (S) 

54,662  313,484 
470,595  316,153 
103,477  29,874 

66,200  45,420 

35,240  1,000 

FRESNO,  CALIF. 

105,525 

116,890 

8,198 

24,800 

11,743 

14,746 

4,090 

1,200 

495,l'*6 
928,06: 
155,09^ 
141, 6I; 
38,97c 

(e) 

144,405  523,376 
12o,603  68,530 

237,686 

2,856 

4,932 

16,156 

InDe 

Post-Tribune  . 

..  (e) 
..  (S) 

238,287  47,772 

28,129  2,790 

GRAND  RAPIDS,  MI 

52,565 

344, 2> 
37,23' 

CH. 

Press  . 

Herald  . 

Herald  . 

..  (e) 
>.  U) 
..  (S) 

147,920  280,196 
42,606  49,639 
112,230  9,904 

133,320 

26,709 

2,352 

3,010 

3,175 

564,44 

122,12- 

hAHMlSBUHC,  FA. 

70,972  l<t2,310 
37,495  26,547 

31,084 

2,121 

1,866 

246,23; 

66,1=1 

Patriot-News . . 

..  (S)' 

HARTFORD,  CONN 

Courant  .............. 

..  (S) 

6,92: 

HOUSTON,  TEX. 

..  (e: 

383,444  401,388 
318,169  34,470 

254,772  355,945 

184,696  28,252 

143,269  127,347 

131,341 

1,200 

111,156 

71,093 

2,250 

2,400 

2,400 

2;496 

9i8,«.: 

356,23' 

721,87; 

215I35 

344,203 

..  rs) 

Post  . . 

Post  . . 

..  (m) 
..  (S) 

..  (m) 

(contlne*- 
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IhDUNAFOUS,  INO. 


News  . 

(e) 

58,077 

580,508 

162,445 

1,876 

802.906 

Star  . 

(m) 

46.320 

580,397 

163,471 

1,876 

792.064 

Star  . 

(S) 

83,690 

29,089 

1,862 

114,641 

Times  . 

(e) 

49.749 

346,249 

101,642 

1,897 

508,042 

Times  . 

(S) 

d,028 

6,936 

2,520 

18,484 

JACKSON,  MISS. 

Clarion-Ledger  . 

.  (m) 

17,619 

129,766 

59,151 

206,536 

Clarion-Ledger  4  Ne%rs. 

.  (S) 

7,160 

25,721 

3,416 

9,*^ 

45,705 

News  . 

.  (e) 

15,335 

124,215 

62,796 

202,346 

State-Times  . 

.  (e) 

23,994 

51,785 

49,346 

125,125 

State-Times  . 

.  (S) 

29,206 

33,231 

5,632 

2,240 

70,309 

JACKSOnViLLE,  FU 

Tlmes-Unlon . . 

.  (m) 

124,062 

285,773 

76,524 

2,500 

488,85? 

Tlmes-Unlon  . 

.  (S) 

67,047 

26,184 

93,231 

Journal  . . 

.  (e) 

94,264 

38,740 

32,665 

1,250 

166,919 

JERSEY  CITY,  K.J, 

Jersey  Journal  . . 

.  (e) 

8,400 

21,574 

10,381 

40,355 

UNSAS  CITY,  MO. 

Star  . 

.  (e) 

34,496 

68,992 

59,136 

162,624 

Star  . 

.  (S) 

36.960 

155,232 

9,856 

7,392 

209,440 

Times . . . 

.  (n) 

14,734 

71,456 

59,136 

145,376 

KNOXVILLE,  TERN. 

Journal  . 

.  (m) 

94,113 

82,W6 

27,610 

203.739 

Journal  . 

.  (S) 

119,727 

19,770 

139,497 

News-Sentinel  . 

.  (e) 

147,072 

182,831 

60,234 

390,187 

News-Sentinel  . . 

.  (S) 

96  343 

16,214 

3,486 

116,543 

LITTLE  ROCK,  ARK. 

Arkansas  Gazette  . 

.  (m) 

130,915 

202,552 

85,569 

3,93? 

422,975 

Arkansas  Gazette  . 

.  (S) 

115,518 

84,027 

1,680 

2,400 

203.625 

Arkansas  Democrat  .... 

.  (e) 

93,350 

167,375 

92,878 

3,939 

358,042 

Arkansas  Denocrat  •••« 

.  (S) 

104,232 

26,114 

6,528 

136,874 

LOi.G  BEACH,  CALIF. 

Independent  . 

.  (m)  it07,692 

343,730 

267,748 

10,326 

1,031,896 

Independent  Press- 

Telegram  .. 

.  (S)  207,175 

37,590 

4,816 

250,484 

Press-Telegram  . 

.  (e)  434,090 

341,773 

268,307 

8,298 

1,057,577 

LOS  AHGELES,  CALIF. 


Examiner  . 

Examiner  . . 

Times  . 

Times  . 

Herald  Express  . 

Mirror-News  . 

..  (m)  92,610 

..  (S)  107,364 
..  (m)  361,646 

..  (s)  300,776 

..  (e)  70,736 

..  (e)  125,994 

598,838 

7,906 

653,357 

26,209 

307,039 

331,375 

129,514 

34,054 

131,946 

18,561 

92,223 

122,256 

24,139 

36,697 

111,983 

3,028 

61534 

845,101 

149,324 

1,183,646 

457,529 

473,076 

670,600 

LOUISVILLE,  KY. 

*5,928 

52,823 

67,758 

355,303 

27,532 

355,482 

114,487 

1,890 

114,506 

4,800  ■ 
4,800 

521,018 

87,045 

537,746 

Courier-Journal  . 

Times  . 

...  (S) 
...  (e) 

LOWELL,  HASS. 

Sun . 

Sun  . 

...  (e) 
...  (S) 

81,538 

11,746 

26,481 

i|825 

16,065 

1,380 

3,822 

127,906 

14,951 

LYNN 

,  MASS, 

...  (e) 

17,548 

4,920 

15,116 

12,275 

44,939 

4,920 

Telegram-News  . . . 

...  (S) 

(CMPHIS,  TEnN. 

Commercial  Appeal  . . < 
Commercial  Appeal  ... 
Press-Scimitar  ...... 

...  (m) 

...  (S) 
...  (e) 

267,222 

113,606 

52,747 

293,129 

25,904 

278,448 

106,813 

1,290 

107,082 

667,164 

140,800 

438,277 

MIAMI,  FU. 

Herald  . . 

Herald  . 

News  . 

News  . 

...  (m)  339,386 
...  (s)  144J958 

...  (e)  236,967 
...  (S)  173  142 

308,811 

122,798 

147,124 

34,203 

135,372 

7,817 

116,979 

2,778 

4,168 

1,765 

840 

782,737 

317,708 

501,070 

210,963 

MILWAUKEE,  WIS. 

Sentinel  . 

Sentinel  . 

. ..  (m) 
...  (S) 
...  (e) 

101,542 

66,978 

720,600 

406,841 

206,485 

22,005 

617,957 

99,852 

148,514 

12,160 

364,814 

67,295 

43,825 

46,800 

11,700 

505,886 

101,143 

1,755,571 

831,243 

Journal  ............ 

...  (S) 

KASHVILLE,  TEi\N. 


Banner  . . . . 
Tennessean 
Tennessean 


Star-Ledger 
Star-Ledger 
News . 


Journal-Courier 


Tlmet-Plcayune . (m) 

Tlmes-Plcajrune  &  States(S) 

Item . 

Item . . . I 

States . . 


Jourr.al-Amerlean . (e) 

Post . 

World  Telegram  d  Sun 

Long  Island  Press . (e) 

Long  Island  Press 


.(e) 

>lm) 

.(S) 

304,311 

303,761 

288,764 

502,085  109,175 
505,888  109,122 
93,943  14,910 

NEWARK,  N.J. 

.(m) 

.(S) 

■(S) 

157,503 

94,967 

11,100 

104,169 

18,705 

47,890 

2,520 

NEW  HAVEN,  CunK. 

.  (m) 

2,376 

8,251 

4,15? 

NET  ORIE/JIS,  U, 

•  (b) 

653,7*7 

387,520 

58,821 

s(S) 

.(e) 

.(S) 

.(e) 

97,179 

380,929 

15*,1*8 

55,83* 

26,212 

167,8** 

66,915 

388,800 

63,655 

NEW  YORK,  H.  Y. 

67,359 

105,015 

«,251 

18,051 

3,000 

13,666 

..(e) 

..(e) 

..(e) 

,.(S) 

21,7*5 

2,100 

16,090 

16,800 

11,781 
11, 714 
5,CXX) 


927,35? 
930, C«5 
40? ,617 


.(e) 


NIAGAFJl  FALLS,  N.  X. 

57,317  Ai,520  30,533 

KORFOUC,  VA. 

Ledger-Dlspetch  4  Star.(e)  97,250  259,9AA  76,660 

Vlrglnlan-Pllot . (m)  126,862  2*5,016  68,295 

Vlrglnlan-Pllot  4  Star. (5)  129,367 


29, *99 
OAKLAIO),  CAllF. 


7,136 


Tribtine . (a)  1*5,567 


Tribune . (S) 


•World-Herald . 


*71,233  119,*00 
7,656  *,768 


101,22* 

OKLAHOMA  CITY,  OKLA. 


309, 5t2 
116,19? 
11,100 

l‘*,7f4 


1*,273  1,123,013 
10,078  1**,539 

19,21*  6*9,152 

5,88*  177,1?6 

15,953  532,906 


.  6f,«io 

.  120,760 

.  2,1» 

.  59,007 

.  16,eoo 

.  129, 370 

2,*08  *38,302 

.....  **0,173 

.  166,002 


3,375  739,575 

5,835  119.*«3 


Press. 

Press. 


(m) 

(S) 

(e) 

♦5,377 

72,992 

38,989 

305,553 

30,65* 

315,863 

107,305 

98, *31 

16,6*8 

7,290 

18,135 

474, E£5 
110,936 
*71, *38 

oi:aka 

NEE. 

(S) 

313,216 

120,799 

55,820 

153,*37 

5,600 

15,7*9 

2,500 

873,655 

lf*,719 

PASADENA 

CAllF. 

(e) 

(S) 

(m) 

(S) 

252,916 

81,620 

2*5,082 

3, *4* 

109,616 

1,000 

86,787 

69,8*5 

3,388 

50,5*1 

106,510 

2,12? 

538 ,ff’ 

i?*,8*: 

*51,173 

5,572 

PECRIA,  ILL. 

’(S) 

110,766 

105,208 

371, *77 
3*,866 

10*,672 

1,862 

32,670 

3|5^e 

6?6,366 

1(0,667 

FEILALLLPKIA,  PA. 

(e) 

.(S) 

.(m) 

m(S) 

26, *00 
108,800 
208,320 

2*, 803 

110, *00 
32, *06 

*O*,310 

2,*C0 

Ann 

1*,*00 

5,*20 

*3,860 

850 

151, 2M 
165,528 
657,3*0 
27,280 

1,000 

P6,366 

1,69* 

111,000 

.(e) 

.(S) 

-I,-.’. 

riTTSIUTd'E,  FA. 
10*,*38  *52,525 
19,026  13,005 

90,873 

.(e) 

.(S) 

202,070 

82,378 

267,812 

7,259 

?*,865 

1,236 

PORTLAND,  ORE. 


Oregonian . (o) 

Oregonian . . . (S)  _ 


131,219 

70,1*6 


Journal. . . . (e)  1.053 ,3*6 


journal . (S) 


61,59* 


319,926  120,511 
37,159  9,*92 
227,683  101,557 
30,887  *,010 


10,508 
1,512 
10,2*6 
3 1862 


5'2,16* 

**7,^31 

120,3 


PROVIDENCE,  R.  1 


MINNEAPOLIS,  MINN. 


Tribune  . 

Star  . 

Tribune  . 

.  (e) 

53,004 

225,432 

145,116 

307,848 

322,392 

63,024 

87,567 

87,567 

30,138 

36,360 

36,360 

32,562 

KOl»f;ST0,  CALIF. 

.  (e) 

89,818  203,305 

MONTREAL,  P.Q. 

38,611 

Gazette  . . 

La  Patrle  . 

316,936 

225,857 

2  596 
584 

26,380 

8,200 

8,200 

11,759 

Star . . 

19,712 

503,868 

688,113 

289,929 


331,734 


596,938 

10,796 

8,784 

19,712 


Journal . . . (S) 


Patriot  lodger . (e) 


Nees-Leader..... . .(e) 

Tlaes-Dlspateh . ....(a) 

TlBes-Dlspatcb.........(S) 


2,550  . 

QUINCY,  MASS. 

12, W  13,0*2 

RICHHOND,  VA. 


162,728 
127,352 
196, *91 


172,9*7  105,109 
166,729  109,591 
19,26*  2,100 


ROANOKE,  VA. 
16,359 


5,598 

5,60* 

1,518 


?5,'89 


4*6,3^ 

*09,776 

?19|373 
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The  Omaha  World-Herald’s 

R.O.P.  color  linage 

increased  47.62^< 

past  two  years 

•  in  the 

1,015,921 

1,055,374 

•  A  j 

714,888  < 

1954 


1955 


1956 


Increased  color  linage!  Increased  consistent  color  schedules!  Here 
is  the  proof  that  World-Herald  advertisers  look  to  R.  O.  P,  color  for 
results  and  recognize  the  plus  value  received  from  The  Omaha 
World-Herald’s  twelve  years  experience  in  the  field. 

R.  O.  P.  color  available  Daily  and  Sunday;  spot  or  full  color! 

Read  by  3  out  of  5  families  in  Nebraska  and  Western  Iowa 

Omaha  World-Herald 


editor  a:  PUBLISHER  for  March  30,  1957 


252,598  Dally  263,674  Sunday 

ABC,  12  Months  Ending  March  31,  1956 
O'Mara  &  Ormsbee,  National  Representatives 
New  York  •  Chicago  •  Detroit  •  Los  Angeles  •  San  Francisco 
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Auto-  ToUl 

Betoll  3ener«l  motive  Financial  Adv. 


Auto-  Tottl 

Retail  jeneral  motive  Financial  Agy. 


Daffloerat  ft  Chronicle. 
Denocrat  ft  Chronicle. 
Tlaes-Unlon . 


Bee... 

Union. 

Union. 


Globe -Democrat 
Globe-Democrat 
Post-Dispatch. 
Post-Dispatch. 


Pioneer  Press. 
Pioneer  Press. 
Dispatch . . 


Independent 

Times . 

Times . 


Tribune . 

Tribune . 

Deseret  Ners  Telegram 


ROCSKSTER,  H.  T. 


.(m)  32,800 
.(S)  27,680 
.(e)  4,800 


SACRAMEHTO,  CALIF. 

.(e)  223,008  403,291 
,(m)  13,288  59,101 
(S)  99,903  8,077 


ST.  LOUIS,  HO. 


(m) 

196,942 

292,725 

(S) 

69,640 

10,835 

.(e) 

144,664 

776,070 

.(S) 

225,300 

84,114 

ST.  PAUL,  MINN. 

.(m) 

39,859 

361,967 

,(S) 

279,415 

26,026 

.(e) 

209,879 

365,145 

ST.  PETERSBURG,  FLA. 

(e) 

132,390 

41,749 

.(m) 

570,591 

206,103 

,(S) 

164,669 

13,805 

SALT  LAKE 

CITY,  UTAH 

(m) 

328,046 

256,268 

,(S) 

87,507 

24,790 

(e) 

323,449 

215,948 

160,267 

30,484 

10,098 

8,592 

6,616 

7,620 

795,158 

109,689 

125,698 

132,589 

4,960 

159,080 

23,971 

2,480 

. 1 

2,480 

624,736 

85,435 

,079,814 

335;e65 

112,698 

9,127 

112,412 

33,396 

33,612 

29,162 

561,629 

363,562 

730,323 

19,013 

77,827 

12,957 

13,7W 

24,464 

3,015 

206,892 

892,617 

194,446 

131,888 

8,060 

132,139 

31,242 

4,443 

81,457 

798,004 

124,800 

754,113 

SAB  ABTOBIO,  TEX. 


Express . 

86,850 

214,201 

78,133 

Express  Nevs . 

240,452 

5,638 

Nevs.. . . 

101,743 

236,116 

70,073 

Light . 

124,120 

315,286 

94,086 

Ll^t . 

89,890 

33,606 

2,240 

SAN  DIEGO,  CaLIF. 

Union . 

125,579 

423,112 

109,304 

Union . 

205,414 

60,702 

20,936 

Tribune . 

327,582 

431,139 

120,049 

SAB  FRANCISCO,  CALIF. 

Chronicle  . 

57,973 

235,523 

95,196 

Chronicle... . 

. (S) 

86,372 

21,424 

27,046 

Examiner . 

106,520 

397,959 

96,842 

Examiner . 

24,080 

1,000 

6,720 

Call-Bulletin . 

66,391 

243,922 

106,919 

Nevs . 

114,027 

173,915 

77,242 

SAN  JOSE,  CALIF. 

I'ercury . 

297,366 

268,672 

249,866 

Nensm  •  . . . 

321,698 

268,553 

250,776 

Uercurjr  Newse***.* 

371,191 

2,596 

70I209 

8,149 


8,144 

6,780 

1,120 


3,959 

1,806 


1,000 

1,125 

2,100 


3,060 

2,980 


10,935 

10,921 

6,995 


387,333 

248,772 

416,076 

542,792 

126,856 


661,954 

288,077 

880,576 


3^9,999 

135,967 

603,421 

31,800 

420,292 

419,047 


826,839 

851,948 

450,991 


SCHEieCTADY,  N.  Y. 


Gazette . (m)  30,980 

Union-Star . (e)  30,980 


30,980 

30,980 


Tribune . (u) 

Times  . (e) 


Post-Intelllgencer . (m) 

Post-Intelllgencer . (S) 

Times . ...(e) 

Times . (s) 


Journal . (e) 

Times . (m) 

Times . (s) 


Tribune . (e) 

Tribune . (s) 


Spokesman-Reviev. . , 

...(m) 

Spokesman-Revlev . . . 

...(S) 

Chronicle . 

...(e) 

SCRANTON,  PA. 


14,100 

30,950 

11,296 

92,956 

9,615 

29,442 

SEATTLE, 

WASH. 

69,890 

117,712 

209,668 

229,588 

213,743 

31,976 

385,765 

30,252 

110,590 

5,347 

108,406 

5,855 

7,785 

1,000 

8,508 

SHREVEPORT,  LA. 

49,836 

66,157 

111,801 

187,272 

190,991 

21,297 

77,500 

79,':'4i 

2,408 

2,050 

2,050 

SOUTH  BEND,  IND. 

40,418 

55,325 

146,409 

12,614 

109,005 

7,456 

1,254 

SPOKANE, 

RASH. 

59,322 

225,706 

124,514 

257,631 

74,177 

299,454 

126,154  11,353 
46,991  42,891 
163,726  52,145 

35,011 

153,348 


404,528 

156,^35 

712,347 

265,695 


316,658 

.339,139 

135,506 


2^7,086 

75,395 


454,460 

389,765 

639,839 


STOCKTON 

,  CALIF. 

Record..... . . 

..(e) 

87,274 

93,376 

32,671 

21:,’E 

SYRACUSE 

,  K.  Y. 

Herald-Journal . 

Herald-Amerlcan . 

Post-Standard . . 

..(e) 

..(S) 

..(m) 

..(S) 

109,080 
18,918 
70,276 
IP ,104 

TACOMA,  ' 

296,497 

17,994 

294,523 

67,126 

1,904 

62,524 

1,000 

1,185 

473,7’; 

38,flt 

426,505 

ie;i-u 

A’ASH  . 

Nevs-Tribune . 

Nevs-Tribune . 

..(e) 

..(S) 

137,174 

53,857 

250,542 

6,474 

106,091 

18,882 

3,798 

8,010 

*“7,f:f 

117, 

TAkPA,  FLA. 

..fm^ 

185,097 

88,921 

83,144 

1,045 

38,685 

576,'5t 

I7I727 

107, (?: 
274, 

TOLEDO, 

0. 

336,289 

166,113 

167,377 

1,890 

651, r? 
149, 

1,055 

TORONTO, 

CAN. 

Globe  ft  Mall . 

245,898 

410,743 

377,299 

34,056 

,  N.  J. 

23,164 

19,640 

19,672 

22,895 

5,085 

4,860 

310,634 

530,775 

470,075 

56,»rj 

95,360 

Star . 

TRENT  CK, 

..(e) 

4,085 

55,434 

25,917 

64,71t 

TULSA, 

OKLA. 

Tribune . 

World . 

World . 

...(e) 

..(m) 

..(S) 

154,514 

152,373 

108,172 

280,143 

275,271 

12,351 

123,567 

121,439 

2,918 

2,376 

2,376 

1,16C 

56\6r 

551,45- 

124,501 

UTICA, 

N.  Y. 

Observer-Dispatch. . . . 
Observer-Dispatch. . . . 
Press . 

..(e) 

..(S) 

..(m) 

132,475 

27,907 

158,916 

5,782 

26,950 

45,812 

2,464 

11,219 

11,168 

305,963 
33,669 
199, fOC 

V.ASHIHCTON,  D.  C. 

Ners . 

Post  ft  Tlmes-Eerrld. . 
Post  ft  Tlmes-fiera Id. . 

...(e) 

..(m) 

..(S) 

54,230 

214,914 

123,943 

67,476 

526,583 

36,193 

29,950 

128,179 

5,162 

3,000 

2,472 

1 ‘^4,055 
872,676 
167,770 

V.ICEITA,  KAK. 

Bea con . 

Beacon..... . 

Eagle . 

Eagle . 

..(e) 

..(S) 

..(m) 

..(e) 

69,050 

32,280 

162,857- 

30,|52 

223,891 

229,094 

66,905 

5,525 

76,629 

68,647 

1,116 

1,120 

298,.n2 

69,967 

424,’9r 

389,^99 

Eagle . 

..(S) 

156,555 

39,359 

2,520 

198,93* 

RORCLSTER,  HASS. 

Telegram . 

..(S) 

28,526 

7,274 

137,238 

146,461 

4,921 

66,765 

67,227 

4,194 

44,91f 

236,851 

..fe) 

YAKU'A, 

,  WASH. 

•Republic . 

Herald . 

.'.'(S) 

156,123 

69,857 

157,691 

13,451 

42,387 

1,736 

4,919 

3,128 

363,127 

88,172 

YOUNGSTOITN,  0. 

Vindicator  Telegram,. 
Vindicator  Telegr&n.* 

..(e) 

..(S) 

203,720 

46,425 

283,944 

5,040 

99,026 

653 

586, 

*tiii{.oIjrURG  Evening  Nevs  carries  the  same  amount  of  advertising  as  the 
Horning  Patriot.  Linage  of  one  edition  Horning  Patriot  Is  shovn  by 
accounts. 

vqHAHA  World^erald  Morning  and  Evening  sold  in  combination.  Llntge  cf 
one  edition  Evening  only  Is  shovn  by  accounts. 

•PEORIA  Journal  Evening  and  Star  Morning  sold  In  combination.  Linage  c! 
one  edition  Journal  Evening  only  Is  shovn  by  accounts. 

♦YARIMA  Republic  Evening  ft  Herald  Morning  sold  in  combination.  Linage 
of  one  edition  Republic  Evening  only  Is  shovn  by  accounts. 


79.56  77  07'  tv/or  limij^c  sHliJtlied  In  Imhllslids  Ik  v  ins  on  nrxt 
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Pink  Elephants,  Yet 


Color  can  do  so  much  to  help  your  product  come  alive.  And  in  Pitts¬ 
burgh — America's  8th  Market — the  Post-Gazette  carries  more  R.  O.  P. 
color  advertising  than  any  other  newspaper.  The  magic  of  color  teams 
with  the  Post-Gazette's  high  acceptance,  broad  coverage  and  low-cost 
to  make  it  a  terrific  builder-upper  of  sales.  Why  not  put  it  to  work  for 
you,  too,  and  find  out  why. 

S^^s!  Happmtd,  Ui 

Pittsburgh  Post-Gazette 

Fasfesf-Growing  Newspaper  in  America's  8th  Market 

represented  nationally  by  MOLONEY.  REGAN  &  SCHMITT 

editor  8i  PUBLISHER  for  March  30,  1957 


1956  R  O  P  Color  Linage  Supplied  by  Publishers 


Local 

Blrmlnghan  - 

Hews-m . 372,610 

Post-Herald-e . 760,830 

News-S . 423, '♦56 

Skle  sold  In  combination. 

Huntsville 

Tlmes-eS . 317,1'*2 

Montgonery 
Advertiser  * 

JournBl-«eS. • . .363,396 


Fayetteville 
Northwest  Arkansas 

Tlmes-e . '♦6,298 

Fort  Smith 
Southwest  Aaerlcan 
and  Tines  Record- 

. . l'+3,271 

Times  Record-S . 25,813 

m&e  sold  In  cooblnatlon. 

Texarkana 
Gazette  and  News- 

. . '♦,000 

Qazette-S . 3,263 

m&e  sold  In  combination. 


Alameda 

Tlnes-Star-e .  ‘♦7,0'fO 

Alhambra 

^os  t-Advocate-e . 7 , 005 

Bakersfield 

Calif  ornlan-e . I38 ,220 

Chico 

Enterprlse-Record- 


.  .  Local  National 

Grand  Junction  -  - ^ 

Sentlnel-ediB . 93,800  31,418 

Greeley 

Trlbune-e . 6b, 439  8,100 

Pueblo 

Chieftain  and  Star- 

Journal-n&e . 64,856  120,668 

m&e  sold  In  combination. 

Sterling 

Journal-Advocate- 

. . 277,648  30,000 


Greenwich 

Tlne-e. . 48,160 


Culver  City 
Star  News  &  Van- 

guard-e . 93,123 

Hollywood 

Cltlzen-Kews-e . 32,932 

Lodi 

I.'ews-Sentlnel-m. .  .139, '♦40 
Monterey 

Peninsula  Herald- 

e . 559,'AO 

Palo  Alto 

Times-e . 50,197 

Redwood  City 

Tribune-e . 437,682 

Richmond 

Independent-e . 134 , 547 

Salinas 

,  Californian-e . 344,225 

San  Bernardino 
Sun-Telegram-neS. .735,434 
mie  sold  In  combination. 

San  Fernando 

Valley  Times-e. .. .160,776 

San  Luis  Obispo 
Telegram-Tribune- 

e . 86,268 

San  Pedro 

I.ews-Pllot-e . 292,649 

San  Rafael 
Independent-Jour- 

nal-e . 59,612 

Santa  Ana 

Reglster-eS . 219,576 

Santa  oaroara 

iiews-Press-e . 71,274 

Kews-Press-S . 95,340 

Santa  Cruz 

sentlnel-e . 38,260 

Sentlnel-3 . 21 , 040 

Turlock 

Journai-e . i9,06o 

Vallejo 

Times-Herald-m . 98,896 

News-Chronicle-e . . . 86,296 
Tlmes-Herald-S . 33 , 376 


94,822  17,876 

93,123  17,696 


Middletown 

Fress-e . 39,417  10,136 


Wilmington 

Kews-Journal-iaie. .  .69,504  147,064 

m&e  sold  In  combination. 


Daytona  Beach 
Journal  and  News 

nie . 92,610  33,880 

Kews-Journal-S . 68,026  700 

m&e  sold  In  combination. 

Lakeland 

Ledger-c . 13,552  10,500 

Ledger-S .  3,696  . 


Columbus 

Enqulrer-Ledger- 

aie . 126,998  116,392 

Ledger-Enqulrer-S..26,026  1,000 
m&e  sold  In  combination. 


Honolulu 

3tar-Bulletin-e. . .244  ,580  185,409 


Twin  Falls 

Times-News-e . 22,174  44,170 

Tlmes-Kews-o . 34,o62  4,242 


Bloomington 

Pantagraph-e . 38,024 

Centralla 

Sentinel-e . 3,570 

Champaign 

News-Gazette-e . 57,428 

Chicago 
Dally  Drovers 

Journal-d  . 


Du  Quoin 

Call-e . 7,056 

Kankakee 

J  ournal-e . 53^ » 2  56 

La  Salle 

^ews-T^ibune-e . 63  >259 

Koline 

Dispatch-Oa. ; . 113>599 

Ottawa 

Republican-Times- 

e . 33,982 

Pekin 

Tlmes-c . 32,536 

Quincy 

Herald-Whig-e . 39,130 

Rockford 
Star,  Register- 

Republic-meS . . . . 16 , 702 

St.  Louis 

Dally  Livestock  Re- 

porter-d . 


ILLINOIS  (continued) 

Local  National 

Springfield 
Ill. State  Journal- 

. . 86,902  240,871 

Ill. State  Reglster- 

. . 37,208  236,771 

State  Journal  & 

Reglster-S . 137,112  247,671 

la&e  sold  In  combination. 

Waukegan  _  , 

News-Sun-e . 335,713  78,610 


Columbus 

Republican-e . 91,060  1,000 

Connersvllle 

Kews-Examlner-e. . . .70,000  Est. Total 
Elkhart 

Truth-e . 73,997  67,696 

Goshen 

News-Democrat-e. . .  .40,(X}0  . 


Lafayette 

Journal  &  Courler- 

e . 83,930  113,459 

Seymour 

Trlbune-e . 32,032  . 


Shelbyville 

News-e . 60,242  3,045 


Trlbune-e . 12,964  5,448 

Davenport 
Times  &  Democrat- 

ra&e . 162,838  373,756 

Democrat  &  Tlces- 

S . 126,546  22,278 

m&e  sold  In  combination. 

Iowa  City 

Press-Cltizen-e. .. .50,786  25,282 

Oskaloosa 

Herald-c .  2,352 


Ottumwa 

Courler-e .  502,796  45,864 


Atchison 

Globe-e . 13,088  10,806 

Coffeyvllle 

Journal-e . 40,390  6,006 

Journal-S . 11,004  . 

Garden  City 

Telegram-c . 72,460  . 


Ilews-e . 70,560  2  8,234 

News-S . 37,632  11,400 

Leavenworth 

Times-e . 4,704  4,200 

KarJiattan 

Mercury-e . 42,224  2,352 

Newton 

Kansan-e . 150,000  . 


MAINE 

Augusta 

Kennebec  Journal- 

. . 35,49c  10,00c 

Bangor 

News-m . 25,942  85,1'; 


Portland 
Press  Herald  & 

Express-nSe . 37,252  129, 1"- 

Sunday  Telegram-S ..  .9,398  17,30: 

m&e  sold  In  combination. 

Watervllle 

Sentlnel-m . 61,641  Il,0c; 


Anr.apolls 

capltal-e . 1,820  1,50-: 

MASSACHUSETTS 

Attleboro 

Sun-e . 9,253  12,K;- 

Boston 

Christian  Science 

Kcnltor-e . 4l4,72t  ?4,36f 

Fall  River 

Herald  Kews-e . 39,390  2(6, '35 


Ann  Arbor 

News-e .  27,062  53,23: 

Battle  Creek 

Enquirer  &  News-e.  .95,746  152,^ 

Enquirer  &  News-S .  ,44,548  ‘*,Ty 

Benton  Harbor 

I.ews-Palladium-e. ..  .9,478  11,224 

Flint 

Journal-eS . 148,610  291,‘*3- 

Grand  Rapids 

Herald-m . 207,564  ‘♦8,430 

Herald-S . 65,07'  5,503 

Jackson 

Citizen  Patrlot-e.  .19,712  46,olt 

Citizen  Patrlot-S. .17,24?  2,4<4 

Kalamazoo 

Gazette-eS . 13,307  18,38* 

Midland 

News-e . 18,312  7,140 

Mount  Clemens 

i;onitor-Leader-e...71,232  . 


Topeka 

Capital-m . 6,990  10,456 

State  Journal-e . 4,824  11,001 

Capltal-S . 1,470  8,333 


Lexington 

Herald-Leader-iate.  .41,244  142,667 
Owensboro 

Messenger-Inquirer- 

w&e . 212,093  39,975 

Paducah 

Sun-Democrat-eS.. .107,422  78,215 


Baton  Rouge 
Advocate  &  State 

Times-meS . 987,084  106,876 


EDITOR  &  PU 


Muskegon 

Chronlcle-e . 140,443  >,9,203 

Pontiac 

Press-e . 207,069  19,COO 

Fort  Huron 

Tines  Eerald-e.... 322, 000  et,tlt 
Times  herald-S . 04, 000  . 

St.  Joseph 

Herald-iress-c . 23,5/6  11,-2“* 

Traverse  city 

Kecora-..agle-e . oO,00.'  lOi'-W 


Austin 

nerald-c . 14,994  V,5'-’4 

New  ulm  ,  .  , 

Journal-c . 9,408  i,:3‘ 


Corinth 

Ccrlnthian-e . 43,120  1,‘'7 

Mena  lan 

Star-c3 . 125,334  75, 5:7 

Tupelo 

Journal-n . 52,453 


Capo  Girardeau 
Southeast  Mlssourlan- 

e . 30,5‘‘8 

Carthage  . 

hress-e . 2,852  3,4‘-4 

(continued) 
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Represented  Nationally  by  Moloney,  Regan  &  Schmitt,  Inc. 


Sept;  1 955,  to 'March,  1956...  205,035  lines 


Sept.,  1956,  to  March,  1957  . . .  271,537  lines 


;  it's  a  colorful  story! ; 

1  LOSANGELESEVENINGl 

I  HERALD-EXPRESS: 
;  COLOR  AD  LINAGeI 

lUP  32.4%i 

- - _j 


Reniciiibcr!  Nothing  succeeds  like  success  .  . 
and,  in  Los  Angeles,  Sales-success  means  the 

Los  Angeles  Evening 

HERALD-EXPRESS 

"LARGEST  EVENING  CIRCULATION 
IN  WESTERN  AMERICA" 


GAIN  . . .  66,502  lines  or  32.4  percent 
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MISSOURI  (oontlnued) 


HORTE  CAROLIRA  (continued) 


OREOOn 


SOUTH  DAKOTA  (continued) 


Local 

Columbia 

nissourian-e . 7U,5bO 

National 

4,500 

New  Bern 
Sun-Jonmal-e. . . 

Local 

....47,075 

National 

7,696 

Jefferson  City 

Capital  Mews  and  Post- 

Trlbune-me . 8,056 

75,947 

Wilmington 

Star-m . . 

News-e . . 

...135,052 
...132,608 
_ 14.108 

46,550 

461550 

10,780 

n&e  sold  In  cooolnatlon. 

m&e  sold  In  combination. 

Kansas  City 

Dally  Drovers  Telegram- 

Wilson 

Tlmes-e . 

....65,380 

12,000 

Sedalla 

Capital  and  Demo- 

crat-me . 179968 

Deoocrat-S . 9«328 

m&e  sold  In  combination. 

Slkeston 

Standard-e . 12^,30^' 

Springfield 
Mews,  Leader  &  Press- 
meS . 142, 


Butte 

Montana  Standard  and 


112,256 

3,800 

4,592 

197,864 


NORTH  DAKOTA 

Bismarck 

Trlbune-e . 76,537  16,695 

Grand  Forks 

Herald-e . 52,500  51,588 

Herald-S . 120,136  . 


Bowling  Green 

Sentlnel-Trlbune-e  .  1,500 

Cambridge 


Post-me. 

62,762 

Jeffersonlan-e. . . 

...9,832 

1,500 

Great  Falls 
Trlbune-m. . . 
Leader-e. . . . 
Trlbune-S. . . 
m&e  sold  In 

combination. 

78,342 

78,342 

56,957 

Canton 

Repository-e . 

Reposltory-S . 

Elyria 

...8,019 

...4,954 

21,392 

640 

Grand  Island 

Independent-e . Bl,480  18,354 

Hastings 

Trlbune-e . 189,560  17,564 

Lincoln 

Star-m . 75,208  246, 5V0 

Journal-e . 75,208  188,870 

Journal  i  Star-S.. .41,202  '5,214 

mie  sold  In  combination. 

Norfolk 

News-e . 21,182  7,224 

North  Platte 
Telegraph-Bulletin- 

e . 14,280  11,960 

Omaha 

Journal  Stockaan-e  .  141,528 


Elizabeth 

Journal-e . 114,776  73,351 

Long  Branch 

Record-e . 14,866  9,000 

Vineland 

Times  Journal-e.... 25, 200  7,772 


Carlsbad 

Current-Argus-e. . .129,640  29,722 

Roswell 

Record-e . 74,200  53,814 


Rome 

Sentlnel-e . 52,920  3  9,690 

NORTH  CAROLINA 

Asheville 
Citizen  and  Tlaes- 

“8 . 177,596  96,110 

Cltlzen-Tlmes-S. . .  49,903  6,412 

m&e  sold  In  combination. 

Burlington 

Times  Hews-e . 56,770  21,376 

Concord 

Trlbune-eS . 18,382  12,73'«' 

Fayetteville 

Observer-o . 183,652  15,962 

Gastonia 

Gazette-e . 26,572  11,688 

Kannapolis 

Independent-e . 28,224  3,500 

Independent-S . 58,240  . 

Lexington 

Dispatch-e . 65,800  . 


Chronlcle-Telegram- 

e . 160,531  72,496 

Fostoria 

Revlew-Tlmes-e . 37,268  5,488 

Fremont 

News-Messenger-e. . .23,456  4,852 

Ironton 

Trlbune-e . 15,400  I4,l40 

Tribune-S . 11,535  11,564 

Lancaster 

Eaglo-Gazette-e... .11,067  22,868 

Lorain 

Journal-e . 136,287  83,099 

Mansfield 

News-Jo'jrnal-eS.. .  .90,720  60,578 

Martins  Ferry 

Times-Leader-e . 30,123  35,126 

New  Philadelphia 

Tlmes-e . 46,'802  1,000 

Sandusky 

Reglster-Star-News- 


Sprlngfleld 

Sun  and  Kews-me. ..  .‘+5,304 

News-Sun-S . 23,268 

m&e  sold  in  combination. 

Van  Wert 

Tlmes-Bulletin-e. . . .1,764 

Washington  Court  House 
Record-Herald-e . 

Wilmington 

Hews- Journal-e . 2,520 

Zanesville 
Times  Recorder  & 

Slgnal-me . 6,612 

Times  Slgnal-S . 


Duncan 

Banner-e . 255,924 

Banner-S . 42,654 

Miami 

News-Record-e . 

News-Record-S . 

Muskogee 

Phoenix  and  Tlmes- 

Democrat-me ....12,936 
Phoenix  &  Tlmes- 

Democrat-S . 22,792 

m&e  sold  In  combination. 

Okmulgee 

Tlmes-m . 6,883 

Ponca  City 

News-e . 29,638 

News-S . 3,255 


84,280 

1,484 


3, >*64 
5,000 
3,000 


72,993 

53,896 


*♦,396 

5,352 


Local  National 

Albany 

Democrat-Herald-e.  18,996  32,107 


Eugene 

Register-Guard- 

e . 1,029,674 

Register-Guard-S  10,400 

Klamath  Falls 
Herald  &  News-e. . .235,557 
Herald  &  News-S. .. .86,709 

Roseburg 

News-Review-e . 31,297 


109,862 

13,856 


51,933 


32,031 


Salem 

Oregon  Statesman- 

. . 138,416  122,358 

Capital  Journal-e  133,735  122,614 
m&e  sold  In  combination. 


PENNS  ILV AN  LA 

Allentown 

Call-m . 355,124  144,900 

Chronlcle-e . 368,032  144,900 

Call-Chronlcle-S...28,6l6  . 

Altoona 

Mirror-e .  73,115  118,457 

Ambrldge 

Cltizen-e . 28,268  6,694 

Beaver  Falls 

News-Trlbune-e . 56,520  16,360 

31 00ms burg 

Press-m . 9,*+08  5,994 

Ellwood  City 

Ledger-e . 18,634  11,662 

Greensburg 

Trlbune-Revlew-ne..51,lll  17,619 

Johnstown 

Trlbune-Demoorat- 

d . 101,717  103,250 

Lancaster 
Intelligencer 
Journal  New  Era 


McKeesport 
News-e . 

New  Kensington 
Dlspatch-e. . . . 

Scranton 


22,540  44,266  Unlontown 


Wilkes  Barre 


115,768 

25,037 

131,521 

1,666 

.173,424 

68,034 

..61,600 

2,000 

..61,372 

...2,050 

..36,951 

36,034 

136,300 

1- 

..75,030 

50,000 

..29,153 

21,672 

"7.27,468 

21,672 

Scut:-!  CAROLiiii 

Anderson 

Independent-m . IO3 , 908 

Kail-e . 132,804 

Independent-S . 9,632 

ole  sold  In  combination. 

Charleston 

News  &  courier-ffi. .362,071 

Post-e . ‘t4l,l‘+0 

News  &  Courler-S. . .86,293 
m&e  sold  In  combination. 

Columbia 


10,592 

State-m . 

Record-e . 

..172,015 
.-111,036 
- .  Ain 

207,722 

212,413 

**,696 

m&e  sold  In  combination. 

1,000 

46)396 

Greenville 

News-Pledmont-m. 

...63,222 

140,772 

29,610 

Rock  Kill 

Herald-e . 

...85,330 

12,360 

SOUTH  DAILOTA 


Aberdeen 

American  News-eS. .123,382 


Mitchell 

Republlc-e . 23,338 


Rapid  City 
Journal-eS. 


Sioux  Falls 

Argus  Leader-e... 
Argus  Leader-S . . . 

Local 

..65,940 

..49,994 

NatloMi 

Watertown 

Public  Oplnlon-e. 

..83,062 

37,495 

TENN’ESSEE 

Columbia 

Herald-e . 

..28,014 

3,80J 

Jackson 

Sun-e . 

47,290 

Johnson  City 

Pres s -Chronicle- 
meS> . 

.513,716 

89,600 

TcJCAS 

Austin 

American  and  States- 

man-me . 221,389  156,26: 

Amerlcan-S tatesman- 

S . 89,407  6,73‘> 

iD&e  sold  In  combination. 

Beaumont 

Enterprise  and  Jour- 

nal-r.e . 85,634  228,1*1) 

Enterprise-S . 65,307  1,000 

mie  sold  In  combination. 


Corpus  Christ! 

Caller  Tlmes-me. . .176,456 

Caller  Times-S . 4o,964 

Bkle  sold  in  combination. 

Lubbock 

Avalanche  and  Jour- 


253,9’0 

1,200 


nal-me . 

.415,780 

153,766 

Avalar.che-w*curnal. 

S.a....  ...... 

.230,071 

11,51? 

mf e  sold  in  combination. 

Lufkin 

tiews-c . 

..53,424 

58,756 

News-S . 

...9,408 

Marshall 

37,169 

News  Messenger-c. 

..50,638 

News  Aessenger-S. 

...3,388 

Midland 

Reporter  Telegran- 

. . 737,226  129,080 

Reporter  Telegran- 

S . 352,100 

Odessa 

Amerlcar.-c . 165,363 

Amcrican-S . 37,273 

Pla inview 

Kerald-e . 44,688 

Herald-S . 47,040 

San  Angelo 

Standard  Tines-ne. 198,352 
Standard  Tlraes-S . . .43,4‘" 


3,lf0 

96, yt 
19,»7 

22,176 


33,866 

1*3,866 

10,010 


180,816 

191,240 

10,424 


98 

Sherman 

Oenccra  t-e . 78 ,428 

Democrat-S . 28,168 

Snyder 

l.eus-c . 80,521 

Waco 

NewE-Trltune  and 

Times-Herald-cc. .58,142 
Tribune -Hercld-3.. 117, 376 
nue  sold  in  combination. 


Wichita  Falls 

Record  Lews, Times-  . 

me . 59,948  ll£,67t 

Tlmes-S . 77,163  5,0*0 

e&e  sold  In  cooblr^atlon. 

UTAH 

Logan 

Hereld-Journal-e. ..  .1,238  1,2‘*2 

Herald-Journal-S. .  .  690  13® 


89,67C 

5,5r+ 

36, ef 

l|ci5 

73 ,675 


72,167 

19,626 


Burlington 
Free  Press-m. 


750  74,250 


47,190 

23,002 

29,375 


Covington 

Virglnian-c . 21,280 


Harrisonburg 

News-Record-m . 56,252 


Waynesboro 

News  Vlrglnian-c.  .174,24*+ 


IS, 67? 

(continued) 
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A  .  / 


16th 
in  1955 


gasw--- 


rr 


24th  5  > 

■n  I9S4  / 


Jo^ 


ti^ 


IN  COLOR  ^ 
ADVERTISING! 


1,322,939'  Lines! 


In  a  fe'^  short  yeors/^n  Jo^h®  bedoWie  omhe 


Top  50”  markets  ond/o  MetfbpcHton  Aleo  wf  half  a 


million  people!  Symbolizing  t^is  Bcketing  growth  has 


been  the  surge  of  Color  Adverting  in  the  News  and 


Mercury-News  to  7th  in  the  couipry!  And  this  doesn’t 


count  on  additional  826,839  lin«  in  the  Mercury! 


Are  you  counted  in?  Write  the  General  Advertising 


Dept.,  Mercury-News  or  Ridder/Johns  for  full  details! 


Mtdia  Records  1956 


SAN  JOSE 


A, 


REPRESENTED  NATIONALLY  BY  RIOOER-JOHNS,  INC., 
MEMBER  OF  THE  METRO  SUNDAY  COMICS  NETWORK 
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UASHXftGTOK 


WISCOKSlIl  (continued) 


CAMlDk  (continued) 


CAmOA  (continued) 


Aberdeen 

World-e . 

Local 

,.81,844 

National 

49,224 

Centralla 
Chronlele-e. ...... 

,.17,640 

42,333 

Everett 

Herald-e . . 

.432,362 

59,073 

Mt.  Vernon 

Herald-e . . 

,.14,880 

4,305 

Walla  Walla 
Unlon-Bulletin-me 

.293,468 

81,074 

Unlon-Bulletln-S . 

..60,676 

10,997 

aie  sold  In  combination. 

Wenatchee 

World-e . 260, 204 

49,050 

Marlnetta 
Eagle-Star-e . 

Local 

.46,788 

National 

11,186 

Marshfield 
News-Herald-e . 

.16,856 

4,816 

Oshkosh 

Northwestern-e. . . . 

.60,710 

44,682 

Racine 

Journal -Times  and 
Bulletln-eS.... 

.377,622 

100,261 

Sheboygan 

Press-e . 

.169,575 

43,228 

Wausau 

Record -Herald-e . . 

.108,066 

28,084 

vnoKiNO 


WEST  VIRGINIA 

Wheeling  .  _ 

Intelllgencer-m....32,5o8  113,7Jt3 
t.'ews-Reglster-e. . .  .30»296  113»7*t,9 

Kews-Register-S . . .  .ol,**80  30,454 

nXe  sold  in  combination. 

WiSCORSIK 

Appleton 

Post-Crescent-c. . .235,088  109,272 

Green  Bay  _  .  ^ 

Press-Gazette-c. ..152,383  145,326 

Janesville  ,  „  . 

Oazette-e . 70,560  18,0A 

heiiosha  ,  ,  _ 

Kews-e . 183,561  63,675 

La  Crosse  ,  ,  .  .  , 

Tribune-e.. . 106,686  83,469 

Irlbune-S .  34,456  3,316 


Rock  Springs 

Rocket-m . 36,960  6,000 

Mlner-S . 5,040  . 

CANADA 

ALBERTA 


Ldfflonton 

Journal-c  . 

...72,285 

212,722 

Medicine  Hat 
News-e . 

...18,360 

5,008 

BRITISH 

C0LUf3U 

Nelson 

...18,144 

211,151 

Trail 

Times-e . 

...39,074 

27,505 

Vancouver 

Provlnce-e . 

Sun-e . 

..329,983 

..351,853 

308,467 

423,843 

Local 

Victoria 

Colonlet-m . 100,205 

Tlmes-e . 134,491 

Colonlst-S .  24,738 

•See  sold  in  combination. 


MiUgaai 

199,377 

199,677 

300 


North  Bay 
Nugget-e. 


Local  Nation; 
37,243  50,21; 


Orilla 

Packet  &  Tlmes-e. . .32,340 


14,1); 


MANITOBA 


Oshawa 

Tiaes-Gazette-e. ..  .33,264  74,). 


Winnipeg 

Trlbune-e, 


.1,013,832 


157,438 


Cltlzen-e . 267,116  222,12; 

Journal-e . 257,633  2a,3il 


NEW  BRUNSWICK 


St.Thomas 

Tlnes-Journal-e... 106,756  32,50i 


Fredericton 

Gleaner-e . 71,270 


42,494 


Sault  Ste.  Marie 
Star-e . 108,110  66,09) 


ONTARIO 


Stratford 

Beacon-Herald-e. .  .119,565  36,4H 


Brantford 

Exposltor-e . 139,020  91,994 

Cornwall 

Standard-Freeholder- 

. . ....46,197  47,300 


Galt 

Reporter-e 


8,250 


36,701 


Hamilton 

3pectator-e 


118, 7 A 


271,768 


Kingston 

Whlg-Standard-e. . . .36,775 
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’57  ROP  Color  Parley 
Expects  Big  Audience 


Chicago 

Program  plans  for  the  1957 
second  annual  Newspaper  ROP 
Color  Conference  are  advancing 
to  the  point  that  indicates  an¬ 
other  all-inclusive  exploration 
of  the  newspaper  industry’s 
hottest  subject  —  run-of-paper 
color,  sponsored  by  the  Ameri¬ 
can  Association  of  Newspaper 
Representatives. 

The  conference  will  open  here 
Sunday  evening,  Sept.  22,  with 
a  hospitality  reception  spon¬ 
sored  by  R.  Hoe  &  Co.,  at  the 
Sheraton  Hotel.  The  conference 
program  covers  two  full  days, 
Sept.  23  and  24,  to  be  followed 
by  a  half-day  of  ROP  color  .sem¬ 
inars  on  Sept.  25,  if  registration 
demands  indicate  a  desire  for 
technical  discussions  on  such 
subjects  as  ROP  color  art,  de¬ 
veloping  uses  of  color,  engrav¬ 
ing,  stereotyping,  partial  page 
color,  etc. 

Sawyer  Is  Chairman 

Serving  as  chairman  again 
this  year  will  be  J.  H.  Sawyer, 
Sawyer  -  Ferguson  -  Walker  Co., 
assisted  bj'  Ken  Dennett, 
O’Mara  &  Orm-sbee,  vicechair¬ 
man;  Rufus  Doig,  O  &  O,  who 
has  been  appointed  1958  color 


conference  chahman  for  the 
New  York  meeting,  together 
with  H.  James  Gediman,  Hearst 
Advertising  Service,  assistant 
vicechairmen. 

Mr.  Sawyer  announced  that 
Laurence  T.  Knott,  Chicago 
Sun-Times  vicepresident  and 
advertising  diiector,  will  serve 
as  moderator  of  the  Monday 
(Sept.  23)  conference  sessions. 
Charles  B.  Lord,  Indianapolis 
(Ind.)  Star  and  News  adver¬ 
tising  director  and  executive 
v'icepresident.  Newspaper  Ad¬ 
vertising  Executives  Associa¬ 
tion,  will  moderate  the  Tues¬ 
day  (Sept.  24)  sessions  which 
will  deal  largely  with  the  sale 
and  use  of  newspaper  color  as 
a  retail  and  national  medium. 

Goss  Printing  Press  Co.  will 
be  host  at  the  Monday  evening 
reception  following  a  tour  by 
conference  delegates  through 
the  new  Sun-Times  $15,000,000 
newspaper  plant. 

Gala  Awards  Dinner 

A  new  feature  of  the  1957 
conference  will  be  the  Editou 
&  Publisher  Awards  Dinner  on 
Tuesday  evening  Sept.  24,  in  the 
Grand  Ballroom  of  the  Sheraton 
Hotel.  This  dinner  will  be  spon¬ 


sored  by  Chicago  photoengrav¬ 
ing  firms,  with  Howard  Flint 
Ink  Co.,  being  host  at  a  recep¬ 
tion  preceding  the  awards  din¬ 
ner.  Harry  King,  Chicago  Trib¬ 
une,  will  preside  as  toastmaster. 

Present  plans  call  for  an 
“Oscar”  type  awards  program, 
with  a  minimum  of  speech 
making,  centering  attention  in 
Hollywood  style  on  the  present¬ 
ation  of  awards  for  outstanding 
run-of-paper  color  reproduction 
of  national  ads  during  195fi. 
(E&P,  Nov.  10,  1956,  p.  45.) 

The  contest  is  being  co-spon- 
soied  by  AANR,  the  Art  Di¬ 
rectors  Club  of  Chicago  and  the 
.Advertising  Agency  Production 
Men’s  Club  of  Chicago.  Robert 
U.  Brown,  president  and  editor 
of  E&P,  will  present  the  awards 
to  winning  newspapers,  adver¬ 
tising  agencies  preparing  the 
color  ads  and  to  national  ad¬ 
vertisers  whose  ads  win  top 
honors. 

Predicts  Wider  Attendance 

“Because  of  the  tremendous 
interest  and  enthusiasm  in  ROP 
color,  in  all  its  phases,  by  every¬ 
one  interested  in  newspapers,  the 
1957  fall  conference  promises 
to  be  more  widely  attended  by 
all  segments  of  the  newspaper, 
agency,  equipment  and  allied 
groups  engaged  in  color  process 
work,”  said  Mr.  Sawyer,  con¬ 
ference  chairman. 

“The  format  of  the  confer¬ 


ence  program  will  be  somewha: 
different  from  last  year’s,  bi; 
will  serve  as  clearing  house  oc 
the  latest  information  regar; 
ing  newspaper  ROP  color,  boi 
from  a  production  and  selliti' 
standpoint,  as  well  as  the  great 
er  use  of  editorial  ROP  color 

“Because  of  the  tremendo-- 
interest  already  evidenced,  our 
committee  urges  early  hotel  anc 
conference  registrations.  Tbf 
registration  fee,  covering 
luncheons,  the  E&P  Awar(i> 
Dinner  and  several  hospitalit; 
functions,  will  be  $15.00.” 

Serving  on  the  conferenn: 
committee,  along  with  tli« 
chairman  and  vicechaimien,  art 
the  following: 

Don  Scott,  Scolaro,  Meekt 
&  Scott,  .\ANR  president;  Wi 
liam  Sauerberg,  Ward -Griff W 
Co.,  Inc.;  Joseph  N.  Morenc) 
Hearst  .Advertising  Service 
William  Schmitt,  Moloney,  rtf' 
gan  &  Schmitt,  Inc.;  Josep' 
Gunther,  Branham  Co.;  D«' 
Milliken,  Texas  Daily  Pi*’’ 
League;  Ernest  Klostennar 
Lake  Shore  Electrotype  Co- 
Harry  King,  Chicago  'Tribune 
James  Chrisholm,  Needhan 
Louis  &  Brorby,  Inc.,  represen: 
ing  the  Advertising  Agenc) 
Production  Men’s  Club;  n®*- 
Jack  Amon,  NL&B,  represen*^ 
ing  the  Art  Directors  Club 
Chicago.  Mrs.  Helen  Prag  wn- 
again  serve  as  conference  secre¬ 
tary. 
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The  Footbone’s  Connected 
to  the  Anklehone 


dully  pedestrian 


1  F  you  feel  the  job  of  music  critic  is 
or  lacking  fortissimo,  you  should  know  musicians  and 
listen  to  Clyde  B.  Neibarger.  Take  it  from  Clyde,  Star 
music  editor,  penny  uranium  stock  is  not  volatile  the 
same  day  with  concert  artists. 

There  was  that  cold  January  night  in  1953  when 
Jascha  Heifetz,  head  man  of  living  fiddlers,  made  his 
latest  Kansas  City  appearance.  Came  zero  hour  at  the 
Music  Hall — and  no  Jascha.  Backstage,  amid  nail-bit¬ 
ing  and  hand-wringing,  someone  discovered  Heifetz  had 
departed  his  plush  Baltimore  avenue  hotel  suite  a  long, 
long  quarter-hour  before.  To  keep  himself  and  Stradi- 
varius  warm,  the  great  virtuouso  had  commandeered  a 
limousine,  ordered  it  driven  onto  the  Music  Hall  freight 
elevator  and  was  then  sitting  in  it,  outwardly  at  peace, 
while  the  Music  Hall  staff  watched  tensely  at  the  stage 
door.  The  eminent  bow  wielder  barely  had  time  to  bow 
in  and  blow  his  knuckles  before  he  was  on. 

After  the  concert,  in  which  he  showed  no  trace  of 
inner  seething,  Heifetz  re-entered  the  limousine  and  was 
kept  waiting  on  the  elevator  another  quarter-hour  by  a 
power  failure. 

Clyde  cites  Heifetz’s  stoical  demeanor  during  this 
nerve-shattering  experience  as  proof  of  the  complete 
unpredictability  of  musicians.  Another  time,  he  asserts, 
Heifetz  probably  would  take  off  like  a  guided  missile. 

One  of  the  finest  of  modern-day  critics  and  teachers 
has  said  a  music  critic  first  of  all  must  be  able  to  write ; 
secondarily  he  must  know  music.  Clyde  would  add  a 
third  requirement.  He  should  be  able  to  spell.  Clyde 
tells  of  an  embarrassing  spelling  lapse  he  once  suffered 
in  a  piece  about  a  Gladys  Swarthout  appearance  with 
the  Kansas  City  Philharmonic.  His  review  stated 
Gladys  was  interestingly  dressed  in  a  “whoop  skirt” 
(instead  of  hoop).  A  Puckish  proofreader  let  it  stet. 


active  barber-shopper  and  once  was  tenor  soloist  at 
Lindsborg,  Kas.,  in  a  Messiah  festival.  But  he  always 
kept  one  foot  on  the  newspaper  base  for  grocery  money. 

In  1939,  Clyde  took  a  job  reading  copy  on  the  Daily 
Oklahoman  and  Times  in  Oklahoma  City.  But  music, 
like  murder,  will  out  and  before  you  could  say  Elvis 
Presley  he  was  going  on  concert  tours  and  singing  the 
compositions  of  Charles  Wakefield  Cadman,  with  the 
master  himself  as  accompanist  and  piano  soloist.  In¬ 
evitably,  he  was  tagged  for  music  editor.  Later  the 
paper  sent  him  to  New  York  for  seasoning  at  the  famed 
Juilliard  school  under  Irving  Kolodin. 

In  1944,  Clyde  moved  to  Kansas  City  and  The  Star 
telegraph  desk.  Once  again  his  musical  ability  came 
to  light  and  he  began  helping  Clad  (Pip)  Thompson 
with  reviewing  chores.  When  ill  health  sidelined  Pip, 
Clyde  took  over  as  music  editor  full  time.  He’s  ready¬ 
ing  now  for  his  ninth  musical  season. 

Star  readers  who  follow  Clyde  Neibarger’s  polished 
reviews  have  sensed  behind  the  writing  a  knowledge 
of  music  beyond  the  purview  of  the  average  music 
critic.  Any  young  reporter  turned  critic  can  quickly 
pick  up  the  set  phrases  and  pretensions  to  profundity. 
But  Clyde’s  personal  experience  illumines  every  re¬ 
view,  from  those  of  full-blown,  tie-and-tails  affairs, 
carrying  his  by-line,  to  minor  musical  visitations  with 
only  C.  B.  N.  appended.  He  knows  the  tremendous 
demands  of  operatic  singing,  the  iron  practice-disci¬ 
pline  that  makes  a  great  pianist,  violinist  or  concert 
instrumentalist. 

Clvde  is  married  (wife  teaches  music),  father  of 
two  daughters  (one  teaches  piano,  other  plays  violin. 
Starlight  Theater  and  K.  C.  Philharmonic),  and  has  two 
grandchildren  (they  turn  the  pages).  So  it’s  Music 
Unanimous  at  5519  Holmes  street.  Clyde  is  another 
reason  why — 


1  N  Clyde  Neibarger  it’s  impossible  to  tell  where  mu¬ 
sician  leaves  off  and  reporter  begins.  Since  high  school 
Clyde’s  been  a  combination  of  both.  His  first  news  ex¬ 
perience  came  in  Topeka  high  school  when  he  won  a 
writing  contest  for  the  school  paper.  About  that  time 
he  discovered  those  delovely,  pear-shaped  tones  he  pro¬ 
duced  in  earlier,  out-on-the-farm  warbling  were  the  re¬ 
sult  of  a  good  lyric  tenor  voice.  After  that  came  serious 
vocal  study  and  glee  club  and  festival  chorus  work  at 
Pittsburg,  Kas.,  State  Teachers  college  while  he  cubbed 
for  the  Pittsburg  Sun  and  Headlight.  Clyde  developed 
into  an  oratorio  singer,  performed  frequently  on  WDAF 
radio  and  filled  several  commercial  roles.  He  was  an 
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Color  Moves  Goods 
In  All  Departments 

By  Margaret  Mullen 

Publicity  Director,  Gimbels  Milwaukee 


Ginibels  Milwaukee  discovery 
of  the  power  of  color  was  a 
slow  growth  process  that  built 
up  over  20  years  of  experimen¬ 
tation,  mistakes,  re-trials,  suc¬ 
cesses,  until  today  our  color  ad¬ 
vertising  is  lO*;^  of  our  total 
advertising. 

Last  year  at  Gimbels  Mil¬ 
waukee,  we  prepared  115  full 
color  ads  for  ROP  and  Roto; 
and  over  150  one-color  and  black 
ads  which  were  run-of-paper. 
We  ran  color  ads  on  dolls  and 
dresses,  high  fashion  and  base¬ 
ment  work-clothes,  colored 
sheets  and  colorless  power  tools, 
corsets  and  cleaning  products. 

We  ran  color,  not  only  on 
Sunday,  the  traditional  “Mail 
Order  Day,”  but  on  Monday, 
Tuesday,  Wednesday,  Thursday, 
Friday  .  .  .  and,  yes,  even  on 
a  Saturday,  which  was  St. 
Patrick’s  Day! 

Why  do  we  run  so  much 
color?  For  the  .same  reason  that 


the  car  manufacturers  switched 
from  black  to  Riviera  blue  .  .  . 
because  it  pays  off.  Despite  the 
headaches — and  there  are  many 
— despite  the  added  expense  and 
worries  of  production,  it  pays 
off  in  dollars — and  sense. 

That,  and  the  fact  that  we 
were  advantageously  placed  in 
a  community  where  a  newspa¬ 
per,  the  Milwunk-fv  Jouniu!, 
decided  to  be  pioneers  in  th«‘ 
color  picture,  explains  why  we 
are  one  of  the  biggest  color 
advertisers  in  the  world  today. 
In  1956  we  used  248,390  lines 
of  ROP  color  advertising. 

From  time  to  time  we  have 
tried  to  substitute  other  mer¬ 
chandising  means  for  the  color 
ad  on  daytime  dresses,  but  noth¬ 
ing  seems  to  work  so  well;  the 
potential  business  just  seems  to 
vanish  in  the  air.  Black  and 
white  ads  on  the  exact  same 
items  just  don’t  have  the  “pull,” 
especially  in  bringing  in  mail 


MORE 


ILLINOIS 

(more  of  everything!) 

NATIONAL  COLOR  LINAGE  UP  139% 

IN  1956  OVER  1955  IN  ROCKFORD 

In  Rockford,  Illinois  .  .  .  total  population,  savings,  income 
from  wages,  industries  both  in  size  and  number  are  growing 
and  expanding.  Naturally,  alert  national  advertisers  are  taking 
advantage  of  tbis  No.  I  city  in  Illinois  (outside  Chicago). 
That  is  why  color  lineage  is  up  139%  in  one  year.  Advertisers 
have  found  that  it  is  an  investment  that  pays  real  dividends  in 
sales.  Remember  Rockford  is  the  2nd  largest  machine  tool 
center  in  the  world,  1 3th  in  total  postal  savings,  and  is  the 
center  of  a  rich  and  prosperous  agricultural  area.  You  can 
get  complete  coverage  from  Rockford’s  two  "home  owned” 
daily  newspapers. 

441,222  Retail  Trading  Zone  •  134,488  City  Zone 
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a  Mabanay, 
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DOWNTOWN  ana  SOUTHOITE 

buyer  that  the  color  wasn't  to¬ 
tally  responsible! 

Such  color  selections  have  to 
be  the  arbitrary  decision  of  the 
advertising  office,  based  on  pas; 
results  or  the  present  need  for 
experimentation.  But,  in  gen¬ 
eral,  the  clear,  direct  colors  of 
yellow,  fire  engine  red  or  a  rich 
royal  blue  give  u.s  the  greatei 
impact.  In  general,  the  item- 
that  appear  on  these  cdoi 
pages,  even  when  they  have  no 
color  qualities  in  themselves,  do 
about  10  to  15%  better  than 
the  identical  items  run  in  blacK 
and  white  in  other  parts  of  the 
paper. 

We  launch  each  fashion  sea 
son  with  colored  ads  on  the 
newest  shades  and  these  are 
generally  one  color,  since  most 
high  fashion  is  monochromatic 
Two  years  ago  when  we 
opened  our  Southgate  (shoppini; 
center)  store,  we  had  a  color 
“first”  in  America,  a  double¬ 
truck  on  full  color,  showinc 
actually  full-color  photograph? 
of  representative  department- 
in  the  new  store. 

• 

Split-Run  Test 
Shows  Color  Pull 

Detboit 

Two  split-run  tests  to  meas¬ 
ure  the  advantages  of  ROP 
color  over  black-and-white  ad? 
were  made  by  the  Detroit  Frtt 
Presn  in  June,  1956. 

One  showed  that  the  int^ 
duction  of  one  color  (red)  in¬ 
creased  readership  a.s  much  a* 
75%  when  the  same  size  ads 
were  used. 

In  the  other,  although  the 
color  ad  was  dropped  to 
columns,  with  the  black  and 
white  running  six  columns, 
readership  of  the  color  ad  wa- 
increased  more  than  50%. 

One  test  was  made  for  one 
of  the  large  automotive  manu- 
factui'ers,  with  the  ads  in  botli 
runs  being  7  columns. 

The  use  of  color  increased 
overall  readership  by  75% 
men  and  more  than  triplf?' 
readership  for  women,  the  Free 
Press  survey  showed. 

In  the  other  test  run  for  > 
leading  oil  company,  the 
readership  was  increased  50  ' 
or  better  despite  the  fact  tha* 
the  color  ad  was  five  column- 
to  six  for  the  black  and  white 
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and  phone  orders  .  .  .  and  these 
are  not  replaced  by  on-the-floor 
sales.  Apparently  there  is  a 
mail-and-phone  customer  who 
likes  to  buy  that  way  and  no 
other  way  .  .  .  over  70%  of  our 
response  on  color  ads  is  in  that 
manner. 

Naturally,  the  selection  of  the 
dresses  for  color  ads  is  most 
important,  and  becomes  a  sci¬ 
ence  in  itself  with  the  success¬ 
ful  daytime  dress  buyer.  First 
of  all,  the  mercha!ulise  must  be 
photogenic,  to  make  the  cus¬ 
tomer  want  it  .  .  .  but  e<|ually 
as  important,  it  must  be  a  quali¬ 
ty  <lress,  made  well,  with  guar¬ 
anteed  fit.  Otherwise  the  dis¬ 
satisfied  customer  will  promptly 
return  it. 

Higher  Price  Lines 

A  more  recent  trend  in 
fashion  color  advertising  has 
been  into  price  lines  that  were 
once  thought  prohibitive  for 
mail  and  phone  order.  From 
$6.98  to  $8.98  to  $1(».98  to  $12.- 
98  to  $14.98  .  .  .  slowly  the  most 
popular  price  category  has  risen 
over  the  past  few  years,  and 
the  Sunday  magazine  supple¬ 
ments  are  filled  with  competi¬ 
tive  ads  in  this  category. 

Here  the  fickle  element  of 
fashion  is  added  to  all  the  other 
■  elements  that  make  color  adver¬ 
tising  a  field  for  merchandisers 
who  like  to  live  dangerously. 
However,  more  and  more  manu¬ 
facturers  have  gotten  on  the 
color  bandwagon  to  help  buyers 
in  their  selection  of  dresses  for 
adveitising  and  many  times  in 
the  pieparation  of  art  or  pho¬ 
tography. 

This  brings  us  to  the  discus¬ 
sion  of  techni(|ues  of  color  ad¬ 
veitising,  a  subject  on  which 
merchandise  managers  and  ad¬ 
vertising  managers  can  spend 
(lays  in  argument: 

Which  sells  better,  colored  art 
or  colored  jihotography? 

Whbh  sells  better,  one  big 
cut  on  a  page  or  three  small 
ones? 

Which  sell-s  better,  colored 
background  or  plain  ones? 

Yellow  for  .Some 

The  onlv  answer  to  all  these 
(|uestions  is:  “I’ll  tell  you  the 
day  after  the  ad  runs.” 

One  of  our  buyers  had  a  flop 
several  years  ago  when  we  used 
a  yellow  background  for  one 
ad  and  has  boycotted  it  since. 
.Another  buyer  had  her  most 
fantastic  success  with  a  dress 
against  a  yellow  background 
and  if  she  had  her  way,  we’d 
use  nothing  else. 

A  toiletries  section  printed 
i  one  month  in  blue  outsells  one 
j  lirinted  the  next  month  in  green 
I  .  .  .  a!i(l  you  can’t  convince  the 
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"Directomat  is  vital  equipment" 

5dy5  CHARLES  L  ANDREWS  of  the  NASHVILLE  BANNER  and  THE  NASHVILLE  TENNESSEAN 

/ 

at  the  FIRST  R.O.P.  COLOR  CONFERENCE  in  Chicago,  Mr.  Andrews  said : 


"  Our  Lake  Erie  Directomat  is  one  of  our  most  vital  pieces  of  equipment  and  is  used  almost  exclusively 
for  color.  As  you  know,  it  is  practically  impossible  to  get  the  same  amount  of  shrinkage  in  each  of 
the  three  sterc^otype  mats.  Therefore  proper  color  register  is  quite  a  problem.  With  the  Directomat, 
shrinkage  is  controlled  to  a  point  where  each  mat  is  in  almost  perfect  register  with  the  others.  // 


LAKE  ERIE 


HYDRAULIC 

PRESSES 


Charles  L.  Andrews  of  the  Nashville  Banner  and  The  Nashville  Tennessean  kx>ks  on 
as  stereotyper  Jesse  Sharp,  Jr.  molds  an  R.  ().  P.  color  mat.  Lake  Erie  Directomats  are 
used  by  newspapers  of  all  sizes.  The  leaders  in  ROP  color  lineajte  u.se  Directomats 
almost  exclusively. 


CirculatioR 

Daily 

Sunday 


Send  for  Directomat  Bulletin  349 


LAKE  ERIE  ENGINEERING  CORPORATION 

508  Woodward  Avenue,  Buffalo  17,  New  York 

ManufacturEra  of  the  Moat  Complata  Lina  of  Hydraulic  Praaaaa  for 

All  Induatry... Including  tha  Laka  Eria  Acraplata,  tha  Laading  Eouiomant  for 
Rubbar  and  Plaatic  Printing  Plata  Molding 


i 


I 


. . .  let  you  proof  and 
run  with  strict  uniformity, 
maximum  clarity 

Progressive  newspapers  the  world 
over  are  as  timely  with  color  as  they 
are  with  late-breaking  news,  thanks  to 
Sinclair  &  Carroll  Color  Book  inks. 
With  cross-mixtures,  any  color  of  the 
rainbow  is  yours,  in  your  own  plant, 
at  a  moment's  notice.  Uniform  and 
perfect,  time  after  time,  to  guarantee 
Advertiser  satisfaction. 


Sinclair  &  Carroll  Company,  Inc. 


Monsanto’s  ‘all’  Relies 
On  Color  for  Impact 


’Yelowwr  nykmi.  limni 
cottons  nowwah 
puK  white  agmn! 


Chicago 

Monsanto  Chemical’s  “all” 
has  been  one  of  the  most  con¬ 
sistent  users  of  newspaper  ad¬ 
vertising  in  the  highly  competi¬ 
tive  detergent  field,  dating  back 
to  its  initial  introductory  cam¬ 
paign,  market  by  market,  with 
full-page  black-and-white  ads  in 
1953  and  continuing  up  to  the 
present  time  with  full-color 
pages  in  newspapers  equipped 
to  handle  ROP  color. 

Produced  by  the  Consumer 
Products  Division  of  Monsanto 
Chemical  Co.,  St.  Louis,  “all” 
has  made  spectacular  sales 
gains,  through  the  use  of  full- 
page  newspaper  ads  with  a 
“sock”.  Today,  “all”  (still  in 
lower  case  as  a  trade  mark) 
has  climbed  to  fourth  place  in 
attaining  its  share  of  detergent 
sales. 

Color  for  Super-Rinse  “all" 

Last  Fall,  an  extensive  news¬ 
paper  campaign  (via  Needham, 

Louis  &  Brorby)  was  launched 
in  behalf  of  Monsanto’s  new 
super-rinse  “all”,  using  108 
newspapers  in  85  Eastern 
markets,  including  full-color 
copy  in  papers  offering  such 
facilities.  This  campaign  has 
spread  across  the  country,  as 
the  improved  detergent  gained 
distribution. 

ROP  newspaper  color  was  a 
“natural”  for  “all”  from  the 
standpoint  of  new  package 
identification  and  greater  im¬ 
pact  upon  the  housewife. 

Account  executives  at  Need¬ 
ham,  Louis  &  Brorby  report 
they  have  had  good  reproduc¬ 
tion  of  “all’s”  color  ads,  by  and 
large,  with  evidence  of  con¬ 
tinued  improvement  as  the  cam¬ 
paign  continues. 

Color  Gives  Impact 
Franklin  J.  Cornwell,  adver¬ 
tising  director  of  the  consumer 
products  division  at  Monsanto, 
told  E&P; 

“We  use  color  for  impact,  to 
help  us  attain  product  and 
package  identification,  and  to 
Ret  life  and  vitality  into  our 
newspaper  ads.  We  like  news¬ 
papers  as  a  medium  because  of 
the  flexibility  they  provide  in 
meeting  our  market-by-market 
distribution  plans  and  merchan¬ 
dising  programs. 

“As  you  know,  ‘all’  is  selling 
in  a  highly  competitive  field. 

We  rely  on  newspaper  to  give 
*11’  an  added  boost  in  the  de- 
■  tergent  classification  and  to 
help  establish  a  market  for  bulk 
unit  sales.”  (“all”  sells  for  39c 
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Only  al/  has  new  whitening  discovery  AE-t6( 


HERE'S  how  "all"  new  super 
rinse  was  iniroduced  via  full- 
color  ads,  featuring  package 
identification. 

for  24  ounce  package  and  ! 
ranges  up  to  as  high  as  $4.89  . 
for  a  23-pound  box.) 

Since  195.'’.  when  Monsanto 
took  over  the  production  and 
selling  of  “all,”  the  product  has 
been  introduced,  merchandised 
and  sold  largely  through  news¬ 
papers. 


Buttketball  Writers 
Eleet  Bushy  Prexy 

Kansas  City,  .Mo. 

Bob  Busby,  A'rrw.sa.s  Citu  Star, 
has  been  advanced  to  the  presi¬ 
dency  of  the  United  States 
Basketball  Writers  Association, 
completing  its  first  year  of 
existence.  He  succeeds  Bob 
Russell,  Chienqn  Pniln  Xe.ivu, 
who  becomes  chairman  r>f  the 
executive  committee. 


DEPTH  OF 
PENETRATION 

is 

/ 

essential 
for  a  climbing 
sales  curve 


A  regular  program  of  advertising 
in  THE  CHRISTIAN  SCIENCE  MONITOR 
builds  for  your  product  immediate  sales 
with  valuable  customers  who  are  likely 
to  be  with  you  for  years  to  come.  For  the 
MONITOR  has  the  depth  of  penetration 
that  reaches  the  point  where  sales  action 
begins  and  continues. 

Just  as  MONITOR  readers  constantly 
rely  upon  the  accuracy  and  fairness  of 
the  MONITOR’S  reporting  and  interpreta¬ 
tion  of  world  news,  so  they  turn  daily  to 
MONITOR  advertising  for  product  news 
that  is  thoroughly  dependable. 

Be  sure  this  international  daily  news¬ 
paper  is  on  your  primary  media  list.  May 
we  submit  a  planned  program  of  MONITOR 
advertising  for  your  product?  —  THE 
CHRISTIAN  SCIENCE  MONITOR,  One, 
Norway  Street,  Boston  15,  Massachusetts. 


Christian 

Science 

Monitor 

An  Dai/y  Nm^tpttp^r 


News,  Advertising,  Readership 
Devoted  to  Building  a 
Better  Civilization 

Branch  Offices 

NEW  YORK:  588  Fifth  Avenue 
CHICAGO:  333  N.  Michigan  Avenue 
LOS  ANGELES:  650  S.  Grand  Avenue 
LONDON,  W.C.  2:  Connaught  House, 
163/  4  Strand 


380  Broadway,  Nev 
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Editorial  Color 

(Continued  from  page  16) 


Atlanta  Journal  -  Constitution 

The  Atlanta  Journal  and 
Constitution  have  used  spot 
color  since  1935  and  both  three 
and  four-color  since  1951.  Each 
paper  uses  about  three  pages  of 
color  each  week — usually  in  the 
Thursday  food  sections  and  on 
Sunday  in  the  women’s  news 
and  Southeast  Empire  sections. 
It  is  not  used  on  page  one. 

The  newspapers  reported  they 
are  confident  increased  reader- 
ship  has  resulted  from  editorial 
color  use. 

“I  believe  color  makes  its 
most  dramatic  appeal  to  women 
readers,”  asserted  William  I. 
Ray  Jr.,  managing  editor  of  the 
Atlanta  Journal.  “They  are  na¬ 
tural  connoisseurs  of  color. 
Thus  we  concentrate  our  full 
color  work  in  the  women’s 
field.” 

.Miami  Herald 

The  Miami  (Fla.)  Herald 
began  using  editorial  spot  color 
at  least  25  years  ago.  Its  full- 
color  program  began  with  in¬ 
stallation  of  new  press  equip¬ 
ment  in  January,  1954.  Edi¬ 
torial  color  is  used  Thursday 


Friday  and  Sunday,  averaging 
five  full  pages  of  editorial  color 
a  week,  plus  four  to  eight  color 
pages  in  the  Herald’s  Fun  In 
Florida  tabloid,  produced  in  the 
plant. 

Spot  color  is  used  on  the 
front  page  for  overlines  and 
special  promotions,  but  no  full 
color.  All  Herald  full  color  is 
printed  on  insert  runs.  When 
the  paper  gets  a  major  news 
photo  in  full  color,  it  is  used 
on  the  next  insert  run. 

“We  know  that  our  color  has 
made  a  real  impact  on  the 
readers,”  said  George  Beebe, 
managing  editor  of  the  Miami 
Herald.  “We  get  constant  praise 
for  our  color,  especially  from 
our  Northern  visitors  who  do 
not  have  it  in  their  hometown 
papers. 

“We  think  editorial  color  is 
one  of  the  tools  to  heighten  and 
hold  reader  interest,”  he  con¬ 
tinued.  “It  adds  a  new  dimen¬ 
sion,  packs  a  new  wallop,  and 
intensifies  fashion,  home,  food 
and  other  types  of  feature 
coverage.  It  also  increases  in¬ 
terest  and  attention  in  some  of 
our  special  sections,  such  as  the 
Orange  Bowl  Mailaway  and  the 
annual  Boat  Show  and  Garden 
Guide  tabloids. 

“For  most  effective  color  pre¬ 
sentation,  we  think  it  is  essen- 
,tial  to  ‘police’  your  prints  so 


. . .  since  August  1954! 


and  the  only  Quad  City  newspapers 
offering  R.O.P.  full  color. 

Expert  pressmanship  by  a  crack  color 
team  —  with  experience  serving  a  long  and 
growing  list  of  national  advertisers. 

Available  every  day  —  Sunday  through  Saturday. 

Samples  gladly  furnished  upon  request. 


Put  this  "top  ten" 
Midwest  market 
at  the  top  of  all 
your  R.  O.  P.  color 
schedules! 


DAVENPORT 

NEWSPAPERS 


CIRCULATING  DAVENPORT,  IOWA;  ROCK  ISLAND, 
MOLINE  AND  EAST  MOLINE.  ILL. 

Rtprtiented  by  Jann  i  Kelley,  Inc. 


that  only  quality  pictures  will 
be  sent  to  engravers,”  warned 
Mr.  Beebe.  “We  suggest  that 
pictures  be  kept  simple  and  un¬ 
cluttered,  and  the  photograph 
subject  full.  Avoid  strong  back¬ 
ground  colors — let  your  subject 
provide  the  color.  Display  your 
art  large  enough  to  get  impact, 
limiting  the  page  to  two  pic¬ 
tures  where  practical.  Don’t  run 
color  for  color’s  sake.  Have 
something  colorful  to  illustrate. 
We  find  some  papers  using  ROP 
full  color  have  selected  pictures 
they  wouldn’t  use  in  black  and 
white.” 

St.  Petersburg  'Times 

The  St.  Petersburg  (Fla.) 
Times  has  been  running  simple 
one  and  two-color  illustrations 
10  years.  Halftone  process  color 
was  begun  two  and  a  half  years 
ago.  It  has  been  in  the  last  year, 
however,  that  halftone  process 
color  has  been  used  with  any¬ 
thing  resembling  regularity  out¬ 
side  of  the  Sunday  magazine. 

The  Times  now  uses  color  on 
approximately  seven  pages  an 
average  of  five  days  a  week — 
on  the  front  page  once  or  twice 
a  week,  usually  spot  color  but 
occasionally  halftone  process. 
Spot  or  halftone  color  is  used 
on  page  one,  editorial  page, 
first  sports  page,  first  page  of 
local  section,  society  pages, 
cover  of  Friday  food  section, 
cover  of  weekly  church  section, 
cover  of  Sunday  society  section, 
and  cover  of  Sunday  real  estate 
section.  Halftone  color  has  been 
increased  to  five  or  six  pages 
a  week. 

“Use  of  color  is  a  vigorous 
stimulant  in  arousing  reader  in¬ 
terest,”  declared  T.  C.  Harris, 
executive  editor,  with  enthusi¬ 
asm. 

Mr.  Harris  challenges  each 
photo  before  deciding  to  use 
color,  asking  himself  whether 
color  will  do  something  in  that 
particular  case  that  black  and 
white  will  not  do. 

“We  like  to  see  our  editorial 
color  on  lead  pages  of  a  section, 
where  it  will  be  seen  readily,” 
he  said.  “We  like  to  provide 
plenty  of  white  space  around 
a  color  spot,  which  serves  to 
lift  the  color  out  of  its  back¬ 
ground  and  give  it  more  promi¬ 
nence.  We  don’t  feel  the  only 
way  to  use  color  effectively  is 
to  use  it  big.  Charts,  graphs, 
maps  and  tintblocks  can  give 
the  page  a  new  eye-appeal 
through  the  simple  addition  of 
one  color.” 

Houston  Chronicle 

The  Houston  (Texas)  Chroni¬ 
cle  has  used  editorial  ROP  color 
for  about  20  years  but  its  use 
was  spasmodic  until  1948. 


Generally,  it  uses  color  only  m 
Sundays.  One  or  more  color  pic. 
tures  are  on  page  one  of  the 
women’s  section  for  Sunday  and 
the  front  page  of  the  Feahm  * 
Magazine  is  always  a  three  or 
four-color  job.  One  or  men 
color  pictures  are  on  the  back 
page  of  the  Feature  Magazine, 
printed  Friday  night  with  tie 
women’s  section  and  slipped  into 
the  Sunday  paper  header.  The 
Rotogravure  Magazine  uses 
color. 

When  the  occasion  seems  to 
justify  it,  the  Chronicle  uses 
color  elsewhere  in  the  paper  and  ' 
on  other  days  of  the  week.  Ex¬ 
ample  :  A  color  picture  of  dedi¬ 
cation  of  the  Falcon  Dam  by 
Presidents  of  the  United  States 
and  Mexico  350  miles  away  at 
4  p.m.  was  carried  in  first  edi¬ 
tion  next  morning  at  9:30.  Some 
sports  pictures  are  carried. 

Front  page  art  is  not  carried 
regularly  or  often.  The  Chroni¬ 
cle  seldom  uses  spot  color,  pre-  | 
ferring  three-color  photos.  1 

“I  believe  that  color  ought  to  I 
be  carried  on  the  front  or  back  I 
sections  or  both,”  said  Roderick  j 
J.  Watts,  managing  editor.  It 
is  eye-catching  and  should  be 
given  a  very  prominent  position 
on  the  page.  I  see  no  point  in 
burying  color  on  an  inside  page 
if  only  a  limited  amount  can 
be  used.” 

Fort  Worth  Star-Telegram 

The  Fort  Worth  (Tex.)  Star-  | 
Telegram  has  been  using  pro¬ 
cess  color  since  1949,  along  with 
spot  color  during  that  time  and 
long  before. 

“We  do  not  use  editorial  color 
regularly,  and  our  average  per 
week  during  any  year  would  be 
pretty  low,”  reported  a  Star- 
Telegram  spokesman.  “We  do 
use  it  on  the  front  page,  mainly 
on  religious  holidays  or  when¬ 
ever  our  own  photographen 
come  up  with  what  we  think  is 
a  good  seasonal  shot. 

“We  also  use  color  quite  often 
on  our  Sunday  woman’s  section, 
page  one,”  he  continued.  “This 
is  usually  a  fashion  layout  . 
taken  in  cooperation  with  the  ; 
Milwaukee  (Wis.)  Journal.  We 
reproduce  news  photos  in  three 
colors — we  tried  four  colors, 
with  little  success. 

“We  have  not  been  able  to 
trace  any  increased  reader  in¬ 
terest  to  editorial  color,”  he 
continued.  “We  have  received  > 
few  verbal  compliments,  how¬ 
ever.  Our  engravers  tell  us  they 
get  best  results  from  bold  colors 
shot  big.” 

Dallas  Morning  News 

The  Dallas  (Tex.)  Jfontwf 
News  began  a  serious  start  u> 
(Continued  on  page  110) 
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Cut  mailing-room  costs  with  the  dependable 

Signode  Automatic  Wire  Tying  Machine 


Signode  Automatic  Wire  Tying  Machines  reduce  labor  costs,  permit  more 
efficient  use  of  manpower,  meet  delivery  deadlines,  assure  tight,  windproof, 
bundles  with  added  protection  against  pilferage. 

Many  newspapers  around  theworld  have  been  using  Signode  AutomaticWire 
Tying  Machines  continuously  for  more  than  30  years!  In  fact,  over  30  news¬ 
papers  with  circulations  in  the  area  of  50,000  use  only  one  machine. 

Such  confidence  in  the  dependability  of  Signode  Automatic  Wire  Tying 
Machines  comes  from  day-to-day  experience . . .  from  the  knowledge  that  during 
the  past  30  years  Signode  has  eliminated  the  causes  for  tie-ups,  and  has  built  a 
heavier,  sturdier  machine  that  alone  can  provide  years  of  dependable  service. 

Whether  your  circulation  is  50,000  or  5,000,000,  you’ll  want  more  informa¬ 
tion  about  Signode  Automatic  Wire  Tying  Machines.  Write 


first  \ 
choice  of 
more  than 
350 

newspapers 

world-wide 


2666  No.  Western  Avenue,  Chicago  47,  Illinois 

Offices  Coast  to  Coast.  Foreign  Subsidiaries  and  Distributors  World-wide 
In  Canada:  Canadian  Steel  Strapping  Co.,  ltd.,  Montreal  •  Toronto 
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Lytton’s  Color  Ads  Pay 
Off  in  Prestige,  Sales 

By  (ieorge  A.  Brandenlmrg 


Chicago  Guy  Bowen,  promotional  direc- 
Lytton’s  store  for  men’s  and  Lytton’s.  “So  we  re¬ 

women’s  wear,  with  seven  re-  place  the  Monday  black-and- 
tail  outlets  in  the  Chicago  white  ad  with  a  full-page  color 
metropolitan  area,  first  used  a  ad  whenever  we  want  to  push 
full-page,  full-color  ad  in  the  high  fashion  merchandise, 
Chicago  Stinday  Tribune’s  whether  it  be  men’s  or  women’s 
comic  section  in  the  fall  of  wear.” 

1955.  The  ad  featured  men’s  Mr.  Bowen  pointed  out,  how- 

slacks  and  included  a  mail  order  ever,  that  every  color  page  has 
coupon.  The  results  were  good,  featured  regular  merchandise  at 
The  Lytton’s  decided  to  try  regular  prices.  However,  in 
ROP  full  color  in  the  Monday  many  cases  an  institutional 
issue  of  the  Tribune,  embarking  theme  has  been  featured,  such 
on  a  sustained  color  program,  as  “Lytton’s  new  spring  grays 
dating  back  to  late  in  1955.  Last  come  in  plain  and  fancy.” 
year,  Lytton’s  ran  a  total  of  Lytton’s  color  schedule  in  the 

49  full  color  pages.  According  Tribune  has  featured  mostly 
to  Lytton  executives,  this  pro-  branded  merchandise.  The  store 
gram  was  a  definite  aid  in  at-  is  also  using  black  and  one  color 
taining  a  sizeable  increase  in  in  the  Chicago  Daily  News.  I.ike 
sales  during  1956,  together  with  most  of  the  men’s  wear  adver- 
a  prestige  building  factor  that  tising  Lytton’s  has  run  in  the 
plays  a  prominent  role  in  types  Tribune,  the  ads  carry  the  sym- 
of  men’s  and  women’s  wear  fea-  bol  and  slogan  of  the  American 
tured  in  these  ads.  Institute  of  Men’s  and  Boys’ 

c.  u-  1  Wear:  “Dress  Right  .  .  .  You 

Fashion  Ads  in  Color  „ 

“We  feel  the  Monday  paper  ,,  ,  ,.1.  n 

is  better  than  the  Sunday  edi-  Umbrella 

tions  for  fashion  ads,”  explained  “We  use  full  color  as  an  um- 


Ffhe  Solid  Nal  ' 

’•'incinna't'  Enquirer/ 

**  *  jL. 


’He's  the  new  media  man  from  that  big  agency  upstairs, 


The  Cincinnati  Daily  Enquirer  is  solid 
No.  1  right  down  the  line.  Including 
a  21,000  edge  in  City  Zone  Circula¬ 
tion  ...  a  healthy  lead  in  Retail 
Display  Linage.  Get  full  story  from 
Moloney,  Regan  &  Schmitt,  Inc. 


Lytton's  first  four-color  women's 
wear  ad  during  1957  was  pub¬ 
lished  on  Feb.  21.  The  ad  fea¬ 
tured  three  imported  cashmere 
coats  in  Americana  Colors — red, 
white  and  blue. 

brella,”  Mr.  Bowen  told  E&P. 
“It  gives  us  that  extra  tonic, 
fashionwise,  and  provides  an 
institutional  flavor  that  makes 
our  ads  distinctive  and  remem¬ 
bered.  The.se  ads  have  been  pri¬ 
marily  designed  with  the 
thought  in  mind  of  building  up 
the  store  image  and  creating 
1  greater  acceptance  in  the  Chi¬ 
cago  area. 

I  “Generally  speaking,  the  lay¬ 
outs  and  copy  are  not  neces¬ 
sarily  conducive  to  immediate 
results,  but  are  rather  designed 
for  the  ‘long  pull.’  Many  depart¬ 
ments  are  able  to  trace  direct 
results  for  a  month  or  six  weeks 
after  a  page  has  run.  However, 
some  ads  last  year  did  create 
immediate  results,  and  in  some 
instances  merchandise  was  com¬ 
pletely  sold  out.” 

Color  sells,  said  Mr.  Bowen, 
but  such  ads  don’t  always 
“break  down”  the  store’s  doors. 
Because  of  the  previous  con¬ 
sistent  success  during  1956,  the 
ROP  full  color  program  is  being 
continued  into  1957. 

1st  Retailer  Gains  Prestige 

“We  feel  that  because  we 
are  the  first  retail  store  in  the 
Chicago  area  to  make  consistent 
use  of  full  color  on  an  extensive 
basis,  we  gain  more  attention 
and  prestige  as  an  institution, 
because  we  are  at  present  the 
only  retail  establishment  using 
color  in  such  a  dramatic  man¬ 
ner.” 

Mr.  Bowen  said  Lytton’s  color 
ads  are  discussed  widely  not 
only  by  customers,  but  also  by 
manufacturers  of  men’s  and 
women’s  wear.  He  was  highly 
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pleased  with  the  reproduction  of 
the  store’s  color  ads  in  the  Trib- 
une. 

“Results,  generally  speaking,  ' 
have  been  more  than  satisf«. 
tory,”  said  Mr.  Bowen,  wbo 
added  that  preparation  of  full- 
color  copy  presents  no  particn- 
lar  problems.  Layouts  anj 
roughs  are  prepared  in  the 
store’s  own  art  department, 
with  an  outside  studio  doing  the 
final  art  work  for  ROP  color 
ads. 

Willard  W.  Cole,  president  of 
Lytton’s,  Henry  C.  Lytton  i  ' 
Co.,  is  equally  enthusiastic 
about  full  color  advertising  for 
fashion  ads.  Mr.  Cole  was  the 
chief  organizer  of  the  Ameri¬ 
can  Institute  of  Men’s  and 
Boys’  Wear. 

He  was  honored  recently  at 
a  meeting  of  400  Chicago  area 
retailers,  who  attended  a  screen¬ 
ing  of  the  Institute’s  new  color 
motion  picture,  “An  Industry  in 
Action.”  The  showing  was  spon¬ 
sored  by  the  Tribune  and  guests 
at  the  meeting  voted  that  a 
Chicago  chapter  of  the  Institute 
be  formed. 


Modern  Living 
Gets  An  Ad  Boost 

Chicago 

Chicago’s  Modern  Living  Ex¬ 
position  is  getting  a  big  ad 
vertising  boost  from  newspa¬ 
pers. 

The  Daily  News  section  of 
March  22  contains  24  pages, 
including  42,000  lines  of  adver¬ 
tising.  In  addition,  the  Daily 
News  is  sponsoring  a  “Chicago 
Daily  News  Theater”  at  the 
show,  at  which  Daily  News 
feature  writers  and  columnists 
dealing  with  home  building,  j 
home  fa.shions  and  related  sub-  j 
jects  will  be  on  hand  to  talk 
with  exposition  visitors. 

The  Chicago  American  on 
Sunday  will  publish  a  20-page 
section  with  approximately  34,- 
700  lines  of  advertising.  The 
American  will  have  a  booth  and 
staff  members  will  pass  out 
maps  where  new  homes  are  be¬ 
ing  erected.  1 

The  Chicago  Sun-Times  on 
Sunday  will  publish  a  28-pap 
tabloid  containing  approximate¬ 
ly  18,000  lines  of  advertising 
The  section  is  a  timetable  and 
guide  to  the  exposition  itself. 

The  Chicago  Tribune  is  not 
publishing  a  special  section  m 
connection  with  the  exposition 
but  will  present  Spring  Home 
and  Better  Rooms  for  Better 
Living  sections,  April  27-28. 
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stands 


for  quality  and  dependability 


So  whether  you  need  help  in  solving  your  R.  O.  P.  color  problems,  or  in  select¬ 
ing  the  best  ink  for  your  pressroom  requirements,  you  can  depend  on  the  Man 
from  Morrill.  You  can  call  upon  Morrill’s  nation-wide  color  matching  service, 
and  years  of  experience  in  making  news  inks  of  all  kinds  with  the  complete 
assurance  of  getting  the  exact  ink  you  need. 

Corporation  And,  whether  you  buy  in  drums  or  tank  truck  loads  (metered  to  make  cer¬ 
tain  you  receive  every  pound  you  pay  for)  Morrill  inks  are  all  of  the  same  high 
quality  and  uniformity.  That’s  why  everyone  who  buys  newspaper  ink  has  a 
definite  reason  for  having  a  talk  with  the  Man  from  Morrill. 

Geo.  H.  Morrill  Company 

10th  Street  &  44th  Avenue,  Long  Island  City  1,  N.  Y. 


DIVISIONS  OF  SUN  CHEMICAL  CORPORATION 


HORN  (paints,  maintenonc*  and  construction  materials,  industrial  coatings)  ■  WARWICK  (toxtilo  and  industrial  chomicals)  *  WARWICK  WAX  (refinors  of  specially 
*  RUTHERFORD  (lithographic  equipment)  •  SUN  SUPPLY  (lithographic  supplies)  •  GENERAL  PRINTING  INK  (Sigmund  Ullman  •  Fuchs  &  Lang  •  Eagle  •  American 
*  Kelly  •  Chemical  Color  &  Supply  Inks)  *  MORRILL  (news  inks)  •  ELECTRO-TECHNICAL  PRODUCTS  (coatings  ana  plastics)  *  PIGMENTS  DIVISION  (pigments  for 
points,  plastics,  printing  inks  of  all  kinds)  •  OVERSEAS  DIVISION  (export)  •  A.  C.  HORN  COMPANY,  LIMITED  (Canada)  •  GENERAL  PRINTING  INK  CORPORATION 

OF  CANADA,  LIMITED  •  FUCHS  A  LANG  de  MEXICO,  S.  A.  de  C.  V. 
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ful  subjects  on  the  cover  pages  few  news  photos  or  local  color  “We  believe  the  use  of  frost 
of  our  newspaper  sections  is  photos  since  beginning  to  try  page  color  does  much  to  in. 
my  idea  of  the  most  effective  editorial  color.  crease  the  eye  appeal  and  prob- 

way  we  can  cash  in  on  color,”  “I  am  not  yet  convinced  that  ably  is  reflected  in  our  Isrp 

declared  Mr.  McKnight  use  of  multi-color  halftones  on  daily  circulation,”  said  A.  If 

rtnllas  TimoB  HaraM  ncws  photos  is  Worthwhile  Kennedy,  assistant  managing 

for  most  papers  yet,”  warned  editor.  “We  get  the  best  result! 

Mr.  Walsh.  “There  are  too  out  of  the  four-color  processing 

many  variables  that  affect  engraving  method.  Color  is  moc 

quality  of  the  product.  The  effectively  used  when  it  illw- 

amount  of  effort,  time  and  ex-  trates  news  events.” 
pense  involved  in  use  of  such  Milwaukee  Journal 

-  is  not  reflected  in  MUwaukee  (Wis.)  Jov- 

my  opinion,  m  greater  reader  ^^ed  its  first  edi- 

interest  or  response.  Multi-color  g^lor  in  1891,  when  it 

halftones  in  newspaper  repro-  ^ed  and  blue  horisonta 

*  ^  cannot,  as  a  gen-  bands  overprinted  on  page  one 
era  mg,  measure  up  any-  editorial  process  color 

j  near  the  quality  of  roto-  ^ggj  ^945 — earlier  a- 

gravure  reproduction  and  as  a  perimental  use  of  it  in  1937  ha- 
consequence  suffer,  I  think,  by  been  interrupted  by  the  war 
the  inevitable  comparison  in  the  1946,  the  Journal  used  T 
minds  of  readers.” 


Editorial  Color 

(Continued  from  page  106) 


editorial  color  Jan.  1,  1949, 
after  having  experimented  pre¬ 
viously  with  some  packaged 
three  and  four-color  art.  Edi¬ 
torial  color  is  now  limited  to  aid  was  about  1949.  It  had  used 
two  or  three  days  a  week  be-  spot  color  editorially  for  several 

cause  of  a  heavy  schedule  of  years  prior  to  that  time.  On  _  _ _ 

advertising  color  that  limits  Sundays,  the  TH  uses  spot  color  color^  shote 
press  runs.  on  its  locally  produced  and 

The  News  has  a  target  of  printed  Roundup  section  and 
once  a  week  on  the  front  page  sometimes  uses  spot  color  on 
now  and  hopes  to  increase  this  the  cover  of  TV  Week,  a  tab- 
considerably.  Much  if  its  full  loid  printed  inside  of  Round- 
color  is  produced  for  women’s  up.  About  80  pages  of  editorial  where 
section  covers,  amusements  and  color,  spot  and  three  or  four- 
travel  and  after  those  cate-  color,  are  used  each  year, 
gories  come  sports  and  news  Color  is  used  rarely  on  the 
features.  It  is  preparing  for  front  page.  Spot  color  occasion- 
spot  news  when  press  conditions  ally  is  used  in  headlines  or  pen- 
permit.  nants  on  football  Saturdays. 

“We  do  ver^  little  spot  color  About  three  times  a  year,  color  The  New  Orleans  (La  )  coior.  im 

—at  most  twice  a  week,”  said  overprint  is  used  for  Communi-  Timea-Picayune  and  States  b^  exclusive  of 
Felix  R.  McKnight,  managing  ty  Chest  or  Red  Cross  drives,  gan  heavy  use  of  editorial  color  TS? 
editor.  “Four-color  art  is  rarely  “We  feel  that  editorial  color  jn  1933  qj,  page  one  of  the  Sun  ^ 

used  — the  one-shot  camera  proves  most  effective  when  used  day  society  section  and  since  *1 

produces  three  negatives  and  in  feature  sections  or  on  de-  1941  bas  used  much  color  in  coo 
when  three  colors  will  do  the  partmental  pages,  particularly  fashion,  amusements,  food  nic- 
job  we  stay  with  it.”  in  tabloid  sections,  which  to  tures,  charts  and  maS  For 

Display  stands  sell  more  some  degree  undergo  compari-  several  years,  the  States  n'rinted  editorial  < 

copies  of  the  New's  on  days  son  with  the  rotogravure-pro-  editorial  cartoon  in  two 
when  color  stands  out  on  page  cess  in  Sunday  supplements,”  colors  and  black  five  davs  n 
one.  said  Mason  Walsh,  managing  week.  ^  approximately 

“Splashing  timely  and  color-  editor.  “We  have  used  only  a  The  papers  seldom  use  color 

on  page  one  except  on  Mardi  ^ 

Gras  and  other  holidays  like  ^  _-__j 

use  of  fditorii 

“Tn  m  •  •  *•  1956  in  the 

In  my  opinion,  presenting  B„reen  and  ra 

cause  they  are  color  pictures 

Geor«T"H  paper  averag 

George  W.  Healy  Jr.,  vicepresi-  f 

dent  of  the  Times-Picayune  ,q  ^ 

Publishing  Co.  and  editor  of  the  ^^g  „g,“  ] 

Times-Picayune.  “If  the  color 
adds  greatly  to  the  value  of  ^lievi 

the  spot  news  picture-as  it  has 

lure  has  suffi. 

explosions— I  believe  that  every  ^.^niained  Arv 
effort  should  be  made  to  take  m-ma. 

advantage  of  that  added  value.  Lallv  all  of 
“I  would  not  be  tied  to  a  Jr^dom 
practice  of  Presenting  color  ^^g^ 

evei-y  such-and-such  day  of  the  Wp  0 

week  just  because  that  happens  ,  ^ 

to  be  the  day  when  mechanical  denartme 
considerations  permit  use  of  ‘‘A°1953  su 
color  with  a  minimum  of  com- 
plications.”  concluded  Mr.  Hea-  revealed  a  re 

Chicago  Tribune 

The  Chicago  (Ill.)  Tribune  “We  feel  th 
started  ROP  color  in  1933  by  is  intensely  ^ 
the  Ben  Day  process  but  in  ions,  food  ai 
1936  perfected  process  color  and  use  mon 


TULSA  IS 


★  The  Oil  Capital  of  the  World 

★  A  City  of  More  Than  *340,000 
Population 

★  Home  of  the  International 
Petroleum  Exposition 

ir  Research  Center  for  the  Oil  Industry 
-A-  Trade  Center  of  the  Billion  Dollar 
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★  The  Preferred  Newspapers  in  this 
Great  Area  are 
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Saves  time,  money.  With  the  new  two-step  bath  you  ean  produce  complete  combination 
plates  like  this  in  about  fifteen  minutes.  Note  d(‘pth  in  higlilight,  middletone  and  open  areas. 


Now— combination  magnesium  plates  in  minutes 
with  Dow  Etch  Process 


You  can  make  top-<juality  combination  line  and  halftone  en-  minutes.  Users  of  the  Dow  Etch  Process  also  enjoy  these 
gravings  on  magnesium  with  the  Dow  Etch  Process.  A  new  advantages:  ( 1 )  Elimination  of  powdering,  saving  time  and 
two-step  bath  technicjue,  developed  for  the  re(juirements  of  money.  (2)  Excellent  etching  (piality,  no  shoulders.  (3)  Vir- 
newspapers  and  other  coarse-screen  publications,  produces  tually  no  undercutting  of  image. 

powderless  combination  plates  in  one  fifth  the  time  it  takes  Dow  magnesium,  used  with  Dow  Etch  Process  or  con- 
with  conventional  powder-type  engraving!  This  means  even  ventional  methtnls,  gives  you  faster,  more  positive  etchability, 
more  efficient  news  coverage  and  reduced  production  costs,  high  strength  for  matting  and  excellent  register  for  ROP 
Here’s  how  it  works:  oolor  work. 

fwo-step  bath  technique  first  etches  combination  plates  to  a  For  specific  information  about  savings  possible  with  the  Dow 
depth  of  about  0.016".  The  second  step  then  brings  open  Etch  Process  write  to  the  now  chemic.\l  co.mpany.  Mid¬ 
areas  to  0.025"— 0.0.35".  Total  time:  approximately  15  land,  Michigan.  Department  MA1423F-1. 
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Ocean  Spray  Sales  Up 
In  ‘Cranberry  Blitz’ 


By  James  E.  (ilo\er 

President,  National  Cranberry  Association 

Last  Summer  the  National  tured  cranberries  in  red.  Copy 
Cranberry  Association  faced  an  lines  suggested  that  cranberries 
alarming  million-case  surplus  of  go  with  ham,  meatpies,  pork, 
cranberries.  Unless  that  sur-  cold  cuts,  frozen  TV  dinners, 
plus  could  be  moved  duiing  the  fruit  salads,  tuna  fish  and 
traditionally  slow  summer  others — a  real  departure  from 
months,  the  new  crop  harvested  the  turkey  “fixin’  ”  concept, 
in  September  would  jam  our  I  personally  think  it  was  one 
freezers.  The  surplus  would  of  the  most  successful  news- 
then  be  completely  unmanage-  paper  advertising  campaigns 
able.  ever  conducted  by  a  food  mar- 

To  meet  this  challenge,  NCA  keter.  But  re.sults  in  any  busi- 
looked  to  newspapers  for  an  ness  are  not  counted  in  opin- 
answer.  We  had  developed  a  ions.  They  are  added  up  by  a 
new  marketing  concept,  believ-  cash  register, 
ing  that  cranberries  could  be  as  The  newspaper  campaign  pro- 
popular  throughout  the  year  as  duced  cash-register  results  wip- 
they  were  at  Thanksgiving  and  ing  out  the  surplus  and  in- 
Christmas.  Newspapers  gave  creasing  cranberry  sales  during 
us  an  outstanding  opportunity  the  period  by  llS'/r. 
to  prove  the  validity  of  that  NCA  spent  $400,000  on  the 

three-month  campaign  with  the 
In  90  Markets  major  proportion  going  into 

The  campaign  was  conducted  newspapers, 
in  90  market  areas  in  newspa-  used  newspapers  because 

pers  and  on  spot  radio.  The  ^bey^  are  traditionally  the  food 
full-page  newspaper  ads  fea-  niedium.  I  don’t  believe  that 

— - any  food  package-deal  campaign 

I  can  be  successful  without  them. 
I  No  medium  gives  the  marketer 
the  flexibility,  penetration  and 
timeliness  of  newspapers. 

Natural  Interest 


James  Edward  Glover 

Color,  of  course,  will  play  an  tions  in  all  the  advertisements, 
increasing  role  in  newspaper  We  certainly  did  not  want 
advertising  of  all  proclucts.  But  “Ocean  Spray”  to  become  a 
it  seems  to  me  that  it  will  be  pantry  inventory  item.  By  sel- 
particularly  important  for  the  jjng  cranberries  with  cool  sal- 
food  marketer.  Only  through  ads,  cold  cuts,  ham  and  other 
accurate  color  reproduction  can  summer  dishes,  we  convinced 
he  display  one  of  the  primary  our  customers  to  eat  cranberries 
appeals  of  his  product— its  j-ight  away.  In  many  markeb 
color.  And  since  he  must  com-  there  was  substantial  evidence 
pete  for  the  housewife’s  atten-  of  repeat  sales  which  tended  to 
tion  in  newspapers  just  before  prove  that  people  were  enjoy- 
she  goes  shopping,  he  will  be  jng  cranberries  during  those 
forced  to  rely  more  heavily  on  hot  summer  months, 
newspaper  color  to  get  maxi-  interestingly  enough,  the  grc- 
mum  Msual  impact.  received  a  double-barrelled 

We  also  found  that  the  major  Benefit  from  this  campaign.  He 
chains  stocked  and  sold  more  not  only  sold  many  more  cran- 
cranberries  during  this  slow  heiaies  but  increased  his  sales 
summer  season  than  they  had  on  the  other  products  feature 
ever  before.  When  the  brokers  ^.jth  the  cranberries.  Sale  of 
went  to  the  chaitr  stores  out-  cold  cuts,  chickens,  ham,  and 


NEWSPAPERS 


You  Just  Don't  Sell  West  Kentucky 
Without  The  Paducah  Sun-Democrat 


locally  -  influenced 


Sure,  you  can  scatter  your  shots  in  various  ways — but 
you  get  the  greatest  sales  results  through  the  paper  that 
covers  the  12  westernmost  Kentucky  counties. 

And  our  excellent  ROP  Color  facilities  will  help  you 
to  plus  results. 


•Actually  a  single  rainy  W 
could  “wash  out”  the  effectiv^ 
ness  of  your  ad  campaign  c 
you  were  limited  to  one  inser¬ 
tion.  And  let  me  also  add  tlj** 
there  is  nothing  like  effecth* 
repetition  to  sell  a  product. 

The  results  of  that  new  mar¬ 
keting  approach  are  beginninf 
to  pay  off.  But  our  first  dra¬ 
matic  indication  that  the! 
would,  came  last  summer  wher 
this  newspaper  campaign  pro'ec 
resoundingly  successful. 
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^abucat)  ^un-Bemocrat 

ROP  Color  PADUCAH,  KY.  Burke,  Kuipers 

(1>2-3  and  black)  &  Mahoney 

Affiliated  with  WKYB-AM  and  FM  (NBC) 


Th«  Ccnien  Rppoiltory.  Th«  MAPlor 
TTm  SAlem  Stm.  Th«  Suubtnvllip  ] 
»t«r.  Th«  PoruoMuth  TIiwm.  Th« 
Tribune.  The  Eeat  Liverpool  Review. 
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The  Milwaukee  Journal  Published 
2,586,814  Lines  of  R  0  P  Color  Adverfising- 

0  Gain  of  20%  Over  1955 

1,487  Advertising  and  882  Editorial 
R  0  P  Color  Units  Made  Up  the  Total  of 

2,369  Color  Units  in  1956 


The  best  place  to  test  R  O  P  color  campaigns 
is  in  the  newspaper  with  the  most  experience 
in  color  advertising. 

The  Milwaukee  Journal  has  published  by  far 
more  ROP  color  than  any  other  newspaper 
in  America.  It  offers  one-paper  coverage  of 
9  out  of  10  homes  in  the  nation’s  favorite 
big-city  test  market,  and  the  milline  rate  for 
color  advertising  is  lower  than  B&W  in  many 
newspapers  of  comparable  circulation. 

The  202  newspapers  measured  for  color 
linage  by  Media  Records  gained  a  whop¬ 
ping  20%  in  R  O  P  color  for  1956,  and 
THE  MILWAUKEE  JOURNAL  again  led 
all  others  by  a  million  lines. 

THE  MILWAUKEE  JOURNAL 


Read  in  9  out  of  10  homes  in  the  Metropolitan  Area 
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Editorial  Color 

(Continueii  from  page  110) 


three  -  color  process  photos,” 
warned  Mr.  Schaleben.  “We  arc 
now  able  on  an  emergency  basis 
to  process  a  color  picture  in 
about  four  hours.  We  can  take 
an  early  morning  fire  with  a 
one-shot  camera  and  have  it  in 
that  afternoon’s  paper. 

“Color  is  a  genuinely  im¬ 
portant  factor,  but  news  value 
is  more  important,”  he  added. 
“It  is  for  this  reason  that  we 
do  not  try  to  concentrate  our 
color  on  page  one.  We  prefer 
to  let  color  fall  into  the  paper 
in  its  normal  news  position. 

“News  editors  would  now  cry- 
in  alarm,  I  am  sure,  if  This 
W&ek  or  the  American  Weekly 
appeared  in  monotone,”  con¬ 
cluded  Mr.  Schaleben,  who  is 
the  Journal’s  editorial  color 
coordinator.  “Better  display  is 
just  as  important  to  the  daily- 
news  report  as  it  is  to  the 
weekly  or  monthly  magazine. 
Color  photos  very  often  mean 
better  display.  All  of  us  see 
everything  around  us  in  color. 
That  fact  alone  is  sufficient 
justification  for  the  increased 
use  of  news  color.” 


St.  Louis  Fost-Dispatch 

The  St.  Louis  (Mo.)  Post- 
Dispatch  started  using  editorial 
color  10  years  ago.  Its  only 
legular  use  during  the  week  is 
on  the  principal  comic  page,  six 
days  a  week.  Other  color  is 
used,  probably  not  more  than 
a  half  dozen  times  a  year,  and 
then  only  for  maps  or  feature 
story  illustrations  where  color 
separations  are  not  needed. 

In  the  Sunday  Post-Dispatch, 
however,  extensive  use  of  color 
is  made  in  the  paper’s  Pictures 
section,  as  well  as  in  the  comics. 
Color  is  not  used  on  the  front 
page.  It  is  used  mostly  in  the 
news  columns  to  illustrate  a 
feature  story  in  the  Magazine 
section.  On  one  or  two  occasions, 
the  P-D  has  reproduced  color 
news  photos. 

“We  have  seen  no  evidence 
of  increased  reader  interest  as 
a  result  of  our  occasional  use 
of  editorial  color,”  reported  R. 
L.  Crowley,  managing  editor. 
“The  most  effective  way  to 
present  editorial  color,  in  my 
judgment,  is  in  the  reproduction 
of  maps,  feature  story  illustra¬ 
tion,  rotogravure,  and  special 
sections.” 

Columbus  Dispatch 

On  Jan.  29,  1956.  the  Colum¬ 
bus  (Ohio)  Dispatch  started 


QUESTION; 

WHAT  IS  THE  LARGEST 
EVENING  NEWSPAPER 
IN  THE  NEW  YORK  METRO¬ 
POLITAN  AREA  THAT 
PRINTS  R.O.P.  FULL  COLOR? 

ANSWER; 

THE  ELIZABETH  DAILY  JOURNAL! 

EVERY  THURSDAY  —  a  special  4-color 
food  section  appears  in  the  Elizabeth 
Daily  Journal  designed  to  fill  the  needs 
of  food  advertisers. 

THE  ELIZABETH  DAILY  JOURNAL 

ELIZABETH,  NEW  JERSEY 

Nationally  represented  by  the  Ward-Griffith  Co. 


using  editorial  color.  New 
presses  were  put  into  operation 
on  that  date.  It  averages  using 
such  color  twice  a  week,  prac¬ 
tically  always  on  Sundays.  The 
usage  consists  of  either  single 
color  picture  or  less-than-page 
layout. 

“Our  usage  consists  mostly 
of  a  TV  page  picture  or  a 
fashion  or  home  furnishings 
picture  or  layout  on  the 
women’s  page,”  reported  Gordon 
Kuster  Sr.,  color  coordinator. 
“Occasionally  we  use  a  page  one 
picture,  such  as  during  foot¬ 
ball  season  when  we  use  a  spot 
sports  picture.  During  March 
we  used  color  pictures  on  page 
one  of  each  of  our  four  main 
news  sections  Sundays. 

“We  use  relatively  few  one 
color  and  black  editorial  pic¬ 
tures,  most  of  them  being  re¬ 
produced  by  the  three-color 
process,”  he  continued.  “During 
our  first  year,  we  chose  this 
limited  production  procedure  be¬ 
cause  all  of  our  mechanical  de¬ 
partments  were  learning  color 
and  we  didn’t  want  to  exploit 
too  heavily  work  of  which  we 
weren’t  too  proud.  This  experi¬ 
mental  period  is  now  past  and 
we  are  getting  new  equipment 
which  will  greatly  improve  our 
results.” 

Mr.  Kuster  estimated  edi¬ 
torial  color  increases  reader  in¬ 
terest  from  two  to  10  times.  He 
said  color  cuts  should  be  big — 
four  columns  or  more. 

“Editorial  color  production  is 
tedious,  expensive  and  time-con¬ 
suming  under  today’s  methods,” 
he  warned.  “Unless  everything 
is  geared  for  it,  it  is  impracti¬ 
cal  to  run  spot  news  in  color 
today.  From  four  to  six  hours 
is  required  from  picture  shoot¬ 
ing  till  press  run  under  today’s 
methods.  Ultimately  it  will  be 
practical  to  make  a  picture  in 
the  morning  and  print  it  in  full 
color  in  the  same  day’s  editions. 
Within  five  years,  I  expect  the 
Dispatch  to  be  printing  a  major 
portion  of  its  news  pictures — 
perhaps  as  much  as  50% — in 
full  color.” 

Cincinnati  Post 

The  Cincinnati  (Ohio)  Post 
began  editorial  use  of  color  in 
1946  on  a  semi-regular  basis 
and  now  it  uses  it  about  three 
times  weekly,  most  of  it  on  the 
woman’s  page  or  front  page. 
Front  page  use  is  mainly  spot 
color  but  sometimes  news  color 
photos  are  reproduced. 

“We  have  noticed  definite  in¬ 
crease  in  sales,  particularly 
street  sales,  due  to  the  use  of 
color,”  asserted  Robert  A.  Linn, 
managing  editor.  “We  can  cite 
the  recent  birth  of  the  royal 
baby  at  Monaco.  We  used  a  pink 
headline  saying  ‘It’s  A  Girl  and 
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Monaco’s  Tickled  Pink.’  Even  || 
though  the  weather  was  bad  I 
that  day,  street  sale  circulation  J 
was  extra  good.  i 

“We  find  that  the  most  ef¬ 
fective  use  of  color  is  using 
plenty  of  white  space  so  colors  ! 
may  ‘float’  without  hurting  the 
register,”  he  added.  “We  strive 
to  avoid  using  contrasting  colors 
without  ‘floating’  space.” 

Cincinnati  Enquirer 

The  Cincinnati  (Ohio)  En¬ 
quirer  started  editorial  color  use  , 
five  to  six  years  ago  and  it  is 
used  three  or  four  times  i 
month  to  illustrate  food,  fashion 
and  youth  pages.  It’s  used  some¬ 
times  in  amusements,  sports 
and  to  illustrate  features.  The 
only  front  page  use  was  during  i 
the  political  conventions,  when 
four-color  head  shots  of  the 
nominees  were  reproduced.  ! 

The  Enquirer  has  a  tabloid 
special  coming  up  April  16  for  \ 
opening  of  the  baseball  season 
and  a  four-color  cover  will  be  j 

used. 

“We  feel  that  part  of  the 
impact  of  color  is  lost  unless 
we  can  get  it  on  an  outside 
page,”  remarked  Brady  BlacV. 
managing  editor. 

St.  Paul  Dispatch 

The  St.  Paul  (Minn.)  Dit- 
patch  and  St.  Paul  Pioneer 
News  started  using  color  about 
10  years  ago  on  the  front  page  1 
of  the  women’s  section.  For 
about  nine  months  in  1954 
three-color  was  used  daily  on  j 
page  one. 

“Then  we  decided  our  pic¬ 
tures  were  too  forced  and  we  ! 
were  straining  to  find  color  fea-  1 
ture  pictures  that  were  worth  I 
printing  on  page  one,”  said  V.  j 
E.  Fairbanks,  executive  editor.  ^ 
“So  we  decided  to  use  color  only 
when  warranted  and  at  present 
we  average  between  three  and 
five  color  pictures  a  week  in 
both  papers  and  still  use  color 
every  Sunday  on  our  women’s 
section  front  page. 

“We  use  page  one  color  be¬ 
cause  we  feel  it  stimulates 
street  and  newsstand  sales,”  he 
added.  “It  seems  apparent  to  us 
that  there  is  a  decided  increa« 
in  interest  in  a  good  color  pic¬ 
ture  on  page  one.” 

Mr.  Fairbanks  feels  that 
present  equipment  almost  pre¬ 
cludes  color  on  a  spot  basis  and 
that  its  use  must  be  confined 
largely  to  features. 

Omaha  World-Herald 

The  Omaha  (Nebr.)  ^yorU■ 
Herald  started  use  of  ROP  ft"' 
color  editorially  in  1953 
printed  a  half  dozen 
that  year.  The  next  year,  72 
were  printed,  almost  all  of  them 
(Continu^  on  page  118) 
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INSURANCE 


\  ADDS  UP 


HAPPY 


PICTURE! 


There  are  two  major  factors  that  have  made  p>ossibie 
this  dramatic  progress  of  the  American  people  in  helping 
to  protect  themselves  against  the  expenses  and  loss  in¬ 
curred  by  illness  and  Injury. 

The  first  is  the  consistent  and  intelligent  co-operation 
of  the  nation’s  hospitals  and  doctors.  Second  is  the  keen 
competition  among  the  more  than  700  Insurance  com¬ 
panies.  This  has  brought  about  a  steady  Increase  in  both 
the  quality  and  the  variety  of  the  protection  offered  to 
the  public. 


tremendous  nationwide  swing  to  voluntary 
health  insurance  in  the  past  ten  years  is  one  of 
the  brightest  spots  in  our  social  and  economic  structure. 

Today,  60  million  Americans  have  hospital  protection 
from  insurance  companies,  four  persons  for  every  one 
who  enjoyed  such  protection  in  1946.  57  million  have 
such  surgical  protection,  six  times  the  number  who  had  it 
in  1946.  25  million  have  protection  against  medical  ex¬ 
penses,  a  twenty-eight-to-one  ratio.  And  30  million  are 
insured  against  loss-of-income. 


INSTITUTE 


THE  HEALTH 


ROP  Color  Lets  You 
‘Shout  Above  the  Crowd’ 


By  A.  C.  DePeirro 

Vicepresident,  Director  of  Media  Lennen  &  Newell,  Inc. 


If  you  want  to  “shout  above  the  crowd” 

Your  answer  is  ROP  newspaj>er  color. 

During  the  past  20  years  I  have  had  personal  experience 
in  placing  ROP  color  for  many  advertisers  and  have  kept 
abreast  of  the  progress  publishers  have  made  in  this  area 
of  printing.  During  that  time  newspapers  have  taken  tre¬ 
mendous  strides  forward,  overcoming  mechanical  problems 
involved  in  the  fast  production  of  daily  editions  printing 
various  combinations  of  colors  in  advertising  along  with  the 
news.  - 


Today  advertisers  have,  in 
practically  every  market,  the 
means  of  obtaining  color  impact 
with  newspaper  coverage  pene¬ 
tration. 

Many  types  of  products  can 
benefit  by  ROP  color.  Among 
the  scores  of  campaigns  in 
new'spapers  using  color  which  I 
have  handled  have  been  those 
for  A  &  P,  Nash-Kelvinator, 
Continental  Oil,  Colgate,  P. 
Lorillard,  Schlitz,  Lord  Calvert, 
Calvert  Reserve  and  National 
Distillers.  ROP  color  has  its 


special  uses,  too,  that  make  it 
well  worth  the  extra  cost. 

Modern  Microphone 
As  suggested  at  the  opening 
of  this  article,  one  primary 
reason  for  recommending  ROP 
color  to  a  client  is  that  it  is 
the  modern  microphone  and 
loud  speaker  of  the  newspaper 
print  medium.  Against  the  for¬ 
est  of  black  and  white,  an 
added  color  or  colors  can  be 
heard  in  an  important  and  ef¬ 
fective  way.  There  are  certain 
seasons  w’hen  it  is  very  import¬ 


A  PROFESSIONAL 
ENGINEERING  APPROACH 

TO  PRINTING  PRODUCTION  EFFICIENCY 

.  .  .  planned  to  meet  your  requirements  while  reliev¬ 
ing  your  mechanical  staff  of  layout  and  construction 
problems. 


OUR  SERVICES 

hivesligations  of  plant  sites 
Analysis  of  existing  operations 
Reports  on  layouts  and  estimates  of  costs 
for  new  departments,  plant  additions  and 
new  plants 

Complete  plans  and  specifications 
Procurement  of  materials  and  equipment 
Supervision  of  construction 
and  equipment  installation 

As  Professional  Engineers  we  serve  our  clients  in  all  phases 
of  the  program,  including  preliminary  planning,  depart¬ 
ment  layouts  and  building  design.  During  construction  we 
represent  the  client  as  Supervisors  of  Construction  and 
Equipment  Installation. 

CHAS.  T.  MAIN,  INC. 

BOSTON,  MASSACHUSETTS  •  CHARLOTTE,  NORTH  CAROLINA 
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ant  to  make  this  extra  clatter. 
Such  a  time  is  just  before 
Christmas,  when  the  local  de¬ 
partment  store  linage  is  heavy. 
At  this  season  the  liquor  linage 
as  well  as  the  linage  in  other 
classifications  is  also  very 
heavy.  At  this  time,  for  ex¬ 
ample,  a  liquor  advertiser  can 
lift  his  bottle  and  text  right 
off  the  page  with  the  use  of 
color. 

The  time  when  an  advertiser 
wants  to  introduce  a  new  pack¬ 
age  for  his  product  is  another 
fine  opportunity  to  get  the  local 
attention  you  need.  Right  now, 
as  an  example,  we  are  using 
color  introducing  a  new  package 
for  Old  Gold  Filter  cigarettes 
in  New  England  and  the  New 
York  metropolitan  market. 

Obvious  Field 

Food  advertising  is,  of  course, 
an  obvious  field  for  the  effective 
use  of  color.  Our  client,  Stokely- 
Van  Camp  is  currently  using 
ROP  color  in  a  hard-hitting 
newspaper  campaign  for  its 
canned  foods. 

As  I  mentioned  before,  the 
improvement  made  during  the 
past  several  years  has  been 
marked.  However,  there  are 
still  a  few  points  which  need 
further  refinement,  such  as  the 
variations  in  color  reproduction 
between  different  newspapers. 

The  Stokely-Van  Camp  cam¬ 
paign  is  in  90  papers.  Naturally 
we  want  a  bean  green  when  we 
specify  green  to  advertise  our 
client’s  string  beans.  The  same 
is  true  for  the  yellow  of  bantum 
corn. 

For  Old  Gold,  we  specified 
“ANPA  Red,”  and  we  are  striv¬ 
ing  to  get  it  in  the  newspapers 
we  are  using. 

Pius  Advantages 

Fortunately,  the  variation  in 
color  is  not  too  great  to  rule 
out  the  plus  advantages.  But 
certainly,  the  newspaper  pub¬ 


lishers  themselves  must  admit  I 
there  is  room  for  improvement.  I 
I  am  sure  that  there  is  resl  0 
effort  being  made  to  insure  1 
fidelity  of  color.  To  whet  the 
appetite  through  color  in  ad¬ 
vertising,  the  colors  must  be 
appetizing. 

Next,  there  should  be  im. 
proved  standard  on  copy  size?, 
too.  Three  important  papers 
come  to  mind  which  will  accept 
only  full  pages  in  ROP  color; 
the  Chicago  Tribune,  the  Min¬ 
neapolis  Star  &  Tribune  and 
the  Philadelphia  Inquirer.  There  ' 
are  variations  too,  in  smaller 
units,  with  some  papers  accept¬ 
ing  down  to  500  lines,  others 
1,000  lines.  Both  agencies  and  ' 
advertisers  would  like  to  be 
able  to  use  one  plate  size  for 
the  entire  list. 

There  is  no  question  that 
these  suggestions  will  eventual¬ 
ly  be  taken  care  of,  since  im¬ 
provements  are  constantly  being 
made.  Meanwhile,  all  available 
data  on  the  subject  of  color  in 
newspapers  clearly  indicates 
that  the  added  cost  is  justified 
in  added  readership  and  in¬ 
creased  impact. 

• 

Family  Data 
Is  Compiled 

Philadelphia 

The  Philadelphia  Inquirer  has 
made  an  important  addition  to 
the  short  but  valuable  list  of 
major  studies  giving  advertisers 
interim  census  measurements  of 
large  cities  and  their  trading 
areas.  I 

The  study,  produced  at  a  cost  j 
reported  to  be  well  in  excess  of  j 
$50,000,  and  published  under 
the  title  “The  Families  of  the 
Delaware  Valley”,  is  a  large 
scale  field  investigation  under¬ 
taken  to  yield  information  about 
the  Inquirer’s  service  area. 

Conducted  by  Alderson  & 
Sessions,  it  is  based  on  an  ex¬ 
acting  probability  sample  cover¬ 
ing  the  entire  Philadelphia  Re¬ 
tail  Trading  Area.  It  provides 
a  current  record  of  social  and 
economic  characteristics  and 
shopping  patterns  of  the  1,457,- 
000  families  of  the  market.  , 

The  family  unit  concept  is 
employed  in  the  study. 

'The  Inquirer  states  that  the 
project  was  undertaken  in  re 
sponse  to  two  persistent  and 
legitimate  questions  directed  to 
all  media  by  advertisers  an 
their  agencies. 

“What  are  the  measurements 
of  your  market?”  and  “I'bat 
are  the  measurements  of  the 
portion  covered  by  your  publi¬ 
cation?” 


EDITOR  SC  PUBLISHER  for  March  30,  195? 


FD 


116 


ONE  OF  A  NUMBER  OF 
DEEPLY-APPRECIATED  EXPRESSIONS 
IN  THE  NATION’S  PRESS  CONCERNING 
CECIL  B.  DeMILLE  AND  HIS  PRODUCTION 
OF  **THE  TEN  COMMANDMENTS”. 

FHITHDIAI^  WEDNESDAY,  NOVEMBER  28,1956  VIRGIL  PINKLEY 

CL/f  I  WfVfMLO  -  CDITOK  AND  PUBlISHtK 

An  Unmatched  Record 
of  Hollywood  Success 

The  critics  pretty  generally  agree 
that  Cecil  B.  DeMille’s  new  film,  “The 
Ten  Commandments,”  is  a  colossus- 
in  theme,  in  dramatic  impact,  in  the 
skillful  use  of  great  throngs  of  actors 
and  in  length. 

But  the  picture  is  no  more  colos¬ 
sal  than  the  considerably  amazing 
DeMille  himself. 

At  7.‘i,  still  vigorous  and  boldly  im¬ 
aginative,  he  can  look  back  at  a  dis¬ 
tinguished  career  that  spans  the  en¬ 
tire  period  since  Hollywood  became  a 
synonym  for  the  cinema. 

“The  Ten  Commandments”  is  his 
70th  picture  and  his  previous  69  have 
drawn  over  3  billion  persons  to  the  box 
office. 

Best  of  all  he  has  emphasized  moral 
and  eternal  values  in  his  pictures, 
eschewing  the  inferior  and  the  shoddy. 

He  amply  deserves  the  resolution  of 
praise  accorded  him  la.st  week  by  the 
City  Council. 

Hollywood  has  been  fortunate  to 
have  a  DeMille  and  so  have  the  the¬ 
atergoers  of  the  world. 
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Editorial  Color 

{Continusd  from  page  114) 

on  the  front  pages  of  the 
women’s  and  food  sections,  with 
one  or  two  on  page  one  of  the 
news  section.  Last  year,  183 
color  pictures  were  used. 

“All  our  departments  con¬ 
cerned  with  the  production  of 
color  are  interested  in  improve¬ 
ment  both  as  to  quality  and 
speed,”  observed  Fr^erick 
Ware,  managing  editor.  “The 
ultimate  goal.  I’d  think,  would 
be  conquest  of  the  time  element 
which  would  result  in  spot  news 
color  of  very  high  quality  on 
the  news  pages  the  very  same 
day  the  event  photographed 
took  place.” 

Denver  Post 

The  Denver  (Colo.)  Pont 
started  using  editorial  color  in 
1951,  averages  a  color  photo  a 
week,  usually  on  the  front  page. 
Occasionally  the  Post  runs  a 
whole  picture  page  of  color  on 
a  special  event.  It  uses  three 
color  except  for  occasional  spots 
and  four-color  drawings.  Most 
color  photos  illustrate  news  fea¬ 
tures  rather  than  spot  news. 

“At  the  present  stage  of  tech¬ 
nical  development,  we  find  we 


get  best  results  with  color  illus¬ 
trations  of  feature  stories  which 
we  can  plan  several  days  in  ad¬ 
vance,”  said  Mort  Stern,  man¬ 
aging  editor.  “I  think  the  best 
color  pictures  are  those  which 
are  simple  in  composition.” 

Los  Angeles  Times 

The  Loa  Angeles  (Calif.) 
Times  first  ran  a  wi  rephoto 
picture  in  color  in  1939  and  in 
the  same  year  ran  color  pages 
in  advance  Sunday  sections 
until  wartime  paper  shortages 
cut  it  off.  In  1954,  the  paper 
began  use  of  Curtis  three-color 
process  in  run  of  paper  with 
indifferent  success.  Because  the 
paper  became  so  large  and  there 
was  so  much  color  advertising, 
the  Times  hasn’t  used  color 
news  photos  for  sometime. 

“It  is  my  personal  opinion 
that  a  lot  of  work  has  to  be 
done  yet  on  black  and  white 
presses  for  the  use  of  effective 
editorial  color,”  remarked  L.  1). 
Hotchkiss,  editor. 

“The  advertising  agencies 
seem  to  be  getting  much  better 
results  than  we  have  had  edi¬ 
torially,  but  they  use  the  three 
colors  and  black,  which  I  think 
is  highly  essential  to  a  real 
color  reproduction,”  said  Mr. 
Hotchkiss.  “The  Curtis  process 
uses  only  three  colors,  which 
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I  YOU:  I 

in  t]ie  right  way 

Shun  cliches  and 
hackneyed  phrases 

Avoid  tell-tale  | 
errors  in  grammar 

Spell  “tricky”  words 

Use  foreign  words  and 
phrases  correctly 

Pronounce  difficult  words 

Handle  colloquial  and 
slang  words 

Punctuate  properly 

Recognize  British  and 
American  language 
differences 

Find  apt  synonyms, 
abbreviate,  hyphenate 

Know  word  origins, 
histories,  meanings 
Based  on  Fowler  but  geared 
to  the  American  language 
and  completely  up  to  date. 
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is  an  advantage  when  you  wish 
to  make  over  the  page,  in¬ 
asmuch  as  there  is  no  black 
plate  involved  in  the  color 
photograph,  but  the  reproduc¬ 
tion  suffers.” 

Los  Angeles  Examiner 

The  Los  Angeles  (Calif.) 
Examiner  has  been  using  color 
for  considerably  more  than  20 
years. 

“It  is  impractical  to  use  color 
in  our  news  sections  on  Sun¬ 
day  but  we  do  make  it  available 
and  employ  it  in  other  sections 
such  as  our  weekly  television 
tabloid  and  also  in  some  tab¬ 
loids  which  we  distribute  on  a 
regional  basis,”  explained 
Warden  Woolard,  editor. 

“During  the  six  days  of  the 
week  we  use  color  on  the  front 
page  in  our  street  sales  sec¬ 
tions,”  he  added.  “It  is  primari¬ 
ly  spot  color  but  we  do  on  oc¬ 
casions  reproduce  news  photos, 
sometimes  in  four-color  on  spe¬ 
cial  editions  and  otherwise  in 
three-color,  freeing  the  black 
plate  for  editorial  content  and 
news  changes.” 

He  added  that  production 
problems  prevent  an  editor 
from  using  color  in  ways  he 
would  regard  as  most  effective. 

San  Jose  Mercury-News 

The  San  Jose  (Calif.)  Mer¬ 
cury  and  News  started  using 
duotones  on  the  magazine  and 
society  cover  pages  in  1952. 
Three  colors  were  used  in  two 
drawings  that  year.  The  first 
four-color  locally  produced 
photograph  appeared  on  the 
magazine  cover  Sept.  6,  1953. 
Almost  every  Sunday  since  the 
magazine  cover  has  been  a 
locally  produced  three-color  job. 

Since  the  AP  has  been  offer¬ 
ing  color  wire  photos,  the  San 
Jose  papers  have  used  amost  all 
of  them,  in  addition  to  the  work 
of  their  own  photographers  for 
spot  news  events  like  a  spec¬ 
tacular  fire  and  football  games. 
The  photo  staff,  headed  by  Bill 
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Regan,  made  pictures  in  the 
Republican  National  Convet. 
tion  in  San  Francisco  and  thq 
were  reproduced  the  next  dij,  i 
usually  in  the  Evening  News. 

Front  page  color  is  met 
whenever  it  is  warranted. 

Long  Beach  Independent 

The  Long  Beach  (Calif.)  h 
dependent  and  Press-Teltgm 
is  using  color  in  its  news  pages 

“During  the  last  18  months 
we  have  been  in  the  process  il 
installing  additional  press  unite 
and  moving  color  decks,”  ex¬ 
plained  Miles  E.  Sines,  manag¬ 
ing  editor.  “As  a  result  we  ban 
been  limited  in  the  amount  d 
color,  and,  for  obvious  reasoni 
ROP  color  advertising  has  hse 
priority. 

“Prior  to  that  we  were  just 
moving  into  the  editorial  color 
field,  starting  in  1963,”  he 
added.  “There  was  no  set  sched¬ 
ule  as  to  how  frequently  color 
was  used.  Four -color  pictures 
were  used  on  page  one  occa¬ 
sionally,  but  little  inside  except 
on  sectional  pages.  I  do  not  sub¬ 
scribe  to  the  theory  that  the 
best  use  of  color  is  to  arbitiarilT 
designate  a  certain  amount  of 
space  on  page  one  or  inside  fa 
color  regardless  of  the  dayi 
news  report.” 

Fresno  Bee 

The  Fresno  (Calif.)  Bee  usee 
little  color  editorially,  except  oo 
its  local  magazine  heading  once 
a  week  and  on  the  food  sectioo 
once  a  week.  Color  is  used  on 
the  front  page  occasionally  SJ 
underlay  or  spot.  The  Bee  has 
not  used  news  photos  in  fo® 
colors  except  on  the  food  page 

“I  believe  there  is  a  direct 
connection  between  increased 
reader  interest  and  the  use  of 
color,”  said  W.  E.  Lockwood, 
managing  editor. 

Minneapolis  Star 

(See  Page  30  for  special  re¬ 
port  on  daily  Page  One  color- 
a  year-end  analysis.) 


More  on  Saturday 

ToBOjne 

An  Enlarged  Saturday 
tion  of  the  Toronto  Daily  Stv 
appeared  March  23  to  meet  com¬ 
petition  from  the  new 
Sunday  Telegram.  The  Star  ^ 
added  an  entertainment  section 
and  a  women’s  section  to  the 
usual  two  news  sections. 
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Fairchild’s  Scan-A-Gra\er  and  Scan-A-Sizer  arc  backed  by 
many  hands.  That’s  what  makes  the  Fairchild  lease  an  out¬ 
standing  value.  It  means,  of  course,  that  Fairchild  takes  the 
responsibility  of  keeping  your  machine  on  the  job  in  perfect 
running  order— with  planned  preventive  maintenance,  ’round- 
the-cloc-k  service  and  replacement  parts— and  never  a  charge 
for  time,  parts  or  routine  travel.  But  your  lease  also  protects 
>  ou  against  obsolescence,  because  new  design  improvements 
and  additions  will  be  incorporated  into  the  machine  in  your 
plant.  So  your  model  is  as  modern  as  the  latest  one  produced. 
.No  Scan-A-Graver  or  Scan-A-Sizer  ever  becomes  obsolete. 

And  .service  beyotid  maintenance  means  complete  installa¬ 
tion  and  hook-up,  and  operator  training  on  your  premises, 
plus  the  personal  assistance  of  Fairchild  representatives.  These 
men  keep  you  abreast  of  the  latest  tested  ideas  and  helpful 
tips  for  putting  more  impact  into  news  pictures  and  revenue- 


producing  advertising  ideas.  They  actualb-  help  you  use  your 
Fairchild  equipment  to  produce  more  circulation  and  more 
linage. 

Judged  by  the  things  our  users  tell  us,  Fairchild’s  field  repre¬ 
sentatives  are  men  of  many  ha;*,ds  .  .  .  maintenance  men, 
graphic  experts,  photographers,  advertising  sales  advisors  .  .  . 
but,  always,  dedicated  to  give  you  that  “extra”  hand  that  has 
come  to  lie  associated  with  Fairchild  equipment  and  services. 
Fairchild  Graphic  Equipment,  Inc.,  88-06  VanWyck  Express¬ 
way,  Jamaica,  N.  Y.,  Dept.  100-51.\. 


GKAPHIC 
EQUIPMEHT,  INC. 


Distritt  Offices:  Walpole,  Mass.;  Atlanta,  Go.; 
Chicago,  III.;  Los  Angeles,  Col.;  Toronto,  Ont. 
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Churchill,  Costa  Cite 
Rules  for  ROP  Color 


By  James  L.  (^>llin^s 

G.  W.  (Bill)  Churchill,  man¬ 
aging  editor  of  the  Xashville 
{ Tenn.)  Tentiessean,  believes 
there  are  certain  basic  rules 
that  must  be  observed  in  shoot¬ 
ing  color  for  newspaper  re¬ 
production.  Joe  Costa,  chief 
photographer.  King  Featuies 
Syndicate — .Ve?r  York  Sunday 
Mirror  Magazine,  thinks  more 
news  should  be  shot  in  color. 

First  of  all,  Mr.  Churchill 
says,  there  has  to  be  color  in 
the  picture;  “colors  that  sing.” 
such  as  bright  reds,  yellows, 
golds,  blues,  oranges,  purples. 
•‘Blacks  and  faint  pastels  sim- 
jily  will  not  reproduce  effec¬ 
tively  in  newspaper  ROP.” 

Rule  No.  2  is  that  the  photog¬ 
rapher  must  use  fill-in  lighting 

l^assing  the  time  of  day  .  .  . 

with  an  equipment  dealer  and 
long  time  advertiser  in  Editor 
&  Pt  blisher's  CL.XSSIFIED 
COLUMNS 

he  pointed  to  a  sheaf  of  corre¬ 
spondence  remarking: 

"I  don't  know  why  I  continue 
advertising  in  Editor  &  Pi  b- 
LisiiER  when  I  get  most  of  my 
queries  from  other  publications.” 

"O.K. — let’s  count  them,”  I  re¬ 
plied. 


We  Counted: 

RESULT; 

.3  mentioned  other  publications. 
FIVE  mentioned  EDITOR  & 
PUBLISHER. 

Another  convinced  advertiser. 


THERE  IT  IS  .  .  . 

True,  it  was  only  a  small  count — 
but  one  taken  at  random  and 
proving  that 

EDITOR  &  PUBLISHER 
CLASSIFIED  COLUMNS 

.\RE  referred  to  by  persons  in¬ 
terested  in  purchasing  printing 
equipment  and  supplies. 

LIST  your  EQUIPMENT  offer 
NOW'  large-or-small  in  these  well- 
read  columns. 


if  there  are  heavy  dark  shadows 
in  the  picture  because  dark 
shadows  produce  muddy  areas. 
In  other  words,  even  lighting 
is  necessary  for  good  ROP  re¬ 
production. 

Then  there’s  the  matter  of 
planning  the  picture.  Find  out 
well  beforehand  what  color  the 
subjects  will  wear,  what  back¬ 
ground  will  be  used  and  what 
the  lighting  requirements  will 
be.  Briefly,  visualize  the  picture 
before  shooting  and  preitare 
yourself  accordingly.  You’ll 
save  time,  get  better  results. 

“It  also  is  essential  to  make 
certain  that  everyone  handling 
color  sees  color,”  Mr.  Churchill 
says.  “It’s  just  as  important 
that  the  pressman  handling  the 
ink  fountains  sees  color  ac¬ 
curately  as  it  is  for  the  photog¬ 
rapher  to  see  it.” 

Color  has  to  Ije  played  big 
to  be  effective,  the  editor  adds 
in  giving  Rule  5,  because,  for 
one  thing,  small  detail  is  lost 
in  color.  To  form  the  habit  of 
thinking  in  color  size,  estimate 
the  way  you’d  play  the  picture 
in  black  and  white,  then  add 
at  least  a  column. 

Remember,  color  in  itself  is 
not  a  picture,  he  points  out.  All 
it  does  is  enhance  a  photograph, 
making  it  more  realistic  and 
attention-getting.  “If  the  jiic- 
ture  has  nothing  to  say,”  he 
explains,  “if  the  people  are 
stiff,  if  the  situation  is  hack¬ 
neyed,  then  all  you’ve  got  is  a 
dull,  stiff,  hackneyed  jticture- 
in  color.” 

Finally,  Mr.  Churchill  says, 
there’s  an  intangible  factor  in 
newspaper  color  that’s  hard  to 


put  a  finger  on,  important  as 
it  is. 

‘  Sloppy  work  anywhere  along 
the  line  will  foul  up  the  job,” 
he  concludes.  So  it’s  mighty 
important  that  every  person  in¬ 
volved  in  color  production  is  a 
man  ‘who  takes  pride  in  his 
work.’  ” 

Mr.  Costa  is  one  of  the  best 
color  photographers  in  the 
country.  Most  of  his  work  is 
excellent  and  several  of  his 
jobs  have  Iteen  real  technical 
productions. 

In  spite  of  the  feeling  in  some 
quarters  that  newspapers 
should  perfect  their  black  and 
whites  before  tackling  the 
newer  process,  he  heartily  en- 
dor.ses  ROP  color,  convinced 
you  don’t  make  progress  stand¬ 
ing  still. 

“If  Lindbergh  hadn’t  crossed 
the  .Atlantic  in  his  tiny  plane,” 
he’ll  tell  you,  “we  might  not 
have  the  trans-ocean  flights  we 
have  today.  Newspapers  now 
doing  ROP  color  will  be  the 
leaders  in  the  field  tomorrow.’" 

.Although  the  newsprint  used 
i.s  not  ideally  suited  for  color, 
lie  -says,  there  should  be  an  at¬ 
tempt  to  shoot  more  news  in 
color  along  with  the  features, 
stressing  that  the  reproduc¬ 
tions  currently  achieved  in  some 
papers  are  good,  particularly 
in  two  newcomers  to  the  art — 
the  .Miami  (Fla.)  Herald  and 
the  Detroit  Free  [‘resi^. 

“I  mention  tho.se  two  papers,” 
be  said,  “because  they  are  doing 
such  a  wonderful  job,  as  proved 
by  their  entries  in  the  NPPA 
— EB  photo  contest.  They  each 
ran  large-size  color  pictures  of 
the  Ifl.'ifl  national  political  con¬ 
ventions  that  were  head-and- 
shoulders  above  the  black  and 
white.-  for  t  eal  ism  and  impact, 
and  the  pictures  were  taken  in 
light  not  ideal  for  color  at  that. 
There’s  no  gainsaying  the  fact 
that  color  will  make  good  black 
and  whites  better.” 

The  photographer,  he  em- 
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phasized,  must  be  a  precisionist 
in  shooting  color  and  he  mus; 
realize  fully  the  reproduction 
problems  involved,  such  as  i  ' 
coarse  .screen,  “which  impost; 
a  greater  burden  of  getting  tht 
picture  exactly  right.” 

Mr.  Costa  pointed  out,  ton. 
that  except  in  cases  of  shootine 
in  existing  light  the  camera- 
man’s  lighting  of  every  color 
photo  must  have  extremely  gooi 
modeling.  The  photographe- 
must  not  be  afraid  to  dramatize 
his  lighting  when  the  story  in¬ 
quires  it,  he  added. 

“Some  of  the  best  picture 
ever  made,”  he  said,  “wen 
made  when  the  photographer 
dared  to  break  the  conventional 
rules  for  shooting  color.” 

Doing  is  learning,  the  Hear;t 
chief  believes,  and  in  the  spirit 
of  that  philosophy  he  urges  ail 
black-and-white  men  to  u-se 
their  spare  time  shooting  color 
Only  in  that  way  can  they  grasp 
the  differences  in  techniques,  Is- 
says.  ' 

“Press  photographers 
shouldn’t  be  afraid  to  shoo:  : 
color  in  natural  light.”  he  said.  ; 
“The  latest  color  film  is  fast  ! 
enough  to  cover  just  about  ; 
every  situation. 

The  last  point  I’d  like  to 
make  is  that  ROP  color  is  i 
teamwork  operation.  I  thint 
there  should  be  regular  staf 
meetings  of  all  those  concerned 
with  it — from  the  editor  to  the 
photographer  to  the  pressman 
They  need  to  understand  eacr 
other’s  problems.” 


Guiii^  from  Flathetl 

To  Cylimler,  Color 

Bennington,  Vi 
The  Bennington  Evening  B(»f 
ner  will  undergo  a  $4-'>,000  pro¬ 
gram  of  expansion  and  moder¬ 
nization,  Frank  E.  Howe  2d. 
publisher,  has  announced.  First 
step  is  construction  of  a 
one-story  cement  block  buildiw 
in  the  rear  of  the  present  Ban 
ner  building  to  house  a  new  24 
page  semi-cylindrical  press,  and 
stereotype  equipment.  The  pre^ 
will  replace  an  8-page  flatbed 
press  and  will  be  adapted  fot 
color. 


New  Plant  for  KFS 

Sylacauga,  .Vln 
International  Color  Printing 
Company  is  erecting  a  ne* 
million-dollar  plant  here  to 
produce  magazine  and  coinit 
section  supplements  for  Ki^ 
Features  Syndicate.  About  2w 
persons  will  be  employed  in  th* 
new  plant. 
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Cut  linecusting  Costs  with 

Nlediaiikal  AUTOMATION 
by  TELETYPESEHER 


Here’s  why: 


DOUBLES  OUTPUT  of  type.  One  TTS  quipped  linecastinjf 
machine  will  give  the  same  production  as  two  manually 
operated  machines,  and  with  only  one  linecasting 
machine  upkeep. 


SOLVES  PROBLEM  of  finding  experienced  operators. 
With  a  TTS  system  a  good  touch-typist  sets  copy  in 
.tape  form. 


CUTS  OVERTIME.  Typist  can  punch  tape  at  a  rate  of 
a  galley  or  more  type  per  hour  after  just  two 
weeks  practice.  After  six  month.s,  most  operators 
can  produce  400  or  more  lines  per  hour. 


VERSATILE  COMPOSITION.  With  TTS  you  can 

easily  set  run  arounds,  box  scores,  centered  or 
flush  left  subheads,  and  tabular  matter  in  any 
column  width  up  to  30  picas. 


Linitype  niKhine 
installed  with  TTS 
Operating  Unit 


Intertype  machine 
installed  with  TTS 
Operating  Unit 


TO  OPERATE  MANUALLY.  TTS  equipped  line¬ 
casting  machines  can  be  operated  manually 
by  merely  turning  the  control  lever  to  the 
“OFF”  position. 


INSTRUCTIONS.  No  charge  for  installation, 
in.struction  of  operators,  or  the  training 
of  maintenance  personnel  on  original 
installation. 


SIMPLE  TO  MAINTAIN.  Any  machinist  of 
average  mechanical  ability  can  easily 
maintain  TTS  equipment. 

PROVED  IN  USE.  Teletype.setter  has 
been  providing  mechanical  auto¬ 
mation  Xo  daily  and  weekly  news¬ 
papers  since  1932. 
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SYNDICATES 


Syndicates  Reveal  ROP 
Color  Plans,  Program 


By  Janies  1^.  Collin^s 

Ted  Durein,  managing  editor, 
Monterey  (Calif.)  Peninsula 
Herald,  told  last  year’s  conven¬ 
tion  of  the  Associated  Press 
Managing  Editors  Association 
in  Philadelphia: 

“No  longer  need  ROP  color 
be  discussed  in  terms  of  the 
future.  It’s  here,  it’s  function¬ 
ing,  it’s  flourishing.  And  this 
is  only  the  beginning.’’ 

Several  of  the  syndicates 
checked  this  week  indicated  they 
are  beyond  the  beginning  stage. 
They  seem  to  feel  their  progress 
will  be  in  direct  ratio  to  the 
attitude  of  the  editor. 

John  Osenenko,  Bell  Syndi¬ 
cate  promotion  director,  ex¬ 
pressed  it  this  way:  “I  take  the 
position  that  we  won’t  do  a 
thing  unless  we  get  requests 
from  the  editors.  If  we  get 
them,  we’ll  be  glad  to  get  in  the 
swim;  we’ll  be  glad  to  oblige. 
And  we’re  not  asking  for  too 

AT 


many  requests  at  that  to  do  it.’’ 

Other  syndicate  executives 
backed  this  opinion,  emphasizing 
ROP  color  has  a  future  when 
the  newspapers  themselves  are 
ready,  mechanical-wise. 

In  the  words  of  S.  George 
Little,  president.  General  Fea¬ 
tures  Corp.:  “I  feel  that  there’s 
a  great  reader  and  newspaper 
need  for  the  development  of 
more  ROP  color.  Let’s  say  that 
papers  are  now  getting  in  the 
position  so  they  can  handle  it.’’ 

To  which  Max  Desfor,  super¬ 
vising  editor.  Wide  World 
Photos  (a  subsidiary  of  AP 
Newsfeatures) ,  added:  “I  think 
the  color  field  in  newspapeis  is 
a  fastgrowing  enterprise.  More 
and  more  newspapers  will  go  in 
for  color,  no  question  about  it.’’ 

And  when  Sylvan  Byck,  King 
Features  comic  editor,  reported 
last  month  that  “Blondie”  was 
going  daily  color,  (on  Feb.  18), 


he  said:  “We  felt  this  is  some¬ 
thing  that  should  be  pushed 
(color),  and  we  decided  we 
might  as  well  do  it  now. 

“We  figured  in  time  most  of 
the  comics  will  be  in  color  any¬ 
way.  As  a  matter  of  fact,  many 
newspapers  right  now  are  look¬ 
ing  for  editorial  material  that 
can  be  used  in  color ...” 

In  any  event,  for  what  there 
is  available  in  ROP  color,  NE.4 
Service  deserves  foregrounds 
position,  thanks  in  good  part  to 
an  electronic  color  separator 
produced  by  the  Acme  Telec- 
tronix  Division  of  the  Service. 

“This  equipment,”  according 
to  George  J.  Earl,  promotion 
manager,  “which  has  been 
under  experiment  for  many 
years  in  Acme’s  laboratories, 
has  been  producing  color-cor¬ 
rected  separation  negatives  for 
the  News-in-Color  program. 

“In  the  Acme  color  separator, 
transparencies  or  art  work  are 
placed  around  a  drum.  The  re¬ 
volving  drum  is  scanned  by  an 
electric  eye  which  produces  elec¬ 
tric  impulses  according  to  the 
density  of  color  being  scanned. 

“These  impulses  are  transmit¬ 
ted  through  the  machine,  separ¬ 
ated  for  red,  blue,  yellow  and 
black  (optional)  and  picked  up 
on  the  film.  The  result  is  three- 
color  or  four-color  corrected 


negatives  ready  for  engraving. 

“Speed  and  accuracy  are  ad¬ 
vantages  of  the  process.  Tk 
.4cme  system  makes  possible  the 
production  of  up  to  8  x  10  inch, 
three  or  four-color  corrected 
continuous  tone  negatives  or 
positives  in  approximately  one 
hour  15  minutes. 

“Mr.  Earl  said  NEA’s  News- 
in-Color  program  was  started  hi 
May,  1956.  Boyd  Lewis,  NE.A 
executive  editor,  explained  the 
Kelly-Rainier  wedding  was  re¬ 
sponsible  for  the  launching,  .( 
staff  artist  did  a  four-color 
drawing  of  the  couple  (she  in 
wedding  dress,  he  in  full  uni- 
fom)  that  hit  hard,  rating 
page  one  in  many  papers. 

“As  a  result  of  the  reaction, 
the  acceptance  of  the  drawing," 
Mr.  Lew'is  said,  “we  decided  to 
go  full  steam  on  ROP  color.” 

News-in-Color  illustrations,  it 
was  explained,  are  matted  and 
offered  in  two  and  three  colors 
in  sizes  ranging  from  three  to 
five  columns.  NEA  claims  more 
than  2C0  clients  are  using  the 
pi’ogram’s  cartoons,  phhto- 
graphs,  maps,  charts  and 
original  art  work.  On  hand,  too, 
is  a  good  file  of  VIPs  in  color, 
in  sketches  and  photos,  suitable 
for  features  or  news  breaks. 

{Contimted  on  page  124) 
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WEEKLY  FINANCIAL  FEATURE 
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BRING  YOUR  READERS 

ANSWERS 

to  questions  like  these: 

I  am  a  recent  widow,  49,  with  100  shares  of 
General  Motors,  $4,000  in  savings  and  an 
apartment  building  that  brings  me  $2,000  in¬ 
come  a  year.  Should  I  sell  the  apartment 
house  and  invest  in  stocks? 

• 

I  am  a  new  investor,  30  years  old,  married 
and  we  have  one  child.  I  want  to  start  an 
investment  program  to  put  my  boy  through 
college.  Because  I  have  limited  funds  I  was 
thinking  of  buying  mutual  funds  or  investing 
under  the  New  York  Stock  Exchange  Monthly 
Plan.  Which  do  you  advise? 

• 

I  have  $3,000  to  invest.  How  about  Detroit 
Edison,  American  Telephone,  Ford? 

• 

What  stocks  do  you  suggest  I  buy  to  get 
money  to  add  to  my  small  pension  when  I 
retire  in  12  years? 

• 

What  effect  do  strikes  have  on  corporate 
earnings  and  stock  prices?  I  own  shares  in 
a  company  that  is  going  to  have  a  strike. 
Should  I  sell  them? 

• 

What  effect  does  tight  money  have  on  the 
stock  market?  What  kind  of  stocks  are  best 
to  buy  in  a  tight  money  period  like  this? 

• 

I  own  100  shares  of  Cities  Service.  I  am  a 
small  investor  and  this  stock  is  now  several 
points  below  my  purchase  price.  What  are 
the  stock's  chances  of  rebounding  soon? 


THAT  WILL  • 


AIM  at  the  growing  10,000,000  investor  group 

CREATE  continuing  reader  interest  for  your  financial  pages 

PROVIDE  completely  non  technical,  easy-to-understand  investment  guidance  for 
your  readers 

HELP  you  to  sell  more  financial  advertising  on  both  a  local  and  national  level 


ANSWERS  fo  your 
readers'  investment 
questions  by  the  head 
of  one  of  the  world's 
largest  investment 
advisory  organi¬ 
zations. 


Successful  Investing 

By  ROGER  E.  SPEAR 

World-Famous  Authority  on  Investment  Planning 


QUESTION  AND-ANSWER  STYLE 

Each  week  Mr.  Spear  answers  actual  letters  from 
investors  about  their  investment  problems  and 
questions  Thirty  years  as  a  successful  advisor 
to  thousands  of  investors  make  Mr.  Spear  uniquely 
qualified  to  help  your  readers! 


Special  Feature . . .  “TRUE  or  FALSE" 

Each  week  there  will  be  a  brief  box  entitled 
"True  or  False."  This  feature  is  aimed  at 
clearing  up  for  the  average  investor  a  great 
many  misconceptions  regarding  common 
stock  investing. 


ROGER  E  SPEAR 


A  UNIQUE  READER  SERVICE 

To  spark  up  your  financial  and  business  page;  to  give  your  readers 
sound  financial  advice  even  if  you  do  not  carry  a  financial  page. 


SPEAR  FINANCIAL  FEATURES 

A  Division  of  Spear  S,  Staff,  Inc.  S-1 15,  Babson  Park,  Mass. 


WRITE,  WIRE  or  PHONE  COLLECT  for  samples  and  rates. 
Be  the  paper  in  your  area  to  carry  this  popular  column. 
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Are  you  doing  enough 
for  your  friends? 

There's  a  masic  word  to  win  the  leisure  lime 


of  today's  busy  Americajis:  entertainment. 

One  wav  to  win  your  readers'  time 
from  competing  media  is  to  put 
more  entertainment  into  your  newspaper. 

Many  newspapers— more  than  holding  their  own 
in  the  battle  with  television— give  readers 


two  or  more  pages  of  comic  strips.  Here  are  a  few: 


Men'  York  Journal  American 
Philadelphia  Inquirer 
Cincinnati  Times-Star 
Houston  Post 
Portland  Oregonian 
Washington  Post  and  Times  Herald 


Bangor  Daily  Mews 
Charlotte  Observer 
Miami  Herald 
Syracuse  Herald- Journal 
Los  Angeles  Examiner 
St.  Louis  Post-Dispatch 


Offer  more  of  the  kind  of  entertainment 
that  makes  readers  lasting  friends  of  your  newspaper. 
And  he  sure  you  give  them  the  best. 


The  best  features  make  the  best  friends 


XbilTQ  *^'’*!^** 

features  SVNO'CATC  .■ 
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CLVSSIKIKl)  CLINIC 


Color  Boosts  Results 
For  Real  Estate  Ads 


|{y  Uaniel  L.  Lionel 
CAM,  New  York  Herald  Tribune 


Color  has  attracted  linage  and 
brought  big  results  in  many 
classified  media  where  it  has 
been  employed.  Brad  Wyckoff, 
of  Howard  Parish  Associates, 
estimates  that  upwards  of  100 
newspapers  accept  color  in  their 
classified  pages  or,  more  prop¬ 
erly  speaking,  in  their  classified 
display  pages. 

If  a  query  we  sent  out  to  a 
dozen  CAMs  who  use  color  is 
any  indication,  color  ads  do  not 
have  a  negative  effect  upon  the 
result  pattern  of  non-color  ads 
in  the  same  section. 

Here’s  a  testimonial  to  the 
value  of  color  noted  by  Bernie 
Fields  in  the  NNPA’s  Copy 
Sersdce  Bulletin  referring  to  a 
Real  Estate  color  ad  in  the 
Fort  Wayne  (Ind.)  Journal- 
Gazette  : 

“This  ad — our  first  venture  in 
classified  color — was  for  sale  of 
25  homes  by  Industries  Building 
Corporation.  Only  the  price  ap¬ 
peared  in  bright  red  color. 

“Early  the  next  week  we  had 
the  following  report:  four  of 
the  25  homes  offered  were  sold 
Saturday  afternoon,  16  were 
sold  Sunday  and  the  balance  on 
Monday. 

“We  feel  that  color  had  quite 
a  bit  to  do  with  the  clean  sweep 
of  the  offering  over  the  week¬ 
end.  The  same  company  wanted 
to  use  another  color  ad  offering 
20  houses  the  following  week 
but  had  to  run  in  black  and 
white.  It  required  two  weeks  to 
move  the  second  group  of  20 
houses.” 

The  Philadelphia  (Pa.)  Bulle¬ 
tin  gets  an  extra  $450  for  a 
single  color  and  $750  for  full 


THE  SERVICE  THAT  HELPS  IN  THE 
USE  OF  newspaper  ADVERTISING 


ACB  Checking 

Proof  Service  speeds 
payment  of  publishers’ 
invoices  each  month. 


t 


f  Service  Offices  I  •  NEW  YORK  •  CHICAGO 
_  ^  •  COLUMBUS  •  MEMPHIS 

Mfr  I  •  SAN  FRANCISCO 

V*THE  ADVERTISING 
CHECKING  BUREAU,  INC. 


color  plus  the  cost  of  plates  and 
art.  The  Altoona  (Pa.)  Mirror 
charges  up  to  55%  additional 
for  color  and  the  Long  Beach 
(Calif.)  Press-Telegram  puts  a 
fiat  additional  charge  of  $140 
for  color. 

CAM  Bill  Carr  of  the  Phila¬ 
delphia  Bulletin  said:  “I  don’t 
think  there  is  any  doubt  about 
the  fact  that  all  the  advertisers 
we  have  contacted  for  color  ad¬ 
vertising  are  enthusiastic  about 
it  and  feel  that  the  ad  is  more 
arresting  to  the  reader.” 

CAM  Jim  Slep,  Altoona  (Pa.) 
Mirror,  tells  us:  “In  classified 
we  have  sponsored  color  pages 
for  our  automobile  dealers 
(used  cars),  builders  supplies, 
etc.” 

While  many  CAMs  are  facing 
and  overcoming  the  problems 
inherent  in  building  a  volume 
of  classified  color  advertising  on 
one  point  they  are  unanimous. 
That  is  the  value  of  using  color 
in  their  ROP  promotion  ads! 
And  the  only  problem  in  that 
quarter  is  to  get  enough  of 
them. 


Silent  Tribute  ■ 

Harrisburg,  Pa. 

Mayor  Arthur  J.  Gardner,  of 
Erie  (Pa.),  a  witness  before  a 
legislative  committee  probing 
the  Pennsylvania  Pardons 
Board,  drew  a  sympathetic 
response  from  politicians  on  the 
committee  with  this  answer  to 
a  question:  “In  politics,  no  mat¬ 
ter  what  you  think  about  a 
newspaper  editor,  you  don’t  ex¬ 
press  yourself.” 


If 


you  have  international  business 
interests  associated  with  publishing, 
printing,  advertising  or  commercial 
radio,  and  you  want  to  keep  in  touch 
with  those  activities  in  Australia  and 
New  Zealand,  read  Newspaper  News, 
the  national  monthly  business  news¬ 
paper  devoted  to  those  closely  re¬ 
lated  interests  of  "Down  Under." 


15  Hamilton  St.,  Sydney  Australia 
Annual  Subscription  to  U.  S.  $330 
IFrite  for  sample  copy. 


Syndicates 

{Continued  from  page  122) 

“Timing  of  the  releases,”  Mr. 
Earl  said,  “and  the  choice  of 
complex  or  simple  color  are  de¬ 
signed  to  allow  client  papers  to 
coordinate  editorial  color  to 
color  advertising  so  that  tie-ins 
can  be  planned  on  days  when 
the  pressroom  is  committed  to 
color  printing.” 

Now  back  to  Mr,  Osenenko. 
McClure  Syndicate  (Bell  fami¬ 
ly),  he  said,  offers  illustrations 
for  “Grover’s  Faraw'ay  Won¬ 
ders,”  a  weekly  travel  feature, 
in  both  black  and  white  and 
transparencies. 

“I  don’t  know  why,”  he  said, 
“but  we  seem  to  get  more  I’e- 
quests  for  color  from  South 
America  and  French  new.s- 
papers.” 

The  second  offering  (by  Bell) 
is  Margaret  McManus’  "rV  col¬ 
umn,,  a  weekly  product  for 
which  the  syndicate  supplies 
transparencies  of  personalities 
she  writes  about. 

As  for  General  Features,  .Mr. 
Little  said:  “We’re  working  on 
developing  plans  for  Sunday 
color  fashion  material.” 

King  Features,  of  course,  is 
alone  in  the  syndicate  field  with 
its  ROP  “Blondie.”  And  AP 
Newsfeatures  has  illustrations 
in  color  in  mats  and  transparen¬ 
cies  for  APN  Sunday  budget 
stories.  The  illustrations  are 
never  under  three-column  size 
and  they  sometimes  go  up  to 
six. 

“We  also  have  a  transparen¬ 
cy  file  on  leading  personalities 
at  Wide  World  available  to  all 
AP  members,”  Mr.  Desfor  said. 
“Roughly,  we  have  5,000  trans¬ 
parencies.  The  mats  are  put  out 
in  various  forms:  a  set  of  two 
mats  (black  and  one  color),  or 
a  set  of  four  mats  (black  and 
three  colors),  or  in  a  three-color 
process  (no  black  plate).” 

APN,  he  said,  follows  the  sea¬ 
sons  for  illustrations,  which  are 
supplied  by  staffers  and  free¬ 
lancers,  and  is  up  on  topical 
material. 

• 

Lalxir  Supplenienl 

Bridgeport,  Conn. 

The  Bridgeport  Sunday  Her¬ 
ald  published  a  28-page,  tabloid 
Labor-Management  Supplement 
March  24.  The  supplement’s 
theme  was,  “The  Economy  and 
Your  Future.” 

• 

10c  on  Friilay 

Carson  City,  Nev. 

The  Nevada  Appeal  has 
raised  its  price  from  5c  to  7c 
Monday-Thursday  and  10c  Fri¬ 
day. 
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Drama  Critic 
Fired;  Guild 
Files  Protest 

New  Orleans,  U. 

The  American  Newspaper 
Guild  has  filed  a  grievance  in 
the  discharge  of  Ewing  Poteet, 
drama  and  music  critic  of  the 
New  Orleans  Item. 

The  guild  contended  there 
was  no  just  and  sufficient  cause 
for  the  dismissal.  The  grievance 
was  filed  just  befoie  the  SO-day 
period  for  filing  expired.  The 
local  chapter  voted  to  file  the 
grievance  at  a  general  meetinjt. 
An  ANG  headquarters  repre¬ 
sentative  attended  the  meeting. 

A  spokesman  for  the  Item, 
when  asked  for  comment,  said: 

“Poteet  has  made  it  clear  that 
he  feels  his  associations  with 
persons  whose  patriotism  has 
been  questioned,  no  matter  how 
damaging  they  might  be  to  the 
Item  and  despite  previous  warn¬ 
ing  by  management,  are  strict¬ 
ly  his  own  business. 

“Poteet  has  made  it  clear 
that  he  reserves  the  right  to 
conduct  himself  in  whatever 
fashion  he  wishes  and  to  con¬ 
tinue  whatever  associations  he 
wishes,  regardless  of  the  ad¬ 
verse  effects  upon  the  Item  and 
its  employes. 

“Under  such  circumstance? 
and  because  of  his  arbitrary 
attitude,  Poteet’s  effectiveness 
with  this  newspaper  was  ended, 
and  he  was  di.scharged.” 

According  to  Mr.  Poteet  he 
was  handed  a  dismissal  letter 
and  severance  pay  by  Manacring 
Editor  George  Chaplin  last  Feb. 
20,  one  day  after  his  name  ap¬ 
peared  as  a  signer  to  a  petition 
calling  for  an  end  of  bus  and 
trolley  segregation  in  New  Or¬ 
leans.  The  petition  ran  as  an 
advertisement  in  the  Times- 
Picayune. 

“My  interpretation  of  the 
letter,”  Mr.  Poteet  said,  “is 
that  I  was  fired  for  signing  the 
petition.” 

Mr.  Chaplin  commented^ 
“Suffice  it  to  say  that  Poteet’s 
separation  from  the  Item 
not  because  of  his  views  or  his 
convictions  or  his  advocacy 
thereof.” 

• 

E.  R.  Stafford  Dies 

Springdale, 

Edward  R.  Stafford,  59,  edi¬ 
tor  and  publisher  of  the  5pri’V' 
dale  News,  died  March  20.  He 
had  published  the  daily 
1937.  It  has  been  in  the  Staf¬ 
ford  family  since  1887. 
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GOAL  FACTS 


by  the 

National  Coal  Association 


THE  NATIONAL  COAL  ASSOCIATION  •  SOUTHERN  BUILDING,  WASHINGTON  S,  O.C. 


March,  1957 


Keynote  of  expanding  industrial  economies  in  this  country 
and  abroad  has  been  the  constantly  increasing  demand  for 
energy.  This  accelerating  need  is  particularly  applicable  to 
coal  for,  in  the  majority  of  cases,  the  required  fuel  must 
be  coal  of  a  specific  quality.  For  example,  steel  production 
in  Western  Germany  -  typical  of  overseas  industrial  growth  - 
is  greater  today  than  for  all  of  Germany  before  World  War 
II.  And  every  ton  of  steel  produced  requires  a  ton  of  coal. 
However,  Western  Europe  faces  a  serious  shortage  of  this 
quality  of  coal  .  The  Europeatn  coal  industry  cannot  produce 
it  fast  enough  to  meet  the  demand.  And  limited  mechaniza¬ 
tion,  decreasing  manpower  and  low  output  rate  in  European 
mines  make  it  unlikely  that  coal  production  will  be  adequate 
in  the  foreseeable  future . 

The  United  States  is  being  called  upon  to  meet  this  energy 


deficit .  The  high  quality  of  American  coal  and  the  flexibil¬ 
ity  of  our  production  capacity  make  our  coal  industry  the 
logical  source  of  energy  in  these  foreign  markets .  More  and 
more  overseas  industries  are  looking  to  this  country  for 
fuel  supplies.  Even  Poland  and  Hungary,  ordinarily  coal 
exporters,  have  made  inquiries  concerning  the  importation  of 
American  coal . 

But  there  are  certain  problems  attendant  on  our  alleviating 
the  overseas  fuel  need.  One  of  the  most  serious  is  transpor¬ 
tation  from  our  shores.  The  scarcity  of  ocean  vessels  for 
coal  movement  has  not  only  threatened  the  number  of 
shipments  but  has  forced  freight  rates  to  an  unreasonable 
figure.  From  a  ton  two  years  ago,  these  rates  have  risen 
to  about  $14  a  ton  today.  This  cost  is  reflected  in  the 
selling  price  overseas,  placing  American  coal  at  a  marketing 
disadvantage  and  creating  an  economic  problem  for  foreign 
coal  users . 

Today  American  coal  producers  and  coal  exporters  are  working 


to  iron  out  the  difficulties  which  impede  a  smooth  flow  of 
coal  to  energy-hungry  markets.  While  meeting  today's  needs 
here  and  abroad,  they  are  moving  to  anticipate  the  demands 
of  tomorrow.  Vast  investments  are  being  made  in  new  mines, 
modern  equipment  and  additional  mechanization  in  every 
aspect  of  coal  production  and  marketing.  The  goal:  High- 
quality,  low-cost  fuel  for  the  world. 


Material  in  Coal  FacU  may  be  quoted  or  reproduced  for  any  purpose.  If  further  information  it  desired,  contact  National  Coal  Attociotion. 
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PROMOTION 


Color  Used  in  Papers  ' 
Own  Promotion  Ads 


By  T.  S.  Irvin 

Newspapers  are  beginning  to 
use  color  in  their  ow'n  in-paper 
promotion.  It  is  a  happy  sign. 
It  means  that  at  long  last  news¬ 
papers  are  beginning  to  shake 
off  the  timidity  that  appears 
to  have  characterized  their  ex¬ 
ploitation  of  color. 

This  timidity  has  long  been 
disturbing  to  many  promotion 
people.  They  contrast  this  news¬ 
paper  approach  to  color  with 
the  boldness  of  the  television 
approach. 

Currently,  the  Washington 
(D.  C.)  Post  and  Times  Herald 
is  running  a  fine  series  of  full 
page  promotional  ads  in  color. 

So  far,  Promotion  Manager 
Joseph  P.  Lynch  has  run  three 
of  these  ads.  Each  employs  a 
full-color  illustration — and  copy 
drawn  from  a  survey  showing 
how  many  men  or  women  or 
government  workers  can  be 
reached  by  advertising  in  the 
Post. 


“Last  year,”  Mr.  Lynch  re¬ 
ports,  “we  produced  a  strip- 
film  sales  presentation  promot¬ 
ing  ROP  spot  and  full  color. 
The  presentation  w’as  well  re¬ 
ceived  by  advertising  agencies. 
Some  of  them  asked  for  prints 
so  that  they  could  use  them  on 
their  accounts  to  help  sell  news¬ 
paper  ROP  color.  Several  other 
newspapers  also  asked  for 
prints. 

“In  using  color  in  our  own 
promotional  ads  we  feel  that 
we  will  accomplish  two  things: 
one,  give  our  own  promotion  the 
added  impact  of  color;  and  two, 
encourage  advertisers  to  use 
color.” 

Promotion  Manager  David  E. 
Henes  of  the  Charlotte  (N.  C.) 
Observer  is  also  running  a 
campaign  of  large  promotional 
ads  using  spot  color.  These  ads 
are  intended  to  increase  use 
of  color  advertising  by  local  ad¬ 
vertisers,  and  each  emphasizes 


Challenging  reading,  magnetic  style — E  &  P  meets 
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a  specific  selling  point  of  color 
advertising. 

“We  intend  to  use  color  more 
frequently  in  our  own  in-paper 
promotion,”  Mr.  Henes  informs. 
“We  are  using  a  color  ad  this 
week  for  promotion  of  classi¬ 
fied  advertising.” 

Promotional  use  of  color — to 
promote  editorial  color,  for  in¬ 
stance — should  pay  off  in  great¬ 
er  impact  of  the  newspaper’s 
promotion  on  readers.  It  should 
help  get  new  readers.  It  should 
help  get  new  advertisers,  and 
greater  or  better  use  by  current 
advertisers. 

This  week  has  been  celebrated 
by  the  Detroit  (Mich.)  Free 
Press  as  “Colorama  Week.”  It 
marked  the  completion  of  three 
years  of  full  color  in  the  Free 
Press.  During  this  time,  the 
Free  Press  reports,  it  has  print¬ 
ed  “nearly  300  full  color  ROP 
pages.” 

To  celebrate  “Colorama 
Week,”  the  Free  Press  was  full 
of  editorial  color  featui'es  and 
articles,  and  of  course,  color 
ads. 

To  help  promote  color  adver¬ 
tising,  the  Free  Press  publishes 
an  “ROP  color  newsletter”  for 
advertisers.  This  keeps  them 
informed  about  color  advertis¬ 
ing  facilities  offered  by  the  Free 
Press,  and  results  obtained  by 
color  advertisers. 

• 

Oklahoma  Papers 
Run  Industry  Ads 

Oklahoma  City 

Oklahoma  newspaper  publish¬ 
ers  believe  that  the  Sooner 
state  can  become  the  industrial 
hub  of  the  Southwest,  says 
George  B.  Hill,  president  of  the 
Oklahoma  Press  Association,  re¬ 
porting  that  245  newspapers 
are  running  a  26-week  public 
seiwice  advertising  campaign 
for  the  Oklahoma  Department 
of  Commerce  and  Industry. 

The  newspapers  are  donating 
$.58,678.75  in  advertising  space. 

There  are  198  weekly  and  47 
daily  newspapers  participating 
in  the  campaign  with  a  com¬ 
bined  circulation  of  829,898. 
The  26-w’eek  campaign  sched¬ 
ules  13  ads  which  total  325 
inches — for  a  combined  total  of 
79,625  inches  of  free  advertis¬ 
ing  for  industrial  development. 
• 

Paper  Resumes 

Trois-Rivieres,  Que. 

Le  Nonvelliste  resumed  pub¬ 
lication  March  20,  after  obtain¬ 
ing  a  court  oi'der  that  prohibits 
striking  union  printers  from 
barring  non-strikers  from  the 
building.  The  paper  was  sus¬ 
pended  for  a  week. 
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Chicago  News 
Fries  ‘Fat’  ‘ 
Out  of  Budget 

Chicago 

President  Eisenhower’s  $71.8 
billion  budget  got  the  "fat” 
fried  out  of  it  in  a  full-nago 
feature  appearing  in  the  Chicor 
go  Daily  News  Saturday  Tripk 
Streak  edition. 

Washington  Bureau  Chief  Ed  ’ 
Lahey  and  his  colleague,  Dave 
Kraslow,  uncovered  examples  of 
waste  and  foolish  expenditures.  1 
after  digging  through  the  1.249 
pages  of  the  budget. 

Because  of  the  sigpiificance  of 
the  article,  the  Daily  News  had 
50,000  copies  reprinted  for  dis¬ 
tribution  by  the  public  to  con¬ 
gressmen  and  others  concerned 
with  the  need  for  economy  in 
government.  Readers  were 
urged  to  clip  out  the  full-page 
story  and  mail  it  to  their  con¬ 
gressmen. 

The  article,  for  example,  told 
how  $300,000  a  year  is  being 
spent  to  supply  private  rifle  as¬ 
sociations  with  ammunition  for 
Sunday  afternoon  shooting  fests 
.  .  .  how  643  million  dollars  are 
being  spent  to  check  on  the 
farmers  to  see  that  they  are  not 
cheating  on  their  subsidies,  etc 

Messrs.  Lahey  and  Kraslow 
spent  nearly  two  weeks  going 
through  the  budget. 

Paper  Promotes  Used 
Cars  Via  SNIAGR  AB 

Chicago 

Chicagoland  residents  pros¬ 
pecting  for  automobiles  this 
month  will  find  that  dealers  arc 
featuring  SNL4GRAB. 

Spelled  backw’ard.  S\L4- 
GRAB  means  B-A-R-G-A-I-N-S 
To  kick  off  the  SNIAGRAB 
campaign,  Chicago  Tribune  be¬ 
gan  running  teaser  ads  on  Sun¬ 
day,  March  17,  inviting  readers 
to  find  out  the  who,  how’,  what, 
where,  when  and  why  of 
SNIAGRAB  in  Thursday’s 
Tribune. 

At  the  same  time.  Tribune 
classified  ad  salesmen  began 
sporting  the  orange-on-blach 
SNIAGRAB  badges  in  their  la¬ 
pels.  And  the  newspaper  mailed 
a  supply  of  SNIAGRAB  lapel 
badges,  bumper  stickers,  and 
wind.shield  stickers  to  700  met¬ 
ropolitan  Chicago  auto  deal¬ 
ers.  The  mailing  was  accom¬ 
panied  by  a  letter  from  Art 
Rozene,  Tribune  classified  ad 
manager,  proclaiming  March  21 
as  SNIAGRAB  day  and  invit¬ 
ing  dealers  to  participate  in  the 
promotion. 
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TO  DISTINGUISH  BETWEEN 


AND 


is  to  distinguish  between  a  natural  law  and  a  man-made  condition, 

Prices  go  higher  in  a  time  of  shortage  when  demand 
exceeds  supply  . . .  demand  inflation. 

Prices  go  higher  when  people  are  paid  more  without  producing 
more  . . .  wage  inflation. 

In  either  case  somebody  gets  hurt:  the  buyer  in  the  first  case; 
the  people  who  don’t  get  a  raise,  in  the  second. 

The  antidote  to  demand  inflation  is  increased  production, 
to  end  shortages. 

The  antidote  to  wage  inflation  is  increased  productivity, 
to  justify  higher  wages. 


Cleveland  1,  Ohio 
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Staff  Can’t 
Be  Political 
Press  Agents 

Jersey  City,  N.  J. 

The  Jersey  Journal  has  sent 
all  political  candidates  a  state¬ 
ment  reiterating  its  policy  of 
not  permitting  reporters  to 
serve  as  press  agents  for  poli¬ 
ticians. 

“Under  the  preceding  owner¬ 
ship  reporters  were  granted 
leaves  of  absence  to  serve  as 
press  agents  in  political  cam¬ 
paigns,”  Paul  A.  Tierney,  edi¬ 
tor,  explained  to  E.  &  P.  “The 
granting  of  leaves  of  absence 
for  this  purpose  was  discontin¬ 
ued  in  November,  lOol,  when 
Mr.  S.  I.  Newhouse  acquired 
control  of  the  paper.  The  rule 
has  been  inflexible  since  that 
time. 

“I  arrived  on  the  scene  here 
only  eight  months  ago,”  he 
added.  “This  is  a  year  of  rath¬ 
er  intense  political  activity  in 
Hudson  County  and  several 
politicians  were  interested  in 
acquiring  the  services  of  our 
reporters.” 

Mr.  Tierney  posted  the  fol¬ 
lowing  letter  on  the  bulletin 
board  and  mailed  copies  to  all 
political  candidates: 

“Some  members  of  our  edi¬ 
torial  staff  have  been  offered 
public  relations  jobs  by  candi¬ 
dates  in  the  current  Jersey  City 
campaign.  The  Jersey  Journal 
believes  that  you  are  entitled 
to  a  direct  statement  of  the  pa¬ 
per’s  policy  on  this  point. 

“From  one  point  of  view,  it 
would  be  manifestly  unfair  to 
permit  staff  members  to  work 
for  some  candidates  but  not  for 
others;  and  it  would  be  impos¬ 
sible,  because  of  the  number  of 
candidates,  to  meet  all  requests. 

“An  even  weightier  reason  is 
the  conflict  of  interest  arising 


from  such  employment  of  mem¬ 
bers  of  our  organization. 

“.411  editorial  department  em¬ 
ployes  have  been  notified  by 
management  that  acceptance  of 
any  such  employment  will  be 
regarded  by  management  as 
calling  for  disciplinary  action. 

“1  am  sending  this  letter  to 
all  candidates  so  that  there 
may  be  no  misunderstanding  of 
management’s  position,  and  the 
reasons  for  it.” 

• 

Stanley  Whitaker 
In  Brokerage  Finn 

Washington 
Stanley  Whitaker  former 
Southern  Division  manager  for 
United  Press,  will  join  the  ra¬ 
dio  -  television- 
newspaper 
brokerage  firm 
of  Blackburn  & 
Company  on 
April  1. 

Mr.  Whitaker 
has  been  in  At¬ 
lanta,  Georgia, 
for  the  past  22 
years,  in  charge 
of  UP  oper- 
at'on.  He  will 
remain  in  Atlanta  and  will  join 
Clifford  B.  Marshall  in  the 
Blackburn  office  there. 

Mr.  Whitaker  is  a  graduate 
of  the  University  of  Missouri 
school  of  journalism.  His  first 
newspaper  job  was  on  the 
Mnrov  (Ga.)  Xews. 

• 

AwanI  to  Ciirtoonist 

Cincinnati 
Edward  D.  Kuekes,  cartoonist 
of  the  Cleveland  Plain  Dealer, 
has  been  awarded  the  George 
M.  Humphrey  Medal  “in  recog¬ 
nition  of  continuous  volunteer 
service”  to  the  Savings  Bond 
Division  of  the  U.S.  Treasury 
Department.  The  recognition 
coincided  with  the  3flth  wedding 
anniversary  of  the  cartoonist 
and  Mrs.  Kuekes. 


Whitaker 
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High  Court 
Denies  Review 
To  McClatchy 

Washington 

The  Supreme  Court  of  the 
United  States  has  denied  a 
petition  for  review  filed  by 
McClatchy  Broadcasting  Com¬ 
pany  seeking  to  overrule  FCC 
action  granting  a  TV’  permit  to 
the  rival  applicant,  Sacramento 
Telecasters. 

The  petitioner  contended  that 
the  commission  had  based  its 
decision  on  the  fact  that 
McClatchy  is  a  newspaper  pub¬ 
lisher.  The  application  for  cer¬ 
tiorari  was  grounded  on  the 
alleged  impropriety  of  giving 
controlling  weight  to  “the  news¬ 
paper  issue.”  There  was  no 
memorandum  decision,  hence  no 
Supreme  Court  clarification  of 
the  weight  that  may  be  given 
joint  ownership  of  press  and 
radio. 

The  Examiner  found  McClat¬ 
chy  superior  to  Telecasters  in 
all  areas  where  a  significant 
difference  existed  between  the 
two,  save  one — diversification  of 
the  media  of  mass  communica¬ 
tion. 

McClatchy  appealed  to  the 
U.S.  Circuit  Court  of  Appeals. 
That  court,  although  finding 
“much  in  support  of  the  Ex¬ 
aminer’s  findings,”  affirmed  the 
commission’s  decision. 

American  New'spaper  Pub¬ 
lishers  Association  was  an  in- 
tervenor  on  behalf  of  McClatchy 
in  the  appeal. 

yioti-Medift  A pplicant 
Favored  for  Toledo 

An  applicant  without  any 
other  interests  in  communica¬ 
tions  media  has  the  favored 
position  in  the  hearing  ex¬ 
aminer’s  recommendation  for  a 
channel  11  television  station 
giant  in  Toledo. 

Three  newspaper-interest  ap¬ 
plicants  were  placed  at  a  dis¬ 
advantage  in  the  rejiort  of  Ex¬ 
aminer  J.  1).  Bond  to  the  Fed¬ 
eral  Communications  Commis¬ 
sion  this  week.  There  were 
seven  applicants  in  all  and  he 
singled  out  Great  Lakes  Broad¬ 
casting  Co.  as  the  one  best 
suited  for  a  license. 

Among  the  applicants  the 
examiner  would  reject  are  those 
of  the  Toledo  Blade  Company, 
Community  Broadcasting  Com¬ 
pany  and  Unity  Corporation. 
Members  of  the  Block  family 
own  the  Blade.  Edwai'd  Lamb, 
who  recently  sold  the  Erie 
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(Pa.)  Dispatch,  is  the  principal 
owner  of  Unity,  and  memben 
of  the  Taft  family  of  the  ^ 
Cincinnati  Times-Star  have  in¬ 
terests  in  Community. 

FCC  Examiner  Annie  Neai 
Huntting  recommended  this 
week  that  a  Channel  6  television 
permit  for  Beaumont,  Texas,  be 
granted  to  the  Enterpri.se  Com¬ 
pany. 

She  would  deny  the  applica¬ 
tion  of  Beaumont  Broadcasting 
Corp.  because  the  ownership 
had  been  changed  since  the 
original  hearing.  In  the  newly-  * 
formed  corporation  W.  P.  Hob¬ 
by,  publisher  of  the  Houston 
Post,  would  own  32’2r/r  of  the 
stock. 

• 

Smith  Must  Repay 

to  Bankrupt 

Lns  Angeles 
Robert  L.  Smith,  former  pub¬ 
lisher  of  the  defunct  Doily 
\etv8,  has  been  ordered  to  re¬ 
turn  $40,312.64  to  the  bankrupt 
estate  of  the  publishing  com¬ 
pany.  Federal  Judge  William  C. 
Mathes  made  the  ruling  in  a 
suit  brought  by  George  T.  Gog- 
gin.  trustee  for  the  bankrupt 
Stockholders  Publishing  Co. 

Mr.  Smith  turned  over  con¬ 
trol  of  the  newspaper  to  Clinton 
D.  McKinnon  in  December,  1953, 
under  a  contract  which  retained  ' 
Mr.  Smith  as  a  public  relations 
consultant.  Judge  Mathes  ruled 
that  Mr.  Smith  may  keep 
$20,000  as  reasonable  payment 
for  his  services  up  to  December 
1954,  when  the  paper  was  de¬ 
clared  bankrupt,  but  must  re¬ 
turn  $23,812. 

In  addition,  the  judge  ruled, 
Mr.  Smith  must  return  $16,500 
which  he  borrowed  on  a  life  in¬ 
surance  policy  purchased  for 
him  by  the  company  naming  the 
company  beneficiary. 

• 

Daily  Sues  Slalioii 

Mansfield,  Ohio 
The  Mansfield  Journal  Co. 
has  filed  a  $250,000  libel  suit 
against  Richland,  Inc.,  operators 
of  Radio  Station  VVM.4N,  and 
six  of  the  corporation’s  officers 
and  directors.  The  paper  alleys 
that  the  station  used  its  facili¬ 
ties  to  injure  the  Mansfield 
Xe7vs~Jnumal. 

• 

Ira  Bennett  Dies 

Washington 
Ira  Elbert  Bennett,  editor  of 
the  Washington  Post  from  1908 
to  1933,  died  at  his  home  here 
March  26.  He  was  88  years 
old.  He  was  one  of  the  major 
witnesses  in  the  Teapot  Dome 
oil  scandal  investigation  of 
1924. 
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“The  doctor’s  coming  right  away! 


IN  AN  HOL'R  of  urgent  need,  you  may  have 
had  the  feeling  of  relief  and  reassurance 
that  comes  when  your  family  doctor  steps 
through  vour  doorway. 

Of  course,  any  physician  would  respond 
to  an  emergency  call.  It  is  not  quite  the 
same,  however,  as  having  your  own  doctor 
who  has  known  you  through  the  years. 
When  he  comes,  you  rely  on  him  not  only 
as  a  physician,  but  also  as  a  friend. 

This  warm  relationship  can  be  verv  im¬ 
portant  ...  as  important,  in  a  wav.  as  the 
doctor's  knowledge  of  medicine.  This  is 
because  the  family  physician,  in  treating 
a  patient,  considers  not  only  the  current 
medical  phases  of  the  case,  but  also  the 
patient’s  personal  medical  background. 
Furthermore,  a  doctor  who  has  vear-to- 


year  contact  with  you  can  help  ease  manv 
worries  which  illness  often  magnifies. 

Whether  your  doctor  is  called  for  a  seri¬ 
ous  emergency  or  a  minor  illness,  he  brings 
to  you  the  latest  developments  of  medical 
science.  These  include  new  methods  of  di¬ 
agnosis,  new  drugs  and  treatments  for  re¬ 
storing  health  or  controlling  many  diseases. 
He  also  brings  to  you  his  own  broad  know  1- 
edge  of  medicine  gained  through  years  of 
study  in  schools,  hospitals  and  clinics. 

There  are  other  equally  good  reasons  for 
having  a  family  doctor.  When  you  go  to 
him  for  periodic  health  check-ups,  he  can 
often  detect  trouble  early  and  start  prompt 
treatment.  Moreover,  by  consulting  your 
doctor  periodically,  you  get  his  advice 
about  how  to  help  keep  in  good  physical 


condition  . . .  with  profser  diet  and  sensible 
habits  of  work,  sleep  and  relaxation. 

Your  friend,  the  family  doctor,  is  the 
first  to  know  when  hospital  care  is  needed 
.  .  .  and  when  a  specialist  should  be  called 
to  advise  and  assist  him. 

Specialists,  because  of  their  detailed 
knowledge  and  experience  in  diagnosing 
and  treating  diseases  falling  within  their 
particular  field,  are  important  allies  of  the 
family  doctor. 

Your  family  doctor  will  welcome  an  in¬ 
vitation  to  become  a  “part  of  your  family 
circle”  One  of  the  most  practical  steps, 
therefore,  that  you  can  take  for  future 
health  and  happiness  is  to  consult  your 
family  doctor  now  .  .  .  and  keep  in  touch 
with  him  over  the  years. 


Metropolitan  Life  Insurance  Company 

I  A  MUTUAL  COMPASY) 

I  Madison  Avinue.  New  York  10.  N.  Y. 


NOTICE  TO  EDITORS  -This  advertisement  currently  appears  in  lead¬ 
ing  national  magazines,  f  or  more  than  .10  years.  Metropolitan  Life  has 
sponsored  similar  messages  on  national  health  and  safety.  Because 
of  public  interest  in  the  subject  matter  of  these  advertisements. 
Metropolitan  offers  all  news  editors  (including  radio  news  editorsi. 


free  use  of  the  text  of  each  advertisement  in  this  series.  The  text  may 
be  used  in  regular  health  features,  health  columns  or  health  reports 
with  or  without  credit  to  Metropolitan.  The  Company  gladly  makes 
this  material  available  to  editors  as  one  phase  of  its  public-service 
advertising  in  behalf  of  the  nation's  health  and  safety. 


!  editor  ac  PUBLISHER  for  March  30,  1957 


1957 


News  Editors  Rationalize 
Grim  Grimes  Coverage 


Chicago 

F'our  Chicago  city-desk  ex¬ 
ecutives  and  two  radio-TV  news¬ 
men  got  together  for  a  public 
second-guessing  session  on  their 
coverage  of  the  shocking  Grimes 
murders  and  in  essence  agreed: 

The  press  didn’t  “sensational¬ 
ize”  the  story. 

They’d  cover  it  the  same  way 
again,  except  for  a  few  minor 
facets. 

Official  “bungling  and  chroni¬ 
cally  conflicting  statements”  are 
responsible  for  any  confusion 
in  the  case. 

The  press  has  aided  the  man¬ 
hunt  in  se%’eral  ways. 

Boosted  Circulation 

The  trials  of  covering  the 
dramatic,  sometimes  sordid, 
still-unconcluded  story  which 
hogged  banner  headlines  for 
some  two  months — and  hypoed 
individual  newspapers’  circula¬ 
tions  upward  by  some  50,000  on 
given  days  —  were  outlined  at 
one  of  the  largest  monthly 
meetings  in  the  history  of  the 
Headline  Club,  Chicago  profes¬ 
sional  chapter  of  Sigma  Delta 
Chi. 

To  the  moderator.  Dr.  Curtis 
D.  MacDougall  of  Northwestern 
University's  Medill  School  of 
Journalism,  and  to  guests  who 
included  Sheriff  Joseph  D.  Loh- 
man.  Coroner  Walter  E.  McCar- 
ron  and  State’s  Atty.  Benjamin 
Adamowski,  the  editors’  view  of 
the  story  was  summed  up  most 
succinctly  by  Karin  Walsh, 
Suv-Times  city  editor. 

“It  was  a  helluva  story,”  said 
Mr.  Walsh,  “and  we  gave  it  a 
helluva  play.  You  name  a  news 
ingredient,  and  this  story  had 
it.” 

Benefit  of  Hind.sight 

But  Walsh  and  co-panel  mem¬ 
bers  conceded  that,  with  the 
benefit  of  hindsight,  some  of 
their  actions  might  have  been 
different. 

“We,”  said  Stanley  .Arm¬ 
strong,  Tribune  day  city  editor, 
“printed  the  (unsubstantiated) 
statement  that  Bennie  said  he’d 
gone  to  bed  with  Patricia  twice. 
I  think  if  we’d  had  more  time, 
we’d  have  taken  that  out.” 

Maurice  Fischer,  Daily  News 
acting  city  editor,  said  of  his 
newspaper’s  one-edition  use  of 
a  controversial  photo  of  the 
girls’  nude  bodies  at  the  site 
where  they  died: 

“The  crime  itself  was  so 
shocking  (we  thought)  the  full 
impact  of  it  might  be  lost  to 


the  public  unless  the  picture 
were  printed.  The  picture  did 
not  look  as  bad  in  the  print  as 
it  did  in  the  paper.  As  soon  as 
the  edition  came  to  the  attention 
of  the  proper  editors,  the  photo 
was  pulled  immediately.” 

Wesley  Martzell,  American 
city  editor,  indicated  his  news¬ 
paper  should  have  hesitated  and 
checked  further  before  banner¬ 
ing  the  story  of  the  alleged 
finding  of  a  Grimes  girl’s  slip 
in  Hammond,  Ind. — for  identifi¬ 
cation  later  proved  the  story 
false. 

Sheriff  Joseph  D.  Lohman 
commended  reporters  for  aiding 
in  preservation  of  clues  at  the 
site  where  the  girls’  bodies  were 
found,  emphasizing  that  despite 
later  public  “mobbing”’  of  the 
scene,  when  the  area  was  initial¬ 
ly  roped  off  “the  press  most 
unanimously  respected  that  re¬ 
striction.” 

Given  Gobbledegook 

William  Ray,  WMAQ-WNBQ 
news  director  and  Hugh  Hill, 
WBBM-AM-TV  special  events 
director,  indicated  they  received 
few  complaints  from  TV  view¬ 
ers  as  a  result  of  their  tele¬ 
casting  films  of  much  of  the 
Grimes  case  activity,  and  the 
only  really  “controversial” 
move,  in  their  opinion,  was  the 
coast-to-coast  airing  of  a  re¬ 
cording  of  the  remorse  of  the 
Grimes  girls’  father  when  he 
identified  the  bodies. 

“Possibly  the  worst  feature  in 
the  case,”  said  Mr.  Walsh,  “was 
all  the  shooting  from  the  hip 
done  by  too  many  people  in  of¬ 
ficial  position.  W’e  were  told  the 
girls  were  not  sexually  mo¬ 
lested,  and  they  were.  We  were 
told  they  were  virgins,  and 
they’re  not  .  .  .  We  were  con¬ 
fronted  with  that  kind  of  gob- 
hledegook  all  the  w'ay — and  we 
still  are.” 

• 

Still  Cameras  Okay, 

TV  Ousted  from  Court 

Binghamton,  N.Y. 

A  Supreme  Court  judge  here 
this  week  permitted  newspaper 
photographers  to  take  pictures 
in  a  courtroom,  but  ordered  a 
TV  camera  crew  to  remove  its 
equipment. 

Judge  Daniel  J,  Me Avoy  acted 
at  the  time  of  sentencing  when 
defense  attorneys  for  a  con¬ 
fessed  murderer  claimed  the 
complex  lights  and  equipment 
would  cause  their  client  to 
break  down. 


Quiz  Editors 
In  Move  for 
Trial  Change 

Hartford,  Conn. 

Superior  Court  Judge  Abra¬ 
ham  S.  Borden  has  reserved 
decision  on  a  move  to  have  the 
trial  of  Joseph  L.  Taborsky  and 
Arthur  Culombe  moved  to  an¬ 
other  county. 

Thomas  F.  McDonough  and 
Wallace  R.  Burke,  state-ap¬ 
pointed  lawyers  for  the  pair, 
want  the  trial  moved  to  Fair- 
field  County  on  the  ground  that 
coverage  of  their  capture  and 
alleged  confessions  prevents 
them  from  getting  a  fair  trial 
here. 

State  Police  say  Taborsky 
and  Culombe  have  admitted  six 
holdup  killings  in  Connecticut. 

Newsmen  were  questioned  at 
a  hearing  on  a  defense  motion 
for  a  change  of  venue. 

Subpoenas  called  for  all  is¬ 
sues  of  newspapers  between 
December  15  and  March  16  and 
records  of  broadcasts  or  tele¬ 
casts  about  the  two  men  during 
the  same  period. 

Ward  E.  Duffy,  editor  of  the 
Hartford  Times,  was  first  to 
testify. 

Contending  that  the  purpose 
of  his  newspaper  was  “to  give 
information,”  Mr.  Duffy  de¬ 
clared  the  Times  made  no  at¬ 
tempt  to  mold  public  opinion  in 
the  Taborsky-Culombe  situa¬ 
tion. 

In  answer  to  a  question,  “Is 
everything  you  publish  the 
tiTJth?”  he  answered,  “The 
truth  as  it  is  said  to  be.” 

“Do  you  believe  you  molded 


ADA  Approves 
Record  Budget 

Chicago 

Delegates  to  the  American 
Dairy  Association’s  annua’ 
meeting  here  last  week  ap¬ 
proved  a  consumer  adveriis- 
ing  budget  of  more  than 
million  for  1957,  with  a 
larger  share  “earmarked 
for  print  media,  including 
newspapers. 

.ADA’s  newspaper  program 
will  be  largely  confined  to 
special  dairy  sales  promo¬ 
tions,  such  as  “June  Is  Dairy 
Month”  and  the  annud 
Cheese  Festival.  ADA  spokes¬ 
men  said  the  overall  budget 
is  the  largest  non-brand  ad¬ 
vertising  and  sales  promotion 
program  in  the  history  of 
the  dairy  industry. 

Dairymen  also  approved  a 
decision  to  drop  the  Disney¬ 
land  ABC  Network  television 
program  when  the  current 
contract  expires  in  Septem¬ 
ber.  ADA  directors  author¬ 
ized  the  sponsoring  of  “1 
Love  Lucy”  TV  re-runs. 


public  opinion?” 

“I  don’t  know,”  the  editor 
said. 

Asked  if  he  thought  news¬ 
paper  coverage  of  the  cases 
would  affect  inipartiality  of 
prospective  jurors,  Mr.  Duffy  , 
commented,  “I’ve  never  been  a 
juror.  I  don’t  know.” 

Also  testifying,  Herbert 
Brucker,  editorial  page  editor  of 
the  Hartford  Courant,  conceded 
that  there  were  many  headline 
readers,  but  said,  “I  don’t  think 
anyone  can  know,”  what  effect 
the  headlines  alone  would  have 
on  persons  who  did  not  'Ctd 
the  stories. 


classified  section 

Benefit  from  our  Vast  Newspaper  Audience 


ANNOUNCEMENTS 


Newspaper  Brokers 


WESTERN  PROPERTIES 

EDD  E.  ROUNTREE  will  be  at  the 
Barclay  Hotel,  New  York,  from  April 
18-26  and  will  be  pleased  to  meet  with 
possible  buyers  or  sellers  of  Western 
newspapers.  We  have  negotiated  over 
200  sales  in  the  West  and  know  the 
field  intimately. 

STYPES.  ROUNTREE  &  CO. 

625  Market.  San  Francisco 


APPRAISALS  for  all  purposes. 
NEWSPAPER  SERVICE  COMPANY, 
601  Geortria  Savines  Bank  Bldg.. 
Atlanta,  Ga. 


OUR  Successful  Record  Is  Your  Guar¬ 
antee  of  a  Good  Deal.  J.  R.  GAB- 
BERT,  3927  Orange.  Riverside,  Cal. 


_ Netvspaper  Brokers 

MAY  BROTHERS.  Binghamton, 
Established  1914.  Newspapers  bonfSt 
and  sold  without  nublicity. 


MIDWEST  NEWSPAPERS 
in  proven  fields.  Herman  Koch, 
Virginia  St.,  Sioux  CTty.  Iowa.  ^ 
WESTERN  NEWSPAPERS 
Joseph  A.  Snyder,  12163  W.  Ws^ 
ington  Boulevard,  Los  At'K*'**,,,. 
Cal.  Day  or  Nile  Phone:  EX  l-aig: 
CONFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura, 

NEWSPAPER  properties  of 
ment  quality:  The  DIAL  Agengt 
Adelaide.  Detroit,  Mich.  WO 

SALES  -  PURCHASES  handled 
discretion.  Write  Publishers  Secnet- 
P.  O.  Box  3132.  Greensboro.  N.  G. 


Calil- 
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ANNOUNCEMENTS 


ISewspaper  Brokerg _ 


IT'S  NOT  the  down  payment  that 
buys  the  newspaper  —  it’s  the  per¬ 
sonality  and  ability  of  the  buyer.  This 
is  why  we  insist  on  personal  contact 
sellini;. 

LEN  FEIGHNER  AGENCY 
Box  192  Mt.  Pleasant,  Mich. 


RALPH  J.  ERWIN 
new'spai>ers  and  radio  stations.  1443 
S.  Trenton,  Tulsa,  Okla. 


Netctpaper  Appraitert 


.NEWSPAPER  VALUATIONS 
Tax  and  all  other  purposes 
Over  130  valuations  made 
Dailies  from  coast  to  coast 
Ex|)erienccd  court  witness 
Complete  reports  submitted 

A.  S.  VAN  BENTHUYSEN 
446  Ocean  Avenue,  Brooklyn,  N.  Y. 

PublicatioriM  For  Sate 

MISSOURI  —  SEVERAL  SMALL 
WEEKLIES,  all  profitable,  as  little  as 
:^2.600  cash  down.  Bailey-Krehbiel, 

Box  396,  Salina,  Kas. _ 

EXCLUSIVE  Texas  county  seat  week¬ 
ly.  Outstanding  property,  $76,000  class, 
requires  $25,000  down. 

WILLIAM  K.  HORN 
4430  Glenwick  Lane,  Dallas  6,  Texas 

WEEKUES-DAILIES 
WE  OFFER  an  outstandin;;  list  of 
Western  paiiers.  Why  not  write  for 
our  latest  Bulletin  now.  So  charge 
or  obligation. 

JACK  L.  STOLL  4  ASSOCIATES 
122  Hollywood  Security  Bldg. 

6381  Hollywood  Blvd. 

Los  Angeles  28.  Calif. 

EASTERN  OREGON  county  seat 
weekly  and  job  shop,  unopposed,  in 
T4th  year,  over  $32,000  gross,  good 
equipment.  Price  includes  concrete 
building  with  big  apartment.  About 
$20,000  down,  good  terms.  Gazette 
Times,  Heppner.  Oregon. 

nFTY  MILES  FRO.M  TIMIIS 
SQUARE.  North.  Century-old  New 
York  State  weekly,  wealthy  community, 
town  of  3,000,  county  of  200,000. 
Grossing  $20,000,  2*^  employes  and 
Owner.  Priced  at  $17,000,  half  down. 
Our  No.  5.873.  May  Brothers,  Bing- 
liamton.  N.  Y. 

Advertising  Rates 

CLASSIFIED 

Line  Rates  Each  Consecutive 
Insertion 

SITUATIONS  WANTED  (Payable  with 
order)  4  times  @  50c  per  line  each 
insertion;  3  times  @  55c;  2  @  60c: 

1  9  65c.  Add  20c  for  Box  Service 
ALL  OTHER  CLASSIFICATIONS: 

4  times  9  95c  per  line  each  insertion; 

3  times  ®  $1.00;  2  times  ®  $1,05; 

1  V  $1.10.  3  line  minimum.  Add  20c 
iOr  Box  Service. 

deadline  for  CLASSIFIED  AD¬ 
VERTISING,  Wednesday,  2  p.m. 
Count  30  unit!  per  line,  no  abbreviationi 
Odd  1  line  for  box  information.)  Bo* 
bolderi'  identities  held  in  strict  con¬ 
fidence.  Replies  mailed  daily.  Editor  4 
Publisher  reserves  the  riihl  to  edit  all 
copy.  _ 

DISPLAY  RATES 


ANNOUNCEMENTS 


Publicationa  Wanted 


MEDIUM-SMALL  Daily  or  large 
weekly  in  Chart  Area  3.  Adequate 
financing.  State  details  first  letter. 
Answers  confidential.  Box  1213,  Edi¬ 
tor  and  Publisher. 

IS’alional  Advertising  Space 

GULF  BEACH  JOURNAL 
TREASURE  ISLAND,  FLORIDA 
P.O.  BOX  8008,  MADEIRA  BEACH 

NEWSPAPER  SERVICES 

Advertising  Counsellors 

ATTENTION  PUBLISHERS! 
Linage  UP-Spirsl 
Started  or  Jogged  Faster 
WILL  PROGNOSTICATE 
Increases  obtainable  4  Methods 
NO  RESULTS!  NO  PAYl 
Box  1420,  Editor  4  Publisher 

Newspaper  Representatives 

NEW  YORK  Representation,  news, 
features,  advertising  or  what — by  ex¬ 
perienced  man.  Write  me  for  personal 
interview  at  A.N.P.A.  Convention. 
Box  1418,  Editor  4  Publisher. 


MACHINERY  and  SUPPLIES 


Composing  Room 


MAGIC  MATRIX  BLACK— The  “Do  it 
Yourself”  Matrix  Contrast  Process. 
Many  dailies  now  use  it.  One  mat  or 
ten  thousand — no  objectionable  odor. 
For  brochure  write  Magic  Products 
Companv,  700  South  Fourth  Street, 
Minneapolis,  Minnesota. 

THE  NATION’S  Newspaper  Forms 
roll  on  L.  4  B.  Heavy  Duty  News¬ 
paper  Turtles — $84.60  to  $97.60.  Write 
for  literature.  L.  4  B.  Sales  Company, 
P.O.  Box  660,  Elkin,  North  Carolina — 
World’s  Largest  Manufacturer  of 
Newspaper  Form  Trucks. 

STEEL  COLUMN  RULE 

FOR  shrinking  ads — One  Point  body. 
Hairline  face  top  and  bottom,  any  col- 
I  umn  width  and  height — Send  for  free 
1  survey  card. 

LEO  W.  HAUSMAN 
107  S.  33  St.,  Phila.,  Pa. 
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Jp.  D  ut-  U  UNOTYPE-High  base 

Mhaitor  OC  rliotisner  pot  and  monomelt,  one 

ITAA  »•  .  mold,  slide  delivery.  Ex 

00  Timet  Tower  N.  Y.  36,  N.  Y.  matter  machine.  In  us 
Phene  BRyanf  9-3052  Daily  Journal,  1217 

- —  _ - _  Denver  4,  Colorado.  TA 

editor  6c  publisher  for  March  30.  1957 


Special  Editions 

SPECIAL  EDITIONS 
Available  after  June  fir«t.  Make  your 
reservations  now  for  1968  69  and  60. 
Samples  and  references  on  request. 
Commssion  basis  only  at  prefered  rate. 
For  full  information,  write  Special 
Editions  P.O.  Box  263,  Austin  62. 
Texas. 

Syndicates-Features 

Sell  your  Feature  to  daily  end  weekly 
newspapers.  Expert  marketing  plan.  | 
Write  for  detalh. 

SOUTHEAST  REPRODUCTION,  INC. 
P.  O.  Box  662  STATION  A 

St.  Petersburg  2,  Florida 

Press  Engineers  ! 

UPECO,  INC.  ! 

SPECIALIZING  IN  DUPLEX 
AND  GOSS  FLAT-BED  WEBS 
DISMANTLING-MOVED-ERECTED 

Universal 

Printing  Equipment  Co.,  Inc. 

420  Valley  Brook  Ave. 

_ I.yndhiirst.  N.  J. _ 

PAUL  F.  BIRD 

Press  Erector,  Moving,  Rebuilding 
Flatbed  Semi-Cylindrical  Tubular. 

7  Oak  Court,  Islip,  New  York 

_ JU  1-0687 _ 

Newspaper  Press  Installations 
MOVING-REPAIRING— TRUCKING 
Expert  Service — World  Wide 

SKIDMORE  AND  MASON.  INC. 
56-69  Frankfort  Street 
New  York  38,  N.  Y. 

Barclay  7-9776 

MACHINERY  and  SUPPLIES 

Composing  Room 

18  AND  24-point  Sparton  Heavy  with 
medium  #104 — cut  for  aide  magazine 
mixer  models — $160  per  font — proofs. 

Daily  News,  Beloit,  Wisconsin. _ 

LUDLOW,  22V^  em.  rebuilt  $2,250. 
Good  selection  of  cabinets,  mats,  etc. 
Midwest  Matrix  Mart 
633  Plymouth  Court.  Chicago  5.  III. 

FOR  SALE  30  fonts  Regal  7  pt.  No.  2 
with  Bold  (1621).  Also  sorts  for 
same.  Available  immediately.  Will 
sell  all  or  part.  Contact  Randall  Bar¬ 
ton  Republic  and  Gazette  P.O.  Box 
1960,  Phoenix,  Arizona. 

UNOTYPE— High  base  Model  6.  gas 
pot  and  monomelt,  one  magazine,  one 
mold,  slide  delivery.  Excellent  straight 
matter  machine.  In  use  daily  at  ’The 
Daily  Journal,  1217  Welton  Street, 
Denver  4,  Colorado.  TAbor  6-3371. 


_ Newsprint _ 

MANY  NEWSPAPERS 
AND 

PUBLISHING  COMPANIES 
ALL  OVER  the  Country 
are  receiving  their 
SHIPMENTS  OF  NEWSPRINT 
REGULARLY  .  .  . 

From 

BUNGE  PULP 
&  PAPER  CO. 

STANDARD,  WHITE  TONNAGE 
LARGE.  HALF,  3/4  AND 
SMALLER  ROLLS. 
SUITABLE  DIAMETERS. 
DOMESTIC  AND  EXPORT 

WHY  NOT  CONSULT  US  NOW 
FOR  YOUR  FUTURE  NEWSPRINT 
NEEDS? 

Bunge  Pulp  &  Paper  Co. 

45  W.  45  St.,  New  York,  N.Y. 
PHONE:  JU  2-4820— JU  2-4174 

WE'LL  BE  HAPPY  TO  MEET  YOU 
AND  DISCUSS  YOUR  NEWSPRINT 
PROBLEMS  DURING  YOUR 
VISIT  TO 

THE  A.N.P.A.  CONVENTION 

BEHRENS  PULP  4  PAPER  CO. 

All  Sizes  Standard  Canadian  Newsprint 
70  E.  45  St.  N.  y.  MU  6-6676 

Photo-engraving 

COMPLETE  Print-N-Etch  engraving 
plant.  Ideal  for  small  daily  or  weekly. 
Being  replaced  with  faster  unit  for 
volume  production.  Sacrifice  for  $500 
complete.  Reply  Box  1400,  Editor  & 
Publisher. 

Press  Room 

DUPLEX  TUBULAR  %  and  %  page 
folder.  Complete  in  good  condition. 
Now  available.  GEORGE  C.  OXFORD, 
Box  903,  Boise.  Idaho. 


GOSS  Straightline—  24  Page 

22)4''  cut  off,  AC  drive,  J4  page 
folder ;  complete  with  stereo :  factory 
rebuilt  1939-top  condition. 

HUDSON  MACHINERY  CO. 

8  Spruce  St..  N.  Y.  WO  2-1266 


MACHINERY  and  SUPPUES 


Press  Room 


GOSS  ROTARY  PRESS 
Full  ROP  Color 

8  Low  Constructions  Units 
I  Double  Highspeed  Folder 
Length  sheet  cutoff  22^1* 

End  roll  Brackets  4  Hoists 
AC  Motor  Drive 

GOSS  OCTUPLE  PRESS 

4  HSLC  Printing  Units 
I  Double  Highspeed  Folder 
Length  Sheet  Cutoff  22% ” 

AC  Motor  Drive 

End  Roll  Brackets  4  Hoists 

JOHN  GRIFFITHS  CO..  INC. 

416  Lexington  Ave.  New  York  17,  N.Y. 


MAILING  PASTD— Finest  quality.  Five 
gallon  pail  for  $7.76.  Ten  gallons  for 
$14.76,  fob  (Chicago.  Quart  May’s  Pad¬ 
ding  Cement  F'ree.  Remit  with  order. 
May  Chemical  Works,  Dept.  EP,  1742 
E.  75th  St.,  Chicago  49,  III. _ 

Hoe  6-UnIt,  two  color  cylinders,  two 
sets  folders.  2  M/2"  cut-off.  Available. 

Hoe  6-Unit,  all  cylinders  reversible 
for  ROP  color  on  any  page.  2  M/j" 
cut-off. 

Duplex  4-UnIt,  two  color  cylinders, 
22%"  cut-off.  Three  color  &  blacL 

Goss  2  deck  2  plate  wide  16-page, 
all  stereotype. 

GEORGE  C.  OXFORD 
Box  903  Boise,  Idaho 


SCOTT  4  UNITS 

DOUBLE  folder  22%"  cutolT,  AC 
drive,  32-64  pages,  4  plates  wide.  Just 
reconditioned  with  all  new  rollers  and 
blankets.  Sold  with  or  without  lease 
of  location.  45  minutes  from  N.T.C. 
Seen  running  by  appointment.  Stereo 
finishing  machine  and  furnace.  Summit 
Printing  4  Publishing  Co.,  Summit,  N.  J. 


GOSS  6  unit  type  press  purchased  in 
1924.  In  the  past  five  years,  more  than 
$20,000  have  been  spent  on  this  press 
to  put  it  in  A-1  condition. 

PRINTS  four  colors 
PRINTS  48  pages  (all  black) 
PRINTS  40  pages  (two  colors  and 
black)  straight 
PRIN’TS  72  pages  collect 
USES  62"  paper  roll 
PAPER  is  end  fed 
CUT-OFF  23%9 

PRESS  has  all  NEW  BEARINGS 
PRESS  runs  at  34,000  an  hour 
THREE  folders  (one  used  as  spare) 
ALL  electrical  control  equipment 
TWO  76  HP  Motors — d.c.  current 
PRESS  has  automatic  tension  con¬ 
trol 

SPARE  roller  liners  and  many 
other  spare  parts 
FOUR  portable  ink  fountains 
REVERSIBLE  unit  cylinder 

'This  press  is  located  in  Erie,  Pa. 

I  Price  is  $65,000.00  as  is  where  is.  Con¬ 
tact  Edw.  Hintenaeh,  Erie  Times, 
Erie.  Pa. 


NEW  PRESS  DRIVE 

Two  new  75  HP  A.  C.  drives,  parallel 
for  160  HP.  Sell  Separately. 

GEORGE  C.  OXFORD 
Box  903  Boise,  Idaho 


MACHINERY  and  SUPPLIES 

Prest  Room 


COLOR  CONSCIOUS?  | 

We  offer  one  of  the  largest  and  finest  I 
selection  of  u«fd  NeYvspai»er  Presses, 
many  with  mo<lorn  r*OLOn  facilities. 

FULL  R.O.  P.  COLOR 
12  SCOTT  UNITS 

Plus  6  Super-imiTosed  COI^R  Units 
3  Double  Folders,  Balloon  Formers 
Reels  &  Pasters.  j 

TxYcation :  Miami  Daily  News.  | 

tCan  Divide  into  3  Octuples.) 

24  PG.  GOSS  DEKATUBE  j 

COLOR  Pans  &  Compensators  for 
Colors  Balloon  Former—  Vacuum-bnck  ! 
Stereo  Press  Only  6  Years  Old. 

Location :  Appleton.  Wise. 


3  UNITS  SCOTT 

with  2  extra  COIX)R  Couplpa.  Floor 
Fed  Press. 

ly'ration  :  Portsmouth,  Va. 


DUPLEX  METROPOLITAN 

8  Units—  2  Double  Folders  Leads  for 
SPOT  COLOR. 

»Can  Divide  into  2  Octuples.  1 
t.oration :  Winnipeg,  Canada. 


6  UNIT  SCOTT 

Multy-type — 22-3/4"  Cut-off.  Leads  for 
SPOT  COI,OR.  .3-arm  Reels  &  Ten¬ 
sions. 

I.oration :  Detroit,  Miehipran. 


5-6  OR  7  UNIT  GOSS 

Arch  Type  High  Speed  — Low  Con¬ 
struction  -  Double  Folder  —  Conveyor 
Sacrifice? 

I^ocation :  Phila.  Daily  News. 


3  UNIT  HOE 

Floor  Fed.  22-*'y4"  Cut-ntT. 
Ivocation:  Perth  Amboy,  N.  J. 


2  UNIT  HOE 

Floor  Fed  --  22-3/4"  Cut-off.  Double 
Folder  Yvitb  1/4  Fold. 

Tvocation :  Gastonia,  N.  C. 


16  32  PG.  GOSS 

Sinple  Width-21-1 /2"  Cut-off. 


16  32  PG.  GOSS 

Single  Width  2.3-9/lfi''  Cut-off. 


16  PG.  DUPLEX  TUBULAR 

1  '2  &  1  '4  pc.  Folder. 

BEN  SHULMAN 
ASSOCIATES 

60  K.  42ii  I.  St..  New  York  17.  N.  Y. 
Oxford  7-4690 


WACHliNERY  and  SUPPUES 

Press  Room 


USED  PRESSES 

Rotary  and  Flatbed 

Invest!  nc  in  used  printiuK  equipment 
is  very  important  to  the  publisher  in 
this  market.  Therefore  it  is  wise  to 
investigate  thoroughly  before  making 
a  decision,  and  to  study  your  needs 
with  the  help  of  the  men  who  know 
the  presses  best. 

Because  so  many  plants  are  con¬ 
tinuously  installing  new  Goss  presses 
and  stereotype  equipment,  we  usually 
have  a  list  of  the  best  available  used 
equipment. 

We  invite  your  correspondence,  in 
the  hope  of  helping  you  obtain  the 
best  press  for  your  needs  and  also 
the  best  value  for  your  money. 

THE  GOSS  PRINTING 
PRESS  CO. 

.IhOl  West  31st  Street.  Chicago  .30.  III. 

PHONE:  Bishop  2-3300 


PRESS  MOTOR  DRIVES  of  25.  40, 
60.  75  H.P.  A.C.  George  C.  Oxford. 
Box  903,  Boise,  Idaho 


\  DUPLEX  20  PAGE  semi-cylindrical 
'  rotary,  complete  with  stereo  e<iuipmeni. 
many  spare  parts  and  rollers.  Now  in 
operation,  and  doing  excellent  job. 
Write  or  call  for  complete  description. 
Better  yet,  come  and  see  it.  The  Oak 
Ridger.  Oak  Ridge.  Tennessee. 


SIX-UNIT  GOSS  PRESS 
FOR  $50,000.00. 


REBUILT  in  1948  complete  with  Cline 
Reels  and  Drives  23-9/16  cutoff,  in¬ 
cluding  one  Cutler-Hammer  Conveyor. 
AVAII.ABLE  early  fall.  Can  be  seen 
in  operation  at  SUN-TIMES.  211  West 
Wacker  Drive.  Chicago,  III.  Mechanical 
Depa  rtment. 


USED  PRESS,  right  angle  Hoe  doulil, 
folder  two  units  of  16  pages  each  and 
auxiliary  unit  on  floor  level  of  8  pages 
I  which  we  have  used  for  producing 
;  one  ccib)r  and  black  throughout  the 
'■  newspaper  and  in  our  colored  comics. 
Makes  color  available  on  practically 
any  page  of  the  paper  and  also  a 
j  double  truck.  Auxiliary  motor  and 
{  drive  together  with  hand  casting 
I  equipment  with  a  cutoff  of  23-9/16. 
Press  now  operating  on  nine  column 
newspaper  and  good  printing  quality. 

,  Cutler-Hammer  control  of  rather  re¬ 
cent  purchase  together  with  all  new 
unit  drive  gears.  Will  be  running 
i  every  day  while  installation  of  new 
,  equipment  is  being  made.  Available 

I'  for  shipment  sometime  during  month 
of  June.  Write  general  manager.  The 
Bellingham  Herald,  Bellingham.  Wash¬ 
ington.  for  further  details  and  price. 
'  Go^  bargain. 


Stereotype 

'■  NEW  HALL  MAT 
;  ROLLER 

Amply  heavy  enough  for  the  small 
dally  and  all-around  purposes.  Equip¬ 
ped  with  5  H.P.  motor  and  many 
other  features. 

We  also  make  Form  Tables,  6'  and 
8'  Makeup  Tables,  pumps,  chipping 
blocks,  etc. 

Also  many  other  useful  rebuilt  arti¬ 
cles. 

I  THOMAS  W.  HALL 
STANFORD.  CONN. 


YIACHINERY  and  SUPPLIES 

Wanted  to  Buy 


HELP  WANTED 
Circulmtion 


NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  E.  42  St..  N.  Y.  16  Oxford  7-4590 


WANTED  —  8-page  Duplex  or  Goss 
Flat-Bed,  accessory  equipment,  near 
New  York.  Advise  Serial  No.,  avail¬ 
ability.  Chinese  World,  736  Grant 
Ave.,  San  Francisco  8,  California. 


WILL  Buy  for  Cash.  Complete  Plants,  | 
also  Individual  Machines  and  Equip-  ' 
ment — anywhere  in  U.S.A. 

PRINTCRAFT  REPRESENTATIVES 
277  Broadway,  New  York  7,  N.  Y.  j 

REQUIRE  two  to  four,  double  width,  i 
newspaper  units.  Steel  cylinders,  roller 
bearings,  71"  Web  width,  2234"  cutoff, 
with  double,  internal  gear  folder.  Reels 
and  paster,  minimum  36,000  speed, 
in  good  condition.  Apply  Bo.x  1011, 
^itor  &  Publisher.  i 


!  WANTED :  8-page  Duplex  or  Goss 
I  flat-bed.  Advise  serial  no.  and  when 
available  —  Northern  Machine  Works. 

I  323  N.  4th  St..  Phila.  6,  Pa. 

I  WANTED  FOLDER  for  Duplex  Tubu- 
'  lar  22'%"  cutoff.  Must  have  V4  folder, 
I  o  ust  be  in  good  condition.  Midwest 
I  Printing  Co..  801  S.E.  9th  St.,  Minne- 
i  apolis,  Minnesota. 


WANTED — One  Goss  Unit,  double  , 
width,  23-9/16"  cutoff,  46  degree  cylin¬ 
der  stagger,  to  be  used  with  Goss 
units  #1686  hi-speed  low  construction. 

:  manufactured  1929.  Reel  not  required. 

'  Everett  Daily  Herald,  Everett.  Wash- 
I  ington. 

:  WANTED.  Duplex  or  Goss  Fiat  Bed  | 
i  Web  Press.  Cash  deal.  Inland  News-  ' 
I  liaiier  Supply  Co.,  422  West  8th, 

;  Kansas  City  6,  Mo.  ' 


HELP  WANTED 


I  Administrative  I 

-  i 

REASONABLY  YOUNG 
EXECUTIVE 

Experienced  in  the  business  ot 
running  a  newspaper.  I 

QUALIFIED  to  take  over  position  of  , 
General  Manager  of  a  75,000  daily-  ^ 
Sunday  operation.  i 

COMPENSATION  will  be  commen¬ 
surate  with  ability  and  responsibilities  ! 
involved. 

Replies  held  in  strictest  confidence.  ; 
Box  1018,  Editor  &  Publisher. 

HAVE  OPENING  in  south  for  ex- 
perienced  business  manager  for  good 
small  daily  and  job  shop.  Must  be 
experienced  advertising  man  with  \ 
successful  background.  Write  giving  j 
full  particulars  including  starting  i 
salary.  Box  1113,  Editor  &  Publisher.  ' 


Circulation 


CIRCULATION  MANAGER  WANTED 
Circulation  manager  with  experience 
on  optional  pay  weeklies.  We  are 
I  publishers  of  4  weeklies  in  a  midwest 
'  community  of  850,000  people.  Total 
present  free  circulation  of  70,000.  Ex¬ 
cellent  future  for  the  right  man.  Box 
902,  Editor  &  Publisher. 

I  YOUNG  CIRCULATOR  wanted  for 
small  South  California  evening  daily ; 
must  have  ideas  and  ability  to  execute 
them ;  be  hard  worker,  honest,  and 
have  desire  to  make  real  home  for  self 
and  family.  Wilt  check  references,  so 
be  careful.  Box  1201,  Editor  &  Pub¬ 
lisher. 


Live  In 

COOL.  COLORFUL 
COLORADO 

WANT  TO  MAKE  a  name  for  your¬ 
self  as  a  circulation  manager?  Hon 
join  the  staff  of  live-wire,  fast-gro*. 
ing  7-day  daily  at  foot  of  Rocki«. 
Prefer  man  between  35  and  45.  Muit 
be  fully  experienced,  ail  phases.  Ex¬ 
cellent  salary.  Best  working  condi¬ 
tions.  Greatest  place  in  world  to  liw. 
Fishing,  hunting  nearby.  We  need  i 
real  hustler  for  this  highly  competi¬ 
tive  field.  Circulation  1,3.854  and  go¬ 
ing  up.  Write  full  details,  includinx 
references,  first  letter.  Box  1200. 
Fklitor  &  Publisher. 


Classified  Advertising 

PACIFIC  NW,  Morning-Evening  Com¬ 
bination  70,000  city  zone  popalstion. 
Real  future  for  man  eager  to  grow 
with  young  proven  successful  sti#. 
Top  salary.  Box  1103,  Editor  i 
Publisher. 


YOUNG  MEN.  age  25-35  with  pnwen 
advertising  sales  ability,  for  classified 
advertising  department  on  The  Spokes¬ 
man-Review. 

COLLEGE  training  in  journalism, 
advertising,  or  related  field  desirible. 

RESIDENCE  of  Pacific  Northwest 
(Chart  Area  11)  preferable. 

EXCELLENT  chance  for  promotion 
and  growth  for  career  advertising  men. 

SEVERAL  of  our  department  heidi 
advanced  from  this  position. 

LIBERAL  vacation,  retirement  income 
plan,  medical-hospital  innurance,  ind 
other  benefits. 

WRITE  full  details  of  experience,  ed¬ 
ucation,  age,  salary  requirements,  etc. 
to  Employee  Relations  Department. 
The  Spokesman  -  Review,  Spoknne, 
Washington. 


FLORIDA  DAILY  needs  a  Number 
Two  man  for  its  Classified  Department 
in  the  beautiful  Capital  City. 
sive.  fast-grow-ing,  in  the  46-60, 
population  bracket.  Stable  econoB^ 
Many  recreational  and  cultural  sd- 
vantages  nearby.  Pleasant,  four-ssnita 
climate.  <5ood  working  conditions  tnd 
future  possibilities.  Write  in  confidsna 
to  the  Classified  Manager,  Tallshnsms 

Democrat.  Tallahassee.  Florida. _ 

CLASSIFIED  MANAGER  for  daily 
Experienced,  to  take  complete  charge- 
Salary  and  bonus.  Airmail  full  pst" 
ticniars  to  H.  S.  Hamilton.  SsnU 
Maria  Times,  Santa  Maria,  Calif omm- 


Display  Advertising 


ADVERTISING  SOLinTOR.  PennM- 
ent  position  for  experienced  display 
layout  and  copy  writer  who 
campaigns  and  service  accounts.  Wn» 
complete  information  and  present  tsi- 
ary.  Western  mountain  community  1" 
big  outdoor  recreation  area,  excsIlW' 
living  conditions.  Chart  Aren 
Write  Box  1024,  Editor  &  Publisher. 

DISPLAY  ad  salesman  for 

ning  paper  near  San  Francisco.  Box 

10.31.  Editor  &  Publisher. _ 

LMMEDIATE  OPENING  for  exP^- 
enced  display  salesman  in  fast  sfo*" 
ing  area.  Excellent  op|)ortunity  w 
man  with  imagin.-ttion,  vision  and  w 
ily,  to  keep  p.-ice  with  our  gro:^ 
Must  be  self-starter.  No  drinkers  n» 
apply.  Write  all  details  with  W' 
ences  to  Wm.  R.  Cass.  Advertiiiuf 
Director.  I.«dger-Gazette  P.O.  Box  7*  • 
Lancaster.  California.  _ 

ADVERTISING  MANAGER  medi^ 
size  eastern  daily.  Only  aPP'"*^ 
with  good  record  considered,  r 
details  in  first  letter.  Box  1115,  W* 

tor  &  Publisher. _ - 

J  MEDIUM-SIZE  Southern  ^alifor^ 
i  daily  needs  younK*  aggressive  ****^j^ 
of  3  years  exiyerience.  Good  staro 
salary  and  bonus  with  exceptional  op¬ 
portunities  for  advancement  wh" 
of  America’s  fastest  Krowing  ne«»Pw 
pers.  Write  in  detail.  Box  1123.  Ed 
&  Publisher. 
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Editor 


HEI.P  WANTED 


Ditplay  Advertising 


YOUNG  AGGRESSIVE  advertising 
manager  for  western  daily  under 
10.000.  Must  be  able  to  produce  linage 
gains  through  hard  hitting  salesman¬ 
ship  and  well  planned  and  executed 
promotions.  Good  starting  salary  with 
increases  based  upon  performance. 
Write  Box  1046.  Editor  &  Publisher 
giving  full  details  of  personal  and 
professional  background  and  salary  I 
requirement. 

dTsPLAY  and  classified  advertising  j 
managers  and  salesmen  wanted  for 
Pennsylvania  newspapers.  Write  PNPA. 
2717  N.  Front  St..  Harrisburg.  Pa. 


advertising  manager 


GREAT  OPPORTUNITY  for  an  alert, 
aRgressive  executive  with  enthusiasm 
and  imagination  to  direct  sales  staff 
of  a  large  Metropolitan  Newspaper 
(chart  area  2). 


HELP  WANTED 


Display  Advertising 


COUNTY  SEAT  WEEKLY  needs  a 
real  weekly  newspaperman  as  Ad  Man¬ 
ager.  5,UU0  net  paid,  growing  rapidly. 
Salary  $100  plus.  Must  have  experi¬ 
ence.  Chart  Area  2.  Tell  whole  story 
in  letter  to  Box  1203,  Editor  &  Pub¬ 
lisher. 


Editorial 


YOUNG  MAN  to  work  on  the  state 
side.  It  will  involve  reporting  and 
photography  in  the  area,  ^me  feature 
work.  Assisting  in  the  hiring  and 
training  of  correspondents,  working 
with  bureau  staff  members  etc.  Good 
opportunity.  Six  day,  evening.  North¬ 
ern  Ohio  paper.  Robert  Peteraon. 
Chronicle-Telegram,  Elyria.  Ohio. 

FREE 

.MONTHLY  JOB  MARKET  letter,  with  | 
list  of  available  jobs  and  nationwide  | 
employment  conditions.  Bill  McKee  j 
Birch  Personnel,  6D  E.  Madison,  Chi-  ; 
cago.  Illinois. _  | 


HELP  WANTED 


Editorial 


ASSISTANT  EDITOR 

EXCELLENT  opportunity  in  our  I)e- 
I  partment  of  Public  Relations  and  In- 
I  formation  for  Assistant  Editor  of  em- 
I  ployee  and  patron  publications. 

1  WILL  dig  for  stories,  write,  edit, 

'  layout,  write  heads,  help  prepare  pub- 
I  licity.  After  break-iia  will  have  full 
I  responsibility  for  weekly  house  organ, 
monthly  employee  paper. 

!  REALISTIC  salary  range  for  capable 
!  person.  Outstanding  employee  benefits. 
Location  at  company  headquarters  in 
Finger  Lukes  region  of  New  York 
State. 

PLEASE  send  resume  to: 

John  W.  Lloyd 
Selection  Supervisor 


HLLP  wanted 


tditoriai 


GENERAL  ASSIGNMENT  reporters 
wanted  for  Pennsylvania  newspapers. 
Write  PNPA,  2717  N.  Frant  St., 
Harrisburg,  Pa. 


AMBITIOUS  YOUTH 

WANT  a  training  in  all  phases  of 
Journalism?  This  Vermont  evening 
daily  wants  young  man  with  plenty 
of  enthusiasm  to  be  trained  in  news 
reporting  and  photography.  $60  plus 
I  benefits.  Box  1235,  Edit4jr  Si  Publisher. 
city”  hall' MAN  on  27,000  circ'iila^ 
tion  evening  daily  available  immedU 
ately.  Good  pay  and  good  working 
conditions.  Growing  area  and  growing 
community  in  Chart  Area  6.  Box  1202, 

j  Editor  &  Publisher.  _ 

COPYREADER  jobs  open  on  Illinois' 
I  liveliest,  top  prize-winning  daily.  Send 
resumes  with  application  to  W.  S. 
I  Hansen,  Editor,  News-Gazette.  Cham- 
I  paign,  Illinois.  _ 


IK  YOU  are  a  leader  this  can  be  the 
real  opportunity  of  your  life,  as  future 
opi>ortunity  for  both  salary  and  prog¬ 
ress  are  unusual. 

Write  to  Box  1238,  Editor  &  Publisher. 

ADVERTISING 

PROOFREADER 

Philadelphia  Pharmaceutical  manufac¬ 
turer  requires  proofreader  with  one  or 
two  years'  experience.  College  gradu¬ 
ate.  female.  Minimum  salary  $87. 
Pleasant  working  conditions  and  liberal 
benefits.  Send  rt^sume  of  education  and 
experience.  Box  1208,  Editor  &  Pub¬ 
lisher. 

ADVERTISING 

SOLICITOR 


■  REPORTER,  sports  editor  for  live. 

'  Lmke  Michigan  resort  city  daily.  J- 
'  grad  or  near-beginner.  Send  fact'. 

minimum  salary,  samples  William  N. 

,  Rnesgen,  South  Haven,  Michigan,  Daily 
’  Tribune.  All  applications  answered. 

SOCIETY  AND  CLUB  EDITOR,  go<Mi 
writer,  must  be  able  to  produce  weekl.. 
food  feature,  capable  of  running  one- 
woman  department.  Give  complete 
background  in  airmail  letter  to  Berni. 
Kosinski,  Managing  Editor,  Anchorag. 
Times.  Box  40,  Anchorage.  Alaska. 

THE  MAN  OR  WOMAN  we  want  is 
,  probably  doing  readable  features,  news 
stories  on  a  10,*00-20,000  paper;  want, 
better  opportunity  on  large  afternoor- 
daily.  Box  1033,  Editor  &  Publisher. 

WANTED — Reporter  or  reporter  ph«- 
tographer  (male)  for  award  winning 
paper  in  growing  community.  Salary 
open.  Must  own  car.  Personal  m**''- 
I  view  necessary.  Write  John  Nixon 
!  Peru  Daily  Tribune.  Peru,  Indiana. 

GENERAL  NEWS  REPORTER,  « 


4 


One  of  the  great  Eastern  Dailies  of 
the  Atlantic  Seaboard  seeks  young  man 
to  work  with  older  man  on  food  ac¬ 
counts  in  it**  National  Advertising  De¬ 
partment.  Some  experience  desirable 
but  exception  can  be  made  for  man  in 
twenties  or  early  thirties  who  possesses 
good  api>earance.  real  sales  ability,  and 
is  eager  to  make  a  career  in  this  field. 
Ideal  working  conditions  and  many 
benefits  including  generous  retirement 
plan.  Salary  open.  Reply  in  confidence. 
Our  staff  knows  of  this  ad.  Box  1220. 
Editor  ft  Publisher, 

advertising  solicitor.  At  l^t 

one  year’s  experience.  Write  General 
Manager,  Clarksburg  Publishing  Co., 
Harksburg,  West  Virginia. 

DISPLAY  ADVERTISING  ~  saTesman 
for  daily.  Experienced.  Salary  and 
wnus.  Airmail  full  particulars.  H.  S. 
Hamilton,  Santa  Maria  Times,  Santa 
Maria,  California. 

EXPERIENCED  DISPLAY  SALES¬ 
MAN  for  established  daily  35  miles 
fmm  San  Francisco,  excellent  salary 
plus  bonus  arrangement-  Best  living 
and  working  conditions,  top  achooLs. 
Write  fully.  Box  1225.  Editor  &  Pub¬ 
lisher. 


experienced  young  LADY  for 
newspaper  advertising  sales  and  lay¬ 
out.  Carolinas  coaat  city.  Give  com¬ 
pete  information  with  availability. 
Phone  numb<-r  when  answering.  J.  L. 
Allegood.  Advertising  Manager,  Star 
■yws  Newspapers.  Wilmington.  N.  C. 


OREGON  NON-METROPOLITAN  dai 
has  advertising  staff  opening  for  e 
Penenced  man  age  30  to  40.  Tel 
Phone  inquiries.  Miller,  Cypress  6-214 
‘he  Dalles.  Oregon. 

TOP  SALARY  PAID  for  experienc 
Usptay  advertising  sa'esman  on  Ca 
omia  s  Number  one  non-daily.  Abo 
nverage  salary,  best  living  conditior 
company  insurance  and  benefits  offer 
o  the  right  man.  If  you  can  assu 
08  of  your  ability  and  ambition  we  ci 
»«ure  your  future.  Write  Box  125 
Editor  &  Publisher. 


,  least  2  years  exjicrience.  Small  d:iil> 
1  Excellent  future.  Tell  all  in  first  letter 
'  !».  A.  White,  Refieetor-Heiald,  Noi 
I  walk,  Ohio. 


SPORTS  EDITOR 

;  O.NE  WHO  is  interested  in  all  school- 
I  boy  .activities  including  winter  spori. 
;  to  fill  immediate  vacancy  in  Chari 
]  area  1  with  good  hunting,  fishing  and 
skiing.  Desire  young  man  with  some 
ex|ierience  but  will  consider  recent 
I  college  or  J-school  graduate.  Five  day 
I  week,  benefits,  start  $60-$70.  Box  1130. 
i  Editor  &  Publisher. 


I  EDITOR  for  daily-weekly.  Good  pay : 
i  iiernianent.  Oliver  Maxwell.  Daily 
I  News,  Boonville,  Missouri. 

I  EXPERIENCED  desk  man;  also  re- 
I  porter.  Openings  available  immediately. 
1  Henry  Leader,  Courier-News,  Plain- 
I  field,  N.  J. _ 

GENERAL  REPORTER  for  a  m.— p.m. 
I  combination.  Daytime  hours.  Some  ex- 
i  perience  required.  Good  chance  for 
I  small  daily  or  weekly  man  to  move 
I  to  growing  100.000  city  in  heart  of 
oil,  chemical  industry  in  Chart  Area 
9.  Vacation,  insurance,  pension  bene¬ 
fits.  Mild  Climate.  Write  fully  educa¬ 
tion,  experience,  references.  Box  1122. 
'  Editor  &  Publisher. 


:  GROWING  DAILY  needs  experienced 
I  newsman  to  head  small  bureau.  News 
'  Editor,  Daily  Review,  Hayward,  Cal. 

REPORTER  by  10,000  circulation  Ne- 
I  braska  afternoon  paper.  Prefer  man 
,  with  exiierience  but  will  consider  in- 
exjierienced  man  with  J-school  back¬ 
ground.  Give  full  background,  expected 
I  pay,  references  in  first  letter  to  R.  S. 
i  Marvin.  Beatrice,  Nebraska,  Sun. 

;  REPORTER,  general  assignment,  for 
I  Gulf  coast  afternoon  and  Sunday 
I  paper,  25,000  circulation.  Southwestern- 
I  er  preferred.  Tell  age,  family  status, 
experience,  references,  salary  expected. 
The  News.  Port  Arthur.  Texas. 
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Cooperative  G.L.F.  Exchange,  i 
Inc.  ; 

Ithaca,  New  York 

I 


AGGRESSIVE,  evening  daily  in  pi-i>- 
gressive  New  England  communitv  i 
needs  experienced  reporter  for  general  ! 
assignment.  Good  pay,  insurance,  pen-  • 
sinn.  Give  all  pertinent  details  and  ' 
salary  required.  Bob  Slosser,  Managing  I 
Editor,  Keene  (New  Hampshire)  Sen-  , 
*inel. _  j 

REPORTER  PHOTOGRAPHER  -Flor-  I 
ida  afternoon  daily  has  permanent  staff  : 
job  for  fast,  exiterienced  reporter,  pref-  i 
crably  married  man  under  40.  starting  j 
S70.  References,  full  details  first  air-  1 
mail  letter.  Ijikeland  Ledger,  Lake-  , 
land.  Florida. 


REPORTER,  with  experience  in  court-  , 
house,  city  hsll  etc.,  best,  for  small  , 
Indiana  Daily,  near  Indianapolis.  Box  ' 
1108,  Falitor  &  Publisher. 

TWO  OPENINGS  on  10,000  Ohio  daily 
news  staff,  sports  editor  and  suburban 
editor.  Camera  know-how  and  car  pre¬ 
ferred.  Write  Paul  Murray.  Piqua, 
Ohio  Daily  Call. _ 

UNUSUAL  OPPORTUNITY  FOR 
FARM  EDITOR:  Need  man  to  write 
farm  pages,  cover  farm  meetings  and 
:ible  to  handle  radio  broadcasts  for  | 
newspaper  and  newspaper  owned  radio  ; 
•station.  Radio  experience  not  necessary  ^ 
if  you  have  good  voire  and  personality.  I 
Write  full  particulars,  giving  experi-  j 
ence,  education,  references.  Daily  Jour-  , 
n  il.  New  Ulm,  Minnesota. 

WANTED — Social  reporter,  (femalei,  \ 
immediately.  Permanent  iiosition,  popu-  : 
lation  22.000  City  Zone,  ideal  friendly  { 
community.  Good  salary,  benefits,  iiaid 
vacation,  modern  daily.  Contact  C.  V. 
Rowland,  The  Sentinel,  Lewistown. 
Pennsylvania. 


WANTED:  Young  male  college  gradu¬ 
ate  with  car  for  general  news  report-  I 
ing  starting  in  June  or  e,arlier  if  pos¬ 
sible.  Starting  salary  $3380  with  liberal 
wages  raises  after  three  months  and 
one  year.  Daily  Herald.  Fairborn.  Ohio. 
PROGRESSIVE  NEWSPAPER  group 
with  home  office  located  in  chart  area 
6  needs  man  or  woman  to  double  in 
brass  as  employee  publication  editor 
and  assistant  to  public  relations  man¬ 
ager.  This  is  an  opening  with  a  fu-  ' 
ture.  The  person  we  hire  will  edit 
one  of  the  best  slick  paper  publications 
in  the  nation  and  will  be  one  of  a 
team  of  three  who  are  responsible  for 
public  relations,  employe  relations,  per- 
S(nnel,  research  and  all  around  pro¬ 
motion.  Starting  salary  is  $325  per 
month  with  liberal  fringe  benefits  and 
best  working  conditions.  No  objection 
to  June  grad.  Write  in  detail  giving 
family  and  military  status.  Box  1118, 
^’ditor  A  Publisher. 

A  BETTER  WEEKLY  in  Northern 
Illinois  needs  city  editor.  News,  camera. 
$90  week  in  town  of  3900.  Apply  letter 
only,  full  details.  The  Herald,  Harvard, 
Illinois. 


COPYREADER  needeti.  Prefer  young 
man  with  some  makeup  experience.  In 
sunny  Texas,  in  air  conditioned  office. 
Metropolitan  daily.  Box  1205,  Editor 
&  Publisher. 

EXPERIErTCED  REPORTER 


for  night  staff  of  New  York  suburban 
daily.  Must  have  car.  Salary  based 
on  experience.  Opportunity  to  advance. 
Box  1233a  Editor  ft  Publisher. 

GENER'AL~ASSiGNMENTS  reiMjrten 
Some  experience.  Within  75  miles  New 
York  City.  Write  to  Box  1227,  Editor 

ft  Publisher.  _ _ _ 

GOOD  GENERAL  reporting  job  for 
young  aggressive  man  who  can  do 
photography  and  wants  to  develop  in 
the  newspaper  business.  Apply  im¬ 
mediately  Managing  Editor.  Cons  Bay 
Times,  Coos  Bay,  Oregon. 

IS  THERE  ONE  REAL 
REPORTER  LEFT? 

WE'D  LIKE  to  talk  business 
with  him.  Or  her. 

IF  YOU'RE  a  rumpot,  intolloctual, 
college  boy,  union  organizer,  music 
critic  or  journalist,  this  isn't  for  you. 

Editor, 

RIO  GRANDE  Valley  Newspapers, 
Brownsville,  Texas. 


LARGE  WEEKLY  in  College  town  of 
HbOOO  se<*king  competent,  live -wire 
news  editor.  Should  have  at  least  8> 
years  experience  all-around  reporting, 
iMliting.  rewrite,  with  some  camera. 
Prefer  family  man  who  wants  to  get 
his  roots  down  in  growing  weekly  field. 
We  want  type  of  man  who  can  justify 
starting  salary  in  $5,500-$5.800  range. 
Write  details  of  experience,  references, 
salary  expected  and  when  available. 
No  cubs  or  boomers  please.  Herald. 
Pullman.  Washington. 

N^D  NEWSMAN  for  one  of  Iowa's 
t«>p  radio  news  operation.  Air  experi¬ 
ence  desirable,  but  not  neceH.Hary.  Call 
or  write  Radio  Station  KROS.  Clinton, 
Iowa. 

RADIO -TV  NEWS  MAN  immediate 
opening.  Grand  Rapid.s.  Michigan. 
Strong  on  local  news  writing — some 
TV  air  work.  Salary  open.  Contact 
O.  T.  Gaston,  WKZO.  Kalamazoo, 
Michigan. 

REPORTER  for  afternoon  daily.  Chart 
Area  2.  Talent  and  ambition  nK)uired. 
.'^ome  experience  preferred.  Box  1209, 

Editor  A  Publisher.  _ 

REPORTER,  sports  editor,  small  city 
afternoon  daily,  camera  experience 
helpful.  Prefer  single  man.  Bryan. 
Ohio,  Times. 

REPORTER  to  cover  New  York — City 
Hall  Area  for  metropolitan  weekly. 
Box  1219,  Editor  ft  Publisher. 
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REPORTER  WANTED  BY  13,500  New 
England  daily  situated  Berkshire  Hills 
of  Western  Massachusetts.  Good  scale, 
congenial  conditions  on  lively  progres¬ 
sive  newspaper  devoted  to  service  of 
public.  Education  and  experience  will 
count  heavily.  Write  J.  A.  Hardman, 
Jr.,  North  Adams.  Mass.,  Transcript. 

SPORTS  EDITOR 

for  evening  daily  southwestern  Ver¬ 
mont.  Experience  with  camera.  Local 
coverage  emphasis.  $70  to  start.  Good 
benefits.  Box  1234,  Editor  &  Publisher. 
SPORTS  EDITORSHIP  on  dailyl)aper, 
12,000  circulation,  in  keenly  competi¬ 
tive  sports  area  available  immediately. 
Apply  Managing  Editor,  Coos  Bay- 
Times.  Coos  Bay,  Oregon. 

TEXAS  MORNING  DAILY  expanding 
needs  one  or  more  reporters  2-3  years 
experience  up.  Prefer  southwesterners. 
Excellent  working  conditions  and 
future.  State  what  you  think  you  are 
worth  and  why.  Your  references  will 
be  checked.  Box  1212,  Editor  &  Pub¬ 
lisher. 

WE~ NEED  TELEGRAPH^  ^TtOR 
for  UP  wire.  Job  also  includes  occa¬ 
sional  feature  stories  to  be  illustrated 
with  Speed  Graphic  pix.  Must  be  J- 
grad  or  experienced.  This  is  chance  to 
work  on  midwest  award-winning  daily 
of  6,000  circulation.  Require  interview 
and  references.  Box  1228,  Editor  & 

Publisher. _ 

WIRE  “editor  for  smill  central 
Pennsylvania  six-day  afternoon  daily. 
Job  includes  some  general  reporting 
and  feature  writing.  Some  experience 
retiuired.  Evening  Standard,  Milton,  Pa. 
WIRE  EDITOR  wanted  who  can  assist 
on  local  writing  in  fast-growing  small 
city.  Give  experience,  education,  salary. 
Daily  News,  Neosho,  Missouri _ 

WOMEN’S  EDITOR  and  women’s  news 
reporter  for  leading  Western  New  York 
Daily.  Former  must  be  an  experienced 
writer,  skilled  in  news  planning  and 
makeup.  A  girl  now  editing  women's 
pages  on  a  smaller  paper,  or  assisting 
on  a  metropolitan  daily  might  have  the 
best  background.  Reporter  should  be 
college  graduate,  preferably  with  some 
experience.  Apply  to  Box  1240,  Editor 
&  Publisher. 


Free  Lance 


PHOTOGRAPHERS :  new  construction 
photos  are  in  demand  now  by  company 
house  organs  3,000  house  organs  pay 
from  $10  to  $100  for  clean  shots  show¬ 
ing  their  equipment  or  products  in 
use.  Professional  photographers  make 
good  money  in  this  field.  Free  infor¬ 
mation.  Gebbie  Press  Service,  161 
West  48,  NYC  36,  N.  Y. 


Instructors 


JOURNAUSM  TEACHER:  Opportun¬ 
ity  for  younger  newspaper  man  to  ob¬ 
tain  advanced  degree  whiie  teaching 
part-time  on  Big  Ten  university  jour¬ 
nalism  faculty.  Proven  scholastic  abii- 
ity,  sincere  interest  in  education, 
significant  news  or  advertising  experi¬ 
ence  essentiai.  Opens  way  to  teaching 
or  higher  newspaper  positions.  Write 
in  detaii  to  Box  1101,  Editor  &  Pub¬ 
lisher. 


Promotion — Public  Relations 

KENTUCKY  NEWSPAPERMAN  for 
public  relations  post  with  Louisville 
office  of  national  oripanization.  Must 
be  free  to  travel  state.  Car  and  ex¬ 
penses  furnished.  Box  1206,  Editor 
&  Publisher. 


Mechanical 


AD  MACHINE  OPERATOR.  night.s— 
40  hours,  scale  $2.95  per  hour.  Make 
up.  days — 40  hours,  scale  $2.80  per 
hour.  Open  shop.  Write  or  call  Tom 
Hodge,  Main  Line  Times,  Ardmore, 
Pennsylvania. 

FORERTaN  wanted.  Progressive 
10,000  population  city  in  midwest. 
Daily,  non-union.  Fine  living  condi-  | 
tions.  Write  everything  in  first  U-tter.  ' 
Box  1226,  Editor  &  Publi-ther.  t 


MACHINIST  WANTED— Days. 
Midwest  daily.  New  air 
conditioned  building.  A 
good  situation  for  the 
right  man.  With  good 
wages,  2  weeks  vacation, 

6  paid  holidays,  group 
insurance,  hospitalization, 
and  retirement  plan.  An 
excellent  opportunity! 

Box  1221,  Editor  &  Publisher. 


INSTRUCTION 


Classified  Advertising 


MORE  SALES-POWER 

FOR  CLASSIFIED  STAFFERS! 

ABILITY  to  sell  more  linage  and  sign 
up  more  contracts  .  .  .  New  pride 
and  happiness  in  their  work  —  these 
are  benefits  enrollees  from  over  200 
daily  papers  report  they’ve  gain^ 
from  the  Howard  Parish  Course  in 
Ciassified  Advertising. 

YOU  get  individuaiized  attention  in 
this  20-Iesson  correspondence  course. 
It  explains  tested  sales,  servicing  and 
copywriting  techniques  that  pay  off 
in  easy-to-follow  style. 

TOTAL  FTE.  $66.  For  more  sales- 
power,  increased  copywriting  ability, 
and  greater  job-happiness,  mail  your 
application  with  initial  $16  payment 
today. 

HOWARD  PARISH 

School  of  Classified  Advertising 
Tested  Want  Ada  Selling  Plant 
2900  N.W.  79th  Street. 

Miami  47,  Florida 


Linotype  School 


OHIO  LINOTYPE  SCHOOL 
LOGAN.  OHIO 

Linotype.  Intertype  Instruction 
Free  Information 


SITUATIONS  WANTED 


Administrative 


ADMINISTRATIVE  OPPORTUNITY 
desired  by  assistant  classified  adver¬ 
tising  manager.  126,000-claas  competi¬ 
tive  a.m.  daily-Sunday.  4  years  varied 
circulation  experience  plus  6  in  pres¬ 
ent  capacity.  (Editor  &  Publisher 
USAF  Reserve  monthly  offsetl.  35 
years  old,  married,  1  child.  B.  S. 
Bu'iness  Management.  Sober  _  and 
diligent.  Best  references.  Available 
June.  Box  1409,  Editor  &  Publisher. 


GENERAL  MANAGER 

EXPERIENCED  MAN.  39.  with  envi¬ 
able  record  for  converting  losers,  de¬ 
sires  to  change.  Now  employed  as 
general  manager  leading  daily.  Ex¬ 
perienced  also  as  Business  Manager, 
Advertising  Manager.  Circulation.  Edi¬ 
tor,  and  Managing  Editor,  full  knowl¬ 
edge  of  entire  plant  operations.  Ex¬ 
perienced  in  all  union  contracts, 
negotiations  and  as  arbitrator.  20 
years  experience  all  phases  newspaper 
industry.  Law  background.  Go  _  any¬ 
where.  Box  1041,  Editor  &  Publisher. 


PRODUCTION  MANAGER,  43,  seeks 
challenging  future  as  coordinator,  as¬ 
sistant  to  publisher  or  related  activity. 
Salary  now  $12,000  on  76,000  overseas 
daily.  Strong  on  personnel,  planning, 
purchasing,  common  sense  and  loyalty. 
26  years  printing  and  overall  newspa¬ 
per  experience.  Available  for  interview 
May,  June.  Box  1105,  Editor  &  Pub- 
lisher. _ 

EDITOR  PUBLISHER 

Top  -  flight  magazine  and  newspaper 
experience.  Excellent  writer.  Salary 
secondary  to  progressive  area.  Finest 
references.  Available  now,  go  any¬ 
where.  Box  1232,  Editor  &  Publisher. 


CARTOONS 

Editorial  -  Sport  -  Comic 
Caricatures  drawn  to  order. 
Reasonable.  Prompt  Service. 

Box  1416,  Editor  &  Publisher. 
EDITORIAL.  Political  Cartoonist — ex¬ 
perienced,  versatile,  knows  advertising 
art.  production,  desires  position  with 
daily  newspaper  60  mile  radius  N.Y.C. 
Box  1112,  Editor  &  Publisher. 


Circulation 

"HOME  DELIVERY 
SPECIALIST" 

AGGRESSIVE  -  Healthy,  neat  matured 
family  gentleman.  24  years  experi¬ 
ence,  all  phases  city,  suburban  and 
country  circulation.  Will  go  anywhere 
to  improve  position.  Present  earn¬ 
ings  $12,000.  Box  1419,  Editor  & 
Publisher. 


CIRCULATION  MANAGER,  20  years 
experience — Present  job  has  brought 
newspaper  from  26,000  to  40.000  in 
five  years.  No  population  influx,  no 
tricks,  just  KNOW  HOW.  Ready  to 
move  up — go  anywhere — available  for 
interview  in  New  York  during  A.N.- 
P.A.  Convention.  Box  1407,  Editor 
&  Publisher. _ 

CITY  CIRCULATION  MANAGER  with 
17  years  experience  will  consider 
change.  Interested  in  top  City  Cir¬ 
culation  Job  on  large  paper,  or 
culation  manager  job  of  paper  from 
25,000  to  60,000. 

A  Career  man  fully  experienced  in  all 
phases  of  Circulation,  A.B.C.,  little 
Merchant  plan.  Promotion,  Etc. 

39  years  of  age,  married,  one  child. 
Prefer  chart  area  4.  6  or  9.  Box 
1104.  Editor  &  Publisher. 


NOW  EMPLOYED.  Desire  change. 
16  years  experience  circulation.  Boy 
promotion  specialist.  City,  Suburban. 
Country.  Can  direct  all  phases.  Cost 
conscious.  Highest  references.  Chart 
Areas  4-8-9-10.  Box  1109,  Editor  & 
Publisher. 

CIRCULATION  MANAGER  on  10,000 
newspaper  with  10  years  experience 
wants  _  change  for  personal  reasons. 
Experience  includes  both  large  and 
small  newspapers,  motor  routes  as  well 
as  Little  Merchant  Operation.  Can  give 
letter  of  recommendation  from  present 
employer.  Prefer  Chart  Areas  8,  9, 
10  or  12.  Box  1237,  Editor  &  Publisher. 


I _ Classified  Advertising 

!  CLASSIFIED  MANAGER— 20  years 
I  same  paper  competitive  market.  Re- 
j  locate.  Available  interview  at  A.N.- 
P.A.  Convention.  Box  1417,  Editor 
I  &  Publisher. 


CLASSIFIED  MANAGER— with  bon. 
how  desires  change.  Strong  oa  Pi> 
duction.  Sales  and  Collections.  Fu 
records,  prove.  Write  Box  1106,  Ediui 
&  Publisher. 


FEMALE  MANAGER  expcricDcd 
good  record.  Seeks  change.  Reftraxa 
Write  P.O.  Box  1094,  Butler,  Pi. 


Display  Advertising 


ADVERTISING  EXECUTIVE 

DEPARTMENT  STORE  Advertisifl( 
Manager  for  200,000  circulation  diiij. 
Thorough  knowledge  of  sales,  cop.  ^ 
layout.  6  years  newspaper  experiew  * 
2  years  advertising  and  public  relttiou 
agency,  1  year  (Commercial  Maiiste 
radio  station.  Age  29,  single,  veteni. 
college  degree.  Minimum:  $8,000.  Boi 
1424,  Editor  &  Publisher. 


A-1  MANAGER  and  Salesman  (4I> 
with  ingenuity.  Experienced  in  iD 
phases  of  advertising,  promotion,  eopr, 
layouts,  personnel,  etc.  Sound 
ground,  family  man.  Box  1428,  E^tor 
&  Publisher. 


INCREASE  YOUR  BUSINESSl 
Experienced  Ad  Manager,  weekly  ud 
daily.  Proved  Producer,  neat  ippetr. 
ance,  college,  family,  34  old  vet.  Bat 
references.  Press  director  and  twirt 
winner.  Now  manager  weekly.  Mini¬ 
mum  $166.  Write  Box  1411,  Editor 
&  Publisher. 


ADVERTISING  DIRECTOR- 
SALES  PROMOTION  MANAGER 
Trained,  experienced  (12  yesrsl  a 
all  -  around  sales  -  copy  -  layout  ■  le 
search  -  sales  -  sales  promotion  •  $ 
aison  man.  Can  CREA’TE.  DEVELOP 
and  SELL  original,  objective  Idas 
Work  closely  with  sales  and  mtnip- 
ment  at  all  levels.  Congenial  person¬ 
ality  promotes  loyalty  of  asiociita 
Highly  successful  in  tangible  ud  g 
intangible  sales.  Practical  knowledp 
of  printing,  art  and  promotion.  Finilr 
man  in  mid-thirties.  $8,500  to  till.- 
000  minimum.  Will  relocate  wheratt 
true  opportunity  beckons.  Box  1114 
Editor  &  Publisher. 


DISPLAY  ADVERTISING.  Heavy  on 
layout,  copy,  make-up.  Over  10  yian 
experience.  Presently  employed  mull 
pm  daily.  Desire  to  return  to  metro¬ 
politan  New  York,  New  Jersey.  1^ 
ried,  31,  college.  Box  1046,  Editor 
&  Publisher. _ _ 

LET  ME  UP  YOUR  GENERAL 
revenue.  Last  ten  years  in  fields  al^ 
Knows  selling,  promotion  and  researdi. 
Aggressive,  Ambitious  manager,  unto 
40.  desires  connection  wi'.h  progrensivn 
paper  or  organization  in  Mid -Went 
Write  Box  1217,  Editor  &  Publishg. 


EDITOR  AND  PUBLISHER'S  CHART  AREA 
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SITUATIONS  WANTED 


Di$play  Advertising 


SUCCESSFUL 
ADVERTISING  MANAGER 
small  town  daily,  would  like  selling  and 
AdvcrtisinK  Managers  position  on  pa¬ 
per  in  10,000  class.  Prefer  good,  live 
town  with  opportunity.  Fornrierly  pro¬ 
motion  manager  on  large  daily.  Have 
fresh  ideas  and  know  how  to  work 
them.  College  graduate.  10  years  ex¬ 
perience.  Quick  reply.  Write  Box  1241, 
Editor  &  Publisher. 


LIABILITIES  (your  viewpoint) :  age, 
36;  sex,  female.  ASSETS:  BS,  jour¬ 
nalism,  9  ye.trs  experience  (2  with 
U.P.)  1  public  relations,  6,  magazine 
production— writing,  rewriting,  editing, 
make-up,  bottlewashing.  Desires  relo¬ 
cate  May.  June  in  Chart  Areas  8,  10, 
II,  12  as  deskwoman,  general  reporter, 
feature-writer.  PM  daily.  Have  way 
with  words,  people ;  like  both.  Box 

916.  Editor  &  Publisher. _ 

MA.NAGING  EDITOR— 12  years  as 
rei>orter,  slot  man,  makeup  editor, 
news  editor  metropolitan  daily.  Write 
editorials.  Family  man.  Box  912,  Edi¬ 
tor  &  Publisher. 

SOCIET'iTXnD  WOMEN’S  page  edi- 
tor.  Experienced,  good  worker,  tactful, 
gets  along  well  with  co-workers.  Col¬ 
lege  education,  good  background,  top 
references.  Prefer  daily  or  weekly  in 
suburban  city  in  warm  climate.  Box 
933,  Fxiitor  &  Publisher. 

CAN  DO  YOUR  JOB--editor.  makeup 
man.  rewriter.  39.  Twenty  years’  ex¬ 
perience.  Prefer  Midwest  or  Far  West. 
Box  1006,  Editor  &  Publisher. 

NEWSGAL.  27,  2  years  New  York 
City  magazine,  4  years  daily  news¬ 
paper  reporting.  Seeks  editorial  job 
with  magazine,  house  organ.  Chart 
Areas  II,  12.  Box  1029,  Editor  A 
Publisher.  | 

QUALIFIED,  objective  church  news  | 
writer  seeks  permanent  spot  on  large  ; 
or  medium  daily.  Box  1032,  Editor 
t  Publisher. 

PRIZE  WINNER— 26.  will  trade  top 
best  100.000  metropolitan  pm  rag  for 
future  with  responsible  publication. 
Broad  experience,  local,  national,  for¬ 
eign.  Languages.  Box  1134,  Editor 
A  Publisher. 

LONDON ;  Two  Reporters  familiar 
with  American,  Canadian  requirements 
will  represent  newspapers,  magazines, 
radio,  TV :  news,  features,  newsletters, 
trade  news,  tapes,  and  assignments 
as  ordered.  Sensible  rates.  Taylor, 
483  Kings  Rd.,  S.W.  10,  England. 
NEWS  EDITOR,  44  with  20  years 
exi)erience  desires  change.  Good  news 
record,  references.  Prefers  midwest. 
Box  1102,  Editor  A  Publisher. 

NEWSPAPER  MAN,  nine  years  ex¬ 
perience,  last  five  as  copy  editor  on 
metropolitan  daily.  Fluent  in  French, 
has  basics  of  German,  Spanish.  Seeks 
overseas  position.  Box  1110,  Editor 
A  Publisher. 

PRODUCTIVE  COMBINATION  man- 
•Rinu-city  editor,  experienced  news 
coordinator  of  morninsr  and  evening 
nwspapers,  seeks  opportunity  me¬ 
dium-size  daily  in  mild  climate  area. 
Move  nece54sitated  by  family's  desire. 
Excellent  reputation,  top  references. 
Please  provide  full  details,  salary  first 
letter.  Rox  1111,  Editor  &  Publisher, 

SPORTS — New  York  City  Area,  26. 
family,  presently  employed  sports  edi- 
JJ**  of  6,000  Florida  circulation  daily. 
Box  1126,  Editor  &  Publisher. 
MAYBE  WE  CAN  HELP  YOU!  Al- 
though  the  shortage  of  qualified  help 
1*  us,  too,  we  have  put  nearly 

“00  people  to  work  during  the  last 
twelve  months.  Tell  us  what  you  need, 
and  we'll  help  you  if  we  can.  Bill 
McKee.  Birch  Personnel.  69  E.  Madi- 
aon,  Chicago.  Illinois. 

AN  UNUsItaL^FELLOW  for  a  dis- 
tinctive  assignment :  writer,  analyst, 
trained  philosopher;  three  uni- 
versity  degrees;  age  32  with  family; 
“?P*r'*^6hle  but  fresh ;  worth  your 
Whirl ;  good  administrator ;  large  pond 
p^l^liJ^uired.  Box  1403,  Editor  A 


SITUATIONS  WANTED 


Editorial 


COMPETENT  COUPLE,  30’s.  city 
daily  or  run  weekly.  Chart  Area  pre¬ 
ference  12,  2,  or  6,  Bo.x  1423,  Editor 
A  Publisher. 


DESIRES  CHALLENGE  —  editor-col-  I 
umnist.  18  years  experience.  10  with  j 
Associated  Press.  Now  with  radio-TV. 
^x  1426.  Editor  A  Publisher. 

HEADING  WEST  APRIL  8 
.  .  .  or  sooner,  if  you  are  in  immediate 
need  of  an  alert  newsgal,  25.  Experi¬ 
ence  all  beats,  magazine,  radio  writing. 
J-Grad.  Prefer  Pacific  Coast.  Box 
1429,  Editor  A  Publisher. 

EDITORIAL  WRITER 

Journalism  professor,  experienced 
newsman,  wants  editorial-page  job  all 
or  part  of  June  to  Septemlier  on  size¬ 
able  daily.  Box  1408,  Editor  A  Pub¬ 
lisher. 

GENERALIST,  now  specializing,  seeks 
editorial  page  medium  daily  Chart 
areas  1,  2,  6.  Can  double  any  desk. 
Now  associate  editor  150.000  daily. 
Ten  years  experience  small,  large  pa¬ 
pers,  magazine.  Married,  35,  family. 
Box  1414,  Editor  A  Publisher. 

JOURNALIST  in  Scandinavia  Summer 
'57  represent  iieriodical.  E.xcellent  con¬ 
tacts.  Box  1430.  Editor  A  Publisher. 


SITUATIONS  WANTED 


OR  BORDERING  STATES 
COMPETENT  Sports  Editor-Writer. 
Fully  qualified  to  handle  sports  re¬ 
porting,  feature  writing.  makeup, 
copyreading  and  personnel.  14  years 
experience,  best  references,  age  38, 
married.  Box  1422,  Editor  A  Publisher. 

WOMAN  REPORTER  doing  general 
assignments  25,000  New  York  area 
daily  wants  larger  paper.  8  years  on 
dailies,  3  on  woman's  page.  Box 
1421,  Editor  A  Publisher. _ _ 

RESPONSIBLE 
COMMUNITY  CONSCIOUS 
FAMILY  MAN,  38,  now  chief  copy 
editor  local,  telegraph :  18  years’  ex¬ 
perience  editing,  makeup,  editorials, 
features,  city,  county  government ;  3 

years  college :  highly  competent.  Seek 
day  job  as  city  editor,  editor's  assist¬ 
ant,  editorial  writer,  $8,000-39,000 
class,  chance  for  advancement.  Now 
in  northeast.  Write  Box  1406.  Editor 
A  Publisher. 

TURF  Handicapper  desires  opportun¬ 
ity  to  prove  qualifications — Results 
amazing.  Box  1405,  Editor  A  Pub¬ 
lisher. 

REPORTER,  25,  years  on  dailies, 
seeks  move  up.  B.A.  Yale,  M.A.  On 
25,000  pm.  New  York  area.  Features, 
general  assignment.  Box  1427.  Editor 
A  Publisher. 

SIX  YEAR  Newsman  desires  feature 
writing  position  with  midwest  news¬ 
paper  or  magazine.  Box  1425,  Editor 
A  Publisher. 

TOP  HAND  all  desks,  ready  June  1 
for  news  editor's  job  or  similar  chal¬ 
lenge.  16,000  to  80,000  PM  in  Chart 
Areas  6,  2  or  1.  BA.  MSJ,  finest 
experience,  references.  Resume,  inter¬ 
view  at  ANPA  or  elsewhere.  Box 
1401,  Editor  A  Publisher. 

TWO  YOUNG  MEN,  experienced  on 
weeklies,  some  advertising,  seek  good 
opportunity ;  could  build  up  declining 
weekly;  run  going  paper;  handle 
new,  sports  assignments,  public  re¬ 
lations,  etc.  Box  1413,  Editor  A  Pub¬ 
lisher. 

WRITER-EDITOR;  25,  experienced 
editor,  reporter-photographer,  college 
press  bureau  and  technical  writer. 
Desires  position  as  Editor  or  Writer, 
public  relations  media.  Box  1402,  Edi- 
tor  A  Publisher. _ 

EDITOR,  40,  good  organizer  of  local 
news  coverage  and  features ;  prefers 
daily  or  Sunday  paper  Chart  Areas  1  to 
3.  Box  1211,  Editor  A  Publisher. 


AVAILABLE — Competent,  responsible,  | 
competitive  editor  with  a  kit  of  per-  ! 
sonnel  and  management  know  -  how. 
Fully  qualified  in  every  way,  excellent  ! 
background,  reputation  and  references.  1 

Box  1U34,  Editor  A  Publisher^ _ _  j 

1  NEED  BIGGER” worms  to  feed  my  ' 
5-mouth  family.  Prefer  nest  in  mid-  , 
west  or  east.  Can  write,  edit  and  ' 
twirl  spaghetti.  If  you  want  it  bright,  j 
spright  and  light,  I  might.  But  I'm 
nut  talking  about  peanuts.  I'm  talking 
about  hazelnuts.  Box  1207,  Editor  A 
Publisher. _  _ _ 

‘♦EDITORS  &  REPORTERS**  i 

National  clearing  house  for  competent  ' 
personnel  from  coast-tu-coast  at  no 
charge  to  employer.  Phone,  Write  or  : 
Wire  MIDTOWN  AGENCY,  130  West  I 
42  St..  N.  Y.,  N.  Y.  W1  7-5745.  I 

EXPERIENCED  feature  and  political  I 
writer  must  relocate  to  warm  climate 
fur  child's  health.  Active  newsman  ^ 
(27)  can  also  handle  sports,  enter-  ; 
tainment  and  editorials.  Degree  and  | 
top  references.  Box  1214,  Editor  A 

Publisher.  _  _ 

POLICE  —  court"  REPOR'TER 
Experienced.  Good. 

Metropolitan  only. 

Box  1035,  Editor  A  Publisher._ _ 

REPORTER  ^PHOTOGRAPHER  25 
years  on  weeklies,  dailies,  trades.  Twelve 
years  in  F'lorida's  Capital,  wants  Tal¬ 
lahassee  or  north  F'lurida  assignments- 
employment.  What  have  you?  Box 
MSS  3003,  Tallahassee,  Florida. 

^^RTS  EDITOR “wrITERT  —  Seeks 
larger  paper.  Six  years  daily  field. 
Top  worker,  33,  makeup,  column, 

camera. _ Box  1215,  Editor  A  Publisher. 

SUNDAY  EDITOR  ...  If  you7~ Sun¬ 
day  edition  is  asleep  on  its  feet,  here’s 
an  iMlitur  who  can  make  it  lively  and 
entertaining.  Box  1222,  Editor  A  Pub¬ 
lisher. _ 

VETERAN  experienced  copyreader  and 
deskman.  Casualty  suspended  Califor¬ 
nia  daily.  H.  W.  Moore,  Press  Club, 

San  Francisco. _ 

WELL  -  ECTABLISHED  Washington 
correspondent,  who  has  covered  all 
beats,  has  time  for  part-time  corre¬ 
spondence  or  business  reporting.  Box 
1223,  Editor  A  Publisher. _ 

WOMAN’S  editor,  cityside-wire  service 
I  background,  looking  for  opportunity  to 
liven,  modernize  old-fashioned  society 
section.  Box  1204,  Editor  A  Publisher. 

WOMAN  REPORTER— news,  features. 
2  years  newspaper  and  wire  service 
experience.  Can  dig  for  facts,  write 
accurately.  A.B.  degree.  Top  refer¬ 
ences.  Prefer  East,  South.  Town  40,000 
1^.  Box  1216,  Editor  A  Publisher. 
YALE  1957,  Single,  seeks  challenging 
reporting  job  on  progressive  medium 
sized  daily  with  advancement  possi- 
bilities.  Box  1224.  Editor  A  Publisher. 
YOUNG  WIRE  and  sports  editor,  re¬ 
porter  small  Midwest  daily  seeks  larger 
paper.  Have  car.  Box  1236,  Editor  A 
Publisher. 


'  SITUATIONS  WANTED 


Mechanical 


\  FLORIDA  ONLY 

'  EXPERIENCED  mechanical  superin¬ 
tendent  or  foreman,  medium  and  small 
!  newspaper  and  newspaper-commercial 
1  combinations,  desires  permanent 
I  change.  Competent  all  composing  oper- 
I  ations.  Heavy  executive  experience  ail 
mechanical  departments.  Welcome  re- 
I  sponsibility.  Available  after  proper 
j  notice  to  present  employer.  Not  avail- 
i  able  as  working  foreman  closed  shop. 
Write  in  confidence.  Box  1404,  Editor 
A  Publisher. 

MR.  PUBLISHER — One  who  needs  a 
man  who  can  diplomatically  assist  the 
I  Editorial  and  Advertising  departments 
>  toward  good,  efficient  composing  room 
’  production ;  Prepare  plant  and  per- 
.  sonnel  for  new  methods  and  eliminate 
I  shock ;  Listen  to  the  ideas  and  sug- 
I  gestions  of  all ;  Evaluate  purchases  of 
I  equipment  in  relation  to  fitness  of 
I  needs  and  job  to  do ;  Dispose  of  re¬ 
placed  equipment ;  say  that  he  is  look¬ 
ing  forward  to  20  years  or  more  of 
I  the  most  interesting  work  in  the 
j  world.  Write  Box  1007,  Editor  A 
'  Publisher. 

NEWSPAPER  MECHANICAL 
PRODUCTION  EXECUTIVE 

25  years  experience  large  and  small 
daily  newspapers  now  available.  Pres¬ 
ently  employed,  but  desires  change. 

I  Plant  layout,  modern  production  meth- 
I  ods,  cost  conscious  color  experience, 

I  well  versed  Union  Law.  Box  1028, 

I  Editor  A  Publisher.  _ 

,  WANT  TO  RE-ENTER  supervision  on 
'  20  to  30,000  daily,  3rd  or  4th  place  on 
!  metropolitan  newspaper.  Age  41.  22 

I  years  experience.  No  great  production 
I  record  but  have  the  ability.  Handle 
I  penmnnel  to  get  best  results.  Member 
'  ITU.  Employed  as  floorman,  want  to 
improve  my  position.  Consider  any¬ 
where.  Box  1239,  Editor  A  Publisher. 


_ Mechanical _ 

PRODUCTION  MANAGER;  refer¬ 
ences,  16  years  2  large  papers.  Box 
925,  Mitor  A  Publisher. 

PRINTER  AD-MAN  SEEKS  SITUA¬ 
TION  IN  Massachusetts  area.  Box 
1016,  Editor  A  Publisher. 

MECHANICAL  SUPERINTENDENT 
or  Production  Manager  for  Metropol¬ 
itan  Daily.  Aggressive,  cost-conscious 
e.\ecutive.  44  years  of  age.  12  years 
as  composing  and  mechanical  super¬ 
intendent.  Box  1415,  Editor  A  Pub¬ 
lisher. 

POSITION  as  Mechanical  Superin¬ 
tendent  of  evening  daily  newspaper. 
Good  education.  Wide  composing 
room  experience.  Have  been  Printing 
Instructor  local  high  school ;  also  com¬ 
posing  room  foreman.  Married,  have 
two  sons.  45  years  of  age.  Member 
Presbyterian  Church,  32-degree  Mason 
and  member  of  Shrine.  Box  1410, 
Flditor  A  Publisher. 


Photography 

!  PHOTOGRAPHY:  23,  vet.  Work 
I  published  American  and  F'oreign 
I  language  dailies.  15  months  experi- 
i  ence.  All  phases  photography  for  army 
I  newspaper.  Seek  position  newspaper, 

.  magazine.  Available  June  first.  Box 
I  1131,  Editor  A  Publisher. 

PHOTO  JOURNALIST  seeks  perma- 
nent  creative  position.  Portfolio  in¬ 
cludes  work  in  all  major  magazines. 
27,  single,  B.A.  Degree,  will  re-locate. 
Write  Box  1231,  Editor  A  Publisher. 

Promotion — Public  Relations 

I  RADIO-JOURNALISM  graduate  ;  25  ; 

seeks  promotion-Public  Relations  job; 

I  radio-television  experience.  Production, 

I  Direction  ;  news  writing  and  editing; 

I  public  relations ;  now  with  large  mid- 
'  west  radio-television  station  ;  draft 
!  exempt- veteran.  Box  1412,  Editor  A 
1  Publisher. _ _ _ _ 

FEATURE  WRITER,  15  years  news¬ 
paper  and  radio  experience,  wants 
position  in  public  relations  or  promts 
tion.  Experienced  also  as  editor^ 
writer  on  house  organs  and  free  lance 
speech  writer.  Box  1005,  Editor  A 

I  Publisher. _ _ 

DESIRE  PUBLIC  RELATIONS  writ- 
ing  job.  Five  years  features,  news, 
heads  and  makeup  experience.  Prefer 
Chicago  Area.  Box  1229,  Editor  A 
Publisher. _ _ 

NO  SODA  I  NO  ROCKS  I 
Just  Scotch  —  by  birth.  Writer,  31, 
seeks  spirited  future  in  Public  Rela¬ 
tions  or  sales  promotion.  6  years 
I  editing,  technical  and  consumer  copy. 
Now  with  ad  agency.  Master's  de¬ 
gree.  Married  and  mobile.  Box  94. 

Bellbrook,  Greene  County,  Ohio. _ 

,  PUBLIC  RELATIONS  —  Editorial:  7 
years  public  relations,  sales,  editorial 
!  work.  B.A.,  34,  single.  New  York 
area.  Box  1218,  Editor  A  Publisher. 

;  WANTED:  COLLE(JE  PUBLIC  RE- 
•  LATIONS,  journalism  teaching.  Mis¬ 
souri  journalism  M.A. ;  seven  years 
I  metropolitan  dailies ;  three  years  public 
I  relations.  Box  1210.  Editor  A  Pub¬ 
lisher. 
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Shop  Talk  at  Thirty 


THE  FOURTH  ESTATE 


By  Trent 


By  Bubert  U.  Brown 

Ji  ST  because  this  issue  con¬ 
tains  statistics  on  the  growth  of 
ROP  color  only  since  1946  don’t 
get  the  idea  this  is  purely  a 
postwar  development  among 
newspapers. 

Color  in  newspaper  roto  and 
comic  sections  has  been  with  us 
since  about  1892 ;  the  use  of 
color  on  front  page  mastheads 
dates  from  about  the  same  time; 
and  ROP  advertising  color  was 
generally  introduced  about  1929 
and  193(*  although  there  were 
instances  of  its  use  prior  to 
that  time. 


E&P  on  July  18, 1931,  reported 
on  the  “growing  use  of  color  in 
newspaper  advertising’’  and  re¬ 
produced  a  Chicago  Tribune 
survey  listing  140  papers  in  the 
U.S.  and  Canada  offering  ROP 
color.  Most  of  them  offered  one 
color  and  black,  but  there  were 
some  offering  two,  three  and 
four  colors,  as  it  was  designated 
then.  Also,  some  of  these  papers 
were  using  color  editorially  reg¬ 
ularly. 

On  July  13,  1935,  E&P  pub¬ 
lished  the  first  survey  of  ROP 
color  linage  and  listing  of  pa¬ 
pers  offering  color.  It  reported 
that  371  daily  papers  plus  170 
Sunday  papers  were  printing 
ROP  color,  according  to  the 
Chicago  Tribune.  And  E&P’s 
own  survey  of  linage  revealed 
a  4()-fold  growth  from  1930  to 
1934. 

Linage  records  were  avail¬ 
able  from  only  113  of  those  pa¬ 
pers  representing  a  total  daily 
circulation  of  about  seven  mil¬ 
lion  plus  Sunday  of  over  five 
million.  (Total  daily  and  Sun¬ 
day  circulation  of  all  papers 
offering  ROP  color  was  29,883,- 
983.1  The  color  linage  reported 
by  the  113  papers  totallcnl  5,- 
125,918  for  1934  in  contrast  to 
126,128  lines  in  1930.  About 
three-fourths  of  the  linage  was 
said  to  be  local. 

Tran.slating  these  figures  into 
dollars.  E&P  had  this  to  say 
at  the  time: 

“Run-of-paper  color  advertis¬ 
ing,  the  little  Topsy  of  the  new’s- 
paper  business,  holds  definite 
potentials  as  a  new  source  of 
increased  revenue. 

“Seldom  aided,  rarely  pro¬ 
moted  and  at  times  not  even 
wanted,  ROP  color  advertising 
has  increased  in  stature  over 
40  times  since  1930.  In  round 
figures,  and  taking  into  consid¬ 


eration  only  color  exclusive  of 
comics,  roto,  magazine  or  other 
color  sections,  ROP  colpr  in  the 
U.S.  has  jumped  from  a  paltry 
$15,000  in  1930  to  around  $600,- 
000  in  1934.  And,  although  ac¬ 
tual  figures  were  not  asked,  the 
$600,000  has  apparently  been 
reached  before  the  end  of  the 
seventh  month  of  this  year 
(1935).’’ 

E&P  also  reported  in  detail 
that  “rapid  strides  in  color 
presses’’  wei'e  being  made  by 
the  manufacturers  for  efficient, 
high-speed  production.  Also  that 
ink  manufacturers  were  experi¬ 
menting  constantly  to  improve 
quality. 


The  year  before  in  its  Golden 
Anniversary  issue  (July  21, 
1934)  E&P  had  said  “demand  for 
color  printing  continues  steadily, 
if  not  under  heavy  pressure. 
Undei-  lecent  economic  condi¬ 
tions  mo.st  publishers  have  kept 
a  watchful  eye  upon  develop¬ 
ments,  but  few  of  them  have  yet 
committed  themselves.  Some  ad¬ 
vertising  agencies  declare  that 
if  a  large  number  of  newspapers 
were  fitted  for  uniform  color 
printing,  a  considerable  volume 
of  new  advertising  would  become 
available.  Newspapers,  nursing 
their  surplus  funds,  have  been 
waiting  for  more  substantial 
evidence  of  a  demand  that  would 
warrant  the  investment.” 

“The  lecent  economic  condi¬ 
tions”  referred  to  then  were  to 
continue  for  several  more  years 
and  then  be  followed  closely  by 
World  War  II.  The  anticipated 
development  of  color  was  de¬ 
layed.  therefore,  until  after  the 
war  when  the  log  jam  broke. 

Statistics  are  not  very  com¬ 
plete  for  those  first  postwar 
years.  In  fact,  there  are  still 
some  newspapers  offering  ROP 
color  that  do  not  keep  an  ac¬ 
curate  breakdown  of  their  total 
color  linage  or  the  amount  of 
retail  or  national  which  accounts 
for  some  omissions  in  the  list  of 
linage  figures  carried  elsewhere 
in  this  issue. 

However,  an  idea  of  the  growth 
of  color  is  seen  in  the  little  over 
6,0(10,000  lines  carried  by  the 
“first  25”  papers  in  1947  com- 
])ared  to  the  5,000,000  lines  car¬ 
ried  by  113  papers  in  1934.  By 
1955  the  “first  25”  papers  (not 
necessarily  the  same  ones  as  in 
’47)  carried  over  27,000,000  lines. 


Total  linage  of  ROP  color  for 
202  papers  measured  by  Media 
Records  in  1956  was  109,318,171, 
a  gain  of  21.3%  over  1955  and 
a  gain  of  133.5%  over  1951.  In 
this  same  five-year  span  black 
and  white  linage  of  401  papers 
measured  by  Media  Records  in¬ 
creased  24.5%  to  a  little  ovei- 
five  billion  lines.  On  this  compar¬ 
ison,  ROP  color  linage  amounts 
to  about  2%  of  total  newspaper 
linage  at  the  present  time. 

Percentage  -  wise  this  doesn’t 
sound  big;  linage-wise  the  vol¬ 
ume  is  sizeable.  And  the  trend 
line  is  almost  straight  up  for 
the  future. 

More  and  more  newspapers 
are  offering  one  color  and  black. 
More  and  more  papers  are  add¬ 
ing  color  facilities  to  print  mul¬ 
tiple  color.  Six  hundred  nine¬ 
teen  papers  offered  one  color 
and  black  a  year  ago  —  today 
that  figui-e  is  819,  according  to 
the  Bureau  of  Advertising.  .\ 
year  ago,  182  papers  offered 


three  colors  and  black — todiy 
that  figure  is  358. 

Newspaper  ROP  color  is  hen 
to  stay.  It  is  increasing  rapidly 
in  volume.  It  is  improving  per¬ 
ceptibly  in  quality.  In  our  opis- 
ion  it  will  continue  to  do  so  ie 
both  respects. 

• 

Editor  Probes  Cotton 
Story  for  Senators 

Memphis,  Tent 

Gerald  L.  Hearing,  markets 
editor  and  cotton  columnist  of 
the  Commercial  Apixal,  and 
Sam  Thompson  of  Itta  Beta, 
Miss.,  agricultural  assistant  to 
Senator  James  0.  Eastland,  are 
on  a  four-week  study  of  the 
cotton  export  sales  program  it 
Europe. 

They  are  traveling  as 
consultants  to  the  Senate  Judici¬ 
ary  Committee  under  appoint¬ 
ment  by  Senator  Eastland  at 
the  request  of  Senator  Estes 
Kefauver  (D.  Tenn.) ,  vice-chair¬ 
man  of  the  committee. 


WASHINGTON  •  1625  Eye  Street,  N.W.  •  NAtional  8-1990 
NEW  YORK  •  60  East  42nd  Street  •  MUrray  Hill  7-4242 
CHICAGO  •  35  East  Wacker  Drive  •  RAndolph  6-3688 
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''OUR  LINOTYPE  COMETS  ARE 


REALLY  PRODUCING  FOR  US/' 

J.  L.  Morris  (standing).  Mechanical  Superintendent 
The  Augusta  (Ga.i  Herald 
The  Augusta  (Ga.)  Chronicle 

EXCLUSIVE  COMET  FEATURES  A  BIG  HELP-Mr.  Mor¬ 
ris  says,  “The  design  of  the  Comet  is  sound  through¬ 
out.  Our  machinists  find  that  the  swinging  front  and 
removable  keyrod  frame  (exclusive  with  Linotype) 
are  a  big  help  in  speeding  routine  maintenance  and 
cleaning  the  machine.  These  features  contribute 
greatly  to  the  machine’s  capacity  for  producing  type. 
We  have  no  trouble  in  keeping  up  with  our  need  for 
wire  copy  straight  matter,  markets  and  box  scores.” 


"THE  CONVENIENCE  AND  EASE  OF 

MAINTAINING  THE  COMET  ARE  OUTSTANDING." 


Lloyd  Hagen,  Machinist-Operator 
The  Coloradoan 
Fort  Collins,  Colorado 

SIMPLE  TO  MAINTAIN— “As  an  example  of  the  Comet’s  ease 
of  maintenance,”  says  Mr.  Hagen,  “there’s  the  swinging  as¬ 
sembler  front  and  the  simplification  of  the  matrix  release 
system.  The  removal  of  two  prominently  placed  knurled  head 
screws  enables  you  to  lift  out  the  entire  keyrod  frame.  The 
distributor  with  its  new  lower  front  ‘floating’  distributor 
screw  is  a  matrix  saver  if  there  ever  was  one -especially  for 
the  thins.’  Only  two  seconds  are  required  to  change  from 
one  matrix  type  size  to  another.” 


The  above  are  only  two  of  many  quotations  from  publish¬ 
ers,  machinists  and  operators  from  all  over  the  country 
which  testify  to  the  Comet’s  unmatched  speed,  simplicity 
of  design  and  ease  of  maintenance. 

Get  the  facts  first  hand.  See  how  you  can  beat  daily 
deadlines  and  reduce  maintenance  to  a  minimum.  Write 
your  Linotype  Agency  for  complete  details. 


Mergenthaler  Linotype  Company,  29  Ryerson  Street,  Brooklyn  5,  N.Y. 

Set  In  Linotype  Ct>rttna  and  members  of  the  Spartan  family 

Agerci«t;  Atlanta,  Boston,  Chicago,  Cleveland,  Dallas,  Los  Angeles,  New  York,  San  Francisco.  In  Conada:  Canadian  Linotype,  Limited,  Toronto,  Ontario 

LEADERSHIP  THROUGH  RESEARCH 

Printed  in  U.  S.A. 


LINOTYPE 


DENVER’S  ROCKY  MOUNTAIN  NEWS  IS  proud  of  this  recofd. 
Proud,  too,  of  the  way  readers  and  advertisers  throughout  the  Rocky  Moun¬ 
tain  Region  refer  to  it  as  the  good  morning  newspaper.  Matter  of  fact, 
advertisers  placed  22,544,071  lines  with  the  news  in  1956.  If  you’re  looking 
for  the  best  way  to  reach  Denver,  there’s  no  question,  the  news  is  the  big  buy. 


ROCKY  MOUNTAIN  NEWS  CIRCULATION 


From  38,189  In  1938  to  159,936  In  1956 


ABC 

STATEMENT 

DAILY 

SUNDAY 

ABC 

STATEMENT 

DAILY 

SUNDAY 

1938 

38,189 

43,466 

1948 

108,100 

119,048 

1939 

39,044 

42,501 

1949 

119,954 

130,689 

1940 

40,209 

43,820 

1950 

129,585 

139,994 

1941 

43,487 

46,589 

1951 

141,524 

150,281 

1942 

45,752 

50,589 

1952 

144,646 

154,571 

1943 

51 ,319 

53,434 

1953 

145,866 

154,791 

1944 

56,526 

57,01  5 

1954 

149,079 

155,031 

1945 

59,057 

59,653 

1955 

154,877 

159,293 

1946 

72,356 

76,627 

1956 

159,936 

163,550 

1947 

91 ,91  3 

1  03,826 

(Sfpl.  30th  ABC  Audu  Reports,  1938  to  I9S6) 

Rocky  Mountain  News,  DENVER 

Colorado’s  first  newspaper  and  oldest  business  institution-1859 


SCRIPPS-HOWARD  NEWSPAPERS 


NEWYORK.  WorW-T«f»9rain  A  ThmSvn 


OEVaAND . Pntt 

PITTSBURGH . Prn, 

SAN  FRANOSCO . N»k, 

INOIANAPOUS . Tim*, 


COlUMBUS . Cifiivt 

ONCINNATI . Pott 

KENTUCKY . Post 

Covington  odition,  Cincinnati  Pott 
KNOXVIUE  ....  NowfSontinol 


DENVER  ...  Pocky  Mountain  Nowt 
BIRMINGHAM  ....  Pott  HoraU 

MEMPHIS . Prott-ScimHar 

MEMPHIS  ...  Commarciol  Appeal 
WASHINGTON . Now, 


EVANSVIUE . 

HOUSTON . 

FORT  WORTH  .  .  .  . 
AIBUQUEROUE  .  .  . 
El  PASO . 


.  .  TrihiW 
Ht-raWP*^ 


OoMral  Arfvorftoins  3BO  PaHi  Avamra,  Naw  Yarfc  City 


Chi<«fl«  San  FrandMa  DatraM  CindniiaM  PhHarfalpMa  DrfW 
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